
 

 
Abstract:  The aim of this paper is to map out how 
culture, heritage and history can be preserved 
through tourism; how via tourism and its “digital” 
editions academic work in field of humanity can be 
made more interesting, approachable and 
presented to the wider public.  The topic of the 
paper is the mobile application named Fiat Lux 
Notre Dame de Paris, made about and for the 
cathedral Notre Dame de Paris. The work in 
question is a form of digital memory, offering a 
more direct and immersive experience of the 
patrimony and communication of culture and 
history. The application is made to be an audio 
guide, with the instructions for the consumer on 
where to go and what to observe; very similar in 
nature to the museum audio guides with the 
exception that it concerns a building with its many 
aspects and not a series of specific works of art. 
Illustrations following each chapter are the 
independent works of art and serve as another, 
complementary way of communicating history and 
memory information. The mobile application is 
therefore historic, essayistic and artistic in nature, 
as it takes all three approaches in communicating, 
presenting and interpreting the cathedral Notre 
Dame de Paris. The application will be presented, 
theorized, and substantiated as the intersectional 
and interdisciplinary endeavor. It is a collaborative 
effort that seeks to broaden the field and makes the 
heritage presentation and conservation more 
engaging and more interesting. Also, the 
application seeks to make its topic more accessible, 
that became an imperative first with the fire of the 
cathedral in 2019 and then with the pandemics of 
Covid 19 that halted all travel.  
 
Index Terms: Notre Dame de Paris, mobile 
application, digital memory and history, tourism, 
academic work  

1. INTRODUCTION 

THE paper aims to shed a light at a process of 

creation of mobile phone based illustrated audio 
guide; to situate it in the context of both digitalized 
memory and history; and to reveal its usage in the 
field of tourism. The topic is all the more interesting 
given the fact that the main focus of the application 
is the cathedral of Notre Dame de Paris, which is  
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not only a tourist attraction, but also one of the 
most famous religious sites of the world. The 
connection between tourism and religion goes far 
were what in today’s terms would be labeled as 
“religious tourism”; and further back still, to the 
classical and pre-classical times of mystery 
initiatory religions, such were the Eleusinian 
Mysteries, a religious site that attracted visitors 
from all over the world. The ongoing process of 
displacing considerable sections of the productive 
economy (and the creation of new value) online, in 
the digital realm, touches upon religion and 
religious sites as well. By using this mobile 
application, one performs a pilgrimage of the sorts 
without ever moving to the actual physical location 
of Notre Dame de Paris. This new form of digital, 
virtual pilgrimage is all the more relevant in the 
light of recent events, such were the cathedral 
rooftop fire of 15th of April 2019, and the (currently 
ongoing) pandemic of Covid-19. The former has 
made access to Notre Dame de Paris impossible; 
the latter has severely limited all travel and made 
tourism and workers in the field of tourism face 
hard challenges.  
 

2. THE MOBILE APPLICATION  

The unavailability of the cathedral is not the only 
reason why applications such as Fiat Lux Notre 
Dame de Paris are becoming necessary or more 
interesting; the digital nature and the environment 
of the application, the digital space it creates are 
not only supplementary to the actual (currently 
unavailable) experience or the physical visit of the 
cathedral, but also, such applications can bring 
additional value to experiencing the monument in 
question. There are several reasons why that is 
the case. The most obvious ones are facility and 
permanent availability of the application; it is not 
necessary to travel to the actual site of Notre 
Dame de Paris and visit it within its working hours. 
The possibility of enjoying the cathedral via the 
illustrations and the audio work adds an entire new 
layer of the experience. The latter aspect, the 
audio (or, text, equally available) is of special 
interest. It is akin to the comparison done between 
reading a work of literary fiction versus to watching 
a film. While the film creates the multisensory 
experience, engaging the spectator’s attention in 

Petrovic, Boris  

Fiat Lux Notre Dame de Paris Mobile 
Phone Illustrated Audio Guide App 

60



 

terms of sounds and images, the reader (or, in this 
case, the listener) spontaneously internalizes the 
experience and thus, in doing so, recreates their 
own vision of it. Much like every reader of a novel 
spontaneously creates their own ideas of how the 
characters look, sound and act, in real time, as 
they are reading, so too do the consumers of the 
digital application in question. Whereas 
experiencing Notre Dame de Paris cathedral in 
real life is a unique experience, it is one of singular 
and definitive nature. Experiencing the monument 
via the application is different every time for every 
consumer in question. Considering this aspect, 
upgrading of the application towards augmented 
and virtual reality offer new possibilities and 
“custom-made” ways of exploring monuments and 
sites. Yet another clear advantage of the digital 
approach from the tourist point of view, that not to 
be under-appreciated, is the possibility of visiting 
the cathedral all alone, and experiencing it empty. 
For Notre Dame de Paris before the fire, as well 
as for many other monuments, this is of special 
importance, as the real-life experience of visiting 
is almost always marred by excessive crowds.    
 

The inspiration and a starting point of this 
research was a personal experience of working as 
a guide and being a creator of a mobile 
application. The author of the article and of the 
mobile phone application in question is a PhD in 
comparative literature, working as a tour guide – 
offering tours that are more academically minded 
and similar in quality and organization to the 
university lectures.  

 
While this is but a single, personal, and one 

could say anecdotal experience, that cannot be 
used as a basis of scientific research, the reason 
why it is taken as such; or, rather, why it served as 
an inspiration for one, is the fact that it fits into a 
larger, researched and documented trend of 
changes in the industry of tourism. The study 
made by Olga Strietska-Ilina “Trends and Skill 
Needs in Tourism” indicates it; so does Betty 
Weiler in “The changing face of the tour guide: 
one-way communicator to choreographer to co-
creator of the tourist experience”. Both studies 
clearly indicate that in the span of the several 
previous decades, the nature of the tour guiding 
job has changed, demanding a more and more 
educated individual, with a wider scope of ever 
evolving skills. As indicated by Betty Weiler:  

 
Thirty years after Cohen's seminal work on tour 

guiding, the role(s) played by and skills required of tour 
guides continue to evolve. As ‘experience’ has come to 
be considered central to tourism, research on the guide 
as communicator and experience-broker has expanded 
[1].  
 

The situation where the market demands more 
and more educated guides is coupled by that of 
academia becoming more and more saturated, 
and offering continually less opportunity for 
employment. This is covered in studies of budget 
slashing and fewer academic posts being offered, 
such are On politics and precarity in academia, 
Precarity Outside: The political unconscious of 
French academic labor [2], and Why French 
Academic Journals are Protesting. This situation 
naturally presents a possibility of some of the 
scholars to move away from academia towards 
the tourist industry. The presence of academically 
minded and trained guides has also, we can argue 
that the presence of academically trained guides 
has led to the elevation, led to the elevation of 
industry standards not only on the service end, but 
also on the clients. In time this could lead to clients 
expecting different quality of tours, which personal 
experience of the author indicates. One can 
rightfully speak of migration of knowledge and 
academic credence from traditional academic 
institutions towards the free market of tour guiding 
services. This may not seem as strange in the 
USA, where a significant number of universities, 
especially those of tradition and reputation, are 
private; but it is rather telling in Europe, especially 
so in France, where most universities and 
academic institutions are not private, but are run 
by the state. In this case, what takes place is the 
migration of knowledge from the state towards the 
private sector. This, in turn speaks not only of the 
said migration, but also of the growing precarity of 
the scholar in question [4]. Whereas before it was 
within reason to expect a tenure track in the 
domain of academia, nowadays the scholar works 
in the precarious tourist market, which is seasonal 
by default. As David Harvey shows in his seminal 
work “Paris, Capital of Modernity”, the city was 
made by private investments, as a reflection of 
private capital [5]. The city of Paris built during the 
Haussmannian intervention, as David Harvey 
shows, came to assume the shape it has via the 
joint venture of private investors and government 
policy; while the plan of the new, modern Paris, 
was ordered by the government (baron 
Haussmann being effectively the city’s main urban 
planner, therefore a government official), the 
capital that financed the endeavor was private. It 
is the same incentive that will drive the growth of 
tourism, as well as the ongoing migration of 
academic scholars from academia to the domain 
of tourism, as the scholars are pushed by the 
market forces to open small enterprises or 
become self-employed rather than to work in 
academia, which, in France, is still dominantly 
state owned – according to educavox.fr, the 
percentage of privately owned academic 
institutions in France is 19% [6]. 
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The growing trend in tourist and travel industry 
was the constant rise in the number of tourists and 
visitors coming to France, especially in the years 
leading up to 2020, resulting in more and more 
guided tours, therefore engaging more and more 
guides [7]. According to travelagentcentral.com, 
tourism (up until the covid 19 pandemic) is globally 
the second largest growing industry [8]. At the 
same time, another leading trend in education, 
tourism as well as many other different industries, 
both manufacturing and service ones, was that of 
automation. The idea behind creation of the 
application was to embrace the emerging trend 
and start automatizing the guided tour; offering 
them as products rather than as services. In this 
manner, the fields of tourism and of digital memory 
came to intersect. The digital form of information 
imposed itself as the more practical and 
convenient solution in sharing knowledge (in the 
form of the product) as compared to the live 
presentation (in the form of the service). This 
situation anticipates the trend of automation in the 
academia as well as in the tourism industry, and 
more broadly in all of the fields where information 
and knowledge are being exchanged. The 
comparison between a land mail, necessitating a 
postman’s labor and the post office infrastructure, 
and an e-mail, necessitating the digital 
infrastructure and surrounding and cutting out the 
postman, is an apt one. In this comparison, the 
tour guide takes the place of the postman. The 
information shared is therefore relocated from a 
person-to-person basis to a mobile phone hosting 
a mobile application to person interaction. To go 
back to the previous analogy, it is akin to sending 
one e-mail to multiple, in theory, infinite number of 
addresses. In this regard, the city scape, as the 
natural context of city-bound tourism and guided 
tours, become prone to this trend as well. As Judd 
and Fainstein write:  

 
Cities are sold just like any other consumer product. 

They have adopted image advertising, a development 
that can hardly escape any traveler who opens an airline 
magazine and reads its formulaic articles on the alleged 
culinary and cultural delights of Dallas, Frankfurt, or 
Auckland. [9]. 

 
The advantages of such situation are 

numerous. The clients receive an ample amount 
of information they can consume at their leisure, 
unrestrained by the duration of their stay or the 
duration of the tour. They can come back to the 
content of the application whenever they feel like 
it, as it stays with them as long as they wish. The 
client can skip ahead and go through the less 
interesting parts of the application, as well as 
revisiting the interesting ones. The already 
mentioned advantages of receiving a 
supplementary layer of experience (given through 

the interpretation of the sites done by illustrations 
as well as via the essayistic point of view of the 
application’s author) are complimented by 
constant availability and the facility of stored 
digitalized information in the form of a mobile 
application. 

 
Out of these advantages, the constant 

availability is possibly the most important one. 
Substituting the guide with the mobile application 
situates the knowledge they would present in the 
realm of the digital and is made available on 
demand. In this manner, the information contained 
in the application becomes much easier not only 
to consume, but to share and propagate. It 
becomes, in the words of Andrew Hoskins, “hyper-
connected” [10]:  

 
For example, Todd Gitlin, argues, “the experience of 

immediacy is what media immersion is largely for: to 
swell up the present, to give us a sense of connection to 
others through an experience we share” (2001: 128).   

 
Of equal importance is the notion that Andrew 

Hoskins elaborates upon, that of the “media-
ecology”, meaning a new, separate, digital “eco-
system” of constantly available information, as 
well as the clusters and super clusters of 
information [11]. This new “eco-system” creates a 
specific information environment for the consumer 
of media, one where the information is constantly 
available and always one button click away. The 
system in question is defined by a certain 
“fullness” [12] of information, referring to the 
availability and coverage of mediascape. The 
available information on a specific topic, in this 
case a tourist site, becomes increasingly complex 
with the advent of new media. Whereas before the 
mass media of the 20th century, one would likely 
only read about a certain event, after the 20th 
century one could also hear and watch the 
coverage of it. The emergence of the digital media 
and the internet make this process ever denser 
and more saturated, with the possibilities such are 
augmented reality and virtual reality. It is therefore 
not only the issue of the variety of different voices 
and channels, but also the question of “fullness” of 
media in question. For example, piece of 
information communication via text only would be 
somewhat “empty”, whereas the same piece of 
information communication by text, voice, video, 
virtual and augmented reality, would be “full”. 
Andrew Hoskins compares the contemporary 
situation of normalized everyday usage of internet, 
to that of the 70’s Britain, where (but) three TV 
stations, were available, with limited and strict 
distribution of news constrained to punctual lunch-
time and evening bulletins. The difference 
between that situation, and that of today, with a 
constant, available on demand and uninterrupted 
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flow of information, is evident. The main difference 
is that the situation created by the experience of 
constant connectivity through the internet, where 
the information is constantly available at all times, 
raises new demands and standards in tourism, 
academia as well as in sharing and consuming 
information in general. It creates the demand for 
digital memory to be constantly available and in 
the nearest proximity of the consumer. In this 
case, one does not need to physically be at the 
cathedral, just as one does not physically have to 
go to the library to consult a certain book, journal 
or a study; they can be situated in one’s phone, 
always available, regardless of the circumstances.    
 

This situation carries both benefits and 
setbacks. One benefit clearly is the possibility of 
always having the necessary information at one’s 
disposal, and being able to refresh one’s memory 
of it. If the customer forgets the tour, they can re-
listen a specific chapter, or the entire work, and 
remind themselves of it. This is not possible with 
the tour taken from the live guide. However, 
perhaps paradoxically, situating information 
outside of one’s memory – as Andrew Hosking 
states, “outside of the head” [13] carries the 
danger of forgetting the given information more 
easily, and scattering various fragments of 
information outside the memory of the given 
individual – not only on mobile applications, but 
also on devices such are USB keys, portable hard 
drives, solid state drives etc. This is why the 
situation is somewhat paradoxical. The 
information stocked outside of the individual 
memory is safer and always available, but at the 
same time, scattered, and, in words of Andrew 
Hoskins, easier to forget [14]. Still, this is the 
direction where storage of memory is headed in 
the previous decades – from physical photographs 
printed on paper to digital photographs stocked on 
hard drives on personal computers and then 
phones; from music printed onto physical sound 
carriers to digital music stocked on personal 
computers and phones; same with films, books, 
and now, also guided tours.   
 

The idea behind the application was to follow 
the tendency already present in the domain of 
tourism: that of information migrating from live 
persons to the realm of the digital memory. 
Cheaper flights and cheaper accommodation 
(helped considerably by the “gig economy” 
applications like Airbnb, themselves situated in the 
domain of the virtual) made tourism and travel 
more available; in turn, greater quantities of 
people coming to Paris had a growing interest in 
learning about the city and its prominent sites. In a 
statement given to traveldailymedia.com, global 
consulting firm Oliver Weyman indicates the seven 
trends that will shape the future of tourism: rise of 

the Asian middle class, digitalization, sharing 
economy, responsible tourism, solo travel, 
personalization, and experience over product. Out 
of seven, five are addressed by the creation of a 
mobile phone application Fiat Lux; one could even 
say six out of seven, because the application is 
being translated to different languages and will be 
available in Chinese too. Aspects that will shape 
the future of tourism, such are experience over 
product, personalization (the possibility to skip 
ahead, go back, stop or repeat any chapter, 
choose what will be played), solo travel, 
digitalization, and responsible tourism (where one 
does not have to, in fact, visit the site in question, 
but can enjoy it without ever leaving their home). 
Therefore, we can conclude that the growing trend 
in tourism industry is sustainable and responsible 
travel, as the consumption of resources related to 
tourism is on the constant rise, as well as the 
emission of CO² [15]. Exploring certain sites of 
considerable cultural interest from home cuts on 
the cost as well as on consumption of resources 
and emission of CO².  

 
Articles written for revfine.com and 

Edelman.com, highly positioned and relevant 
references in the tourism industry, concur, and 
suggest a similar view. The future of tourism is 
solo travel, personalization, and reliance on digital 
technologies, be it in the form of mobile phone 
applications, augmented or virtual reality. 
Reliance on internet and on the internet of things 
is becoming a staple of the touristic experience. 
Digitalization and automation are quickly 
becoming a necessary, staple aspect of the tourist 
market [16]. 

 
According to the official web site of Notre Dame 

de Paris [17], this particular monument receives 
(or, has received prior to the rooftop fire) an 
average of 13.7 million visitors per year. This 
impressive number is a large market for an 
application on the topic of the Parisian cathedral, 
as it is safe to assume that a certain percentage of 
them would be interested in exploring the site in 
this fashion. Via the author’s personal experience, 
and the terrain work in the capacity of the guide, a 
series of topics clients were interested in was 
collected for the purpose of creating the 
application. The visitors wanted to know not only 
about the cathedral’s “official” history, but also of 
its connection to the cult of Virgin Mary, and its 
embodiment of the specific branch of Christianity, 
Marian Catholicism; there wanted to know about 
the arcane and occult aspects of the cathedral, its 
connection to alchemy and astrology (a veritable 
abundance of astrological symbols, as well as 
those that can be interpreted as alchemical) its 
connection to the legendary and also mythical 
medieval order of the Knights Templar, as well as 
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the connection with the brotherhood of 
Freemasons. Following these interests and 
requests, the mobile application was divided into 
seven chapters: 

 Introduction – “official” or exoteric history of 
the cathedral. 

 Alchemy and astrology – the connection 
between the cathedral and medieval 
disciplines of alchemy and astrology.  

 Templars and Freemasons – the connection 
between the cathedral and the Knights 
Templar order on one end, and the 
brotherhood of Freemasons on the other. 

 Invention of love – or how the notion of love 
in the west is connected to Marian 
Catholicism, the Cathar heresy and the 
mythical roman of Tristan and Iseult.   

 Aphrodite and Virgin Mary – a detailed look 
into syncretic roots of Christianity and 
especially the cult of Virgin Mary, and its 
connection to pagan goddesses of Ishtar, 
Aphrodite and Venus. 

 The Black Death – connection between the 
great plague of the 14th century and the 
completion of Notre Dame de Paris cathedral.  

 Notre Dame and the industrial revolution – on 
the interest the 19th century architects and 
authors had in the medieval period, Gothic 
architecture, and Notre Dame de Paris 
cathedral specifically.  

   
In French, popularization of knowledge is known 

as “vulgarization”, and though the term does not 
have quite the pejorative aspect as it does in 
English, it bears a certain value judgment 
nonetheless. This work was to accomplish in 
written form what was already done orally, 
meaning, to offer a higher quality historic 
discourse; that would at the same time be 
approachable and easy to consume. Certain 
academic rigor was to be abandoned, as well as 
certain academic standards. Quotations and 
references were not used in text in order to 
substantiate the claim presented; the format was 
not limited or extended to that of the journal, or a 
thesis, or a book length study. The shift thus made 
was more from historic analysis and presentation 
of the monument in question, towards historic 
essay.  

 
Whereas the general tone of the mobile 

application is that of a historic essay, in essence it 
is an intersectional study, situating itself between 
the realms of history, anthropology, history of art 
and literature. The mentioned intersectional 
character of the work is adopted on account of 
several important reasons. First, only via this 
particular method can one fully understand such a 

layered and complex monument as is Notre Dame 
de Paris. The premise of the cathedral is that it is 
the embodiment of Virgin Mary – Notre Dame in 
French means our lady, the Virgin Mary. This very 
fact, coupled with the New Testament notion of 
“word assuming flesh” (“The Word became flesh 
and made His dwelling among us”, John 1:14) is 
the premise of the cathedral’s creation. Therefore, 
the intersectional approach is already made 
necessary, as both the architectural, art historian 
and philological methodology are invited as 
necessary. The work of architecture, of 
indisputable artistic and historical value, is made 
to embody a literary and (seen from the historic 
and anthropological, not theological – it is beside 
the point of this article to dispute or to confirm the 
actual existence of Virgin Mary) fictitious character 
of the Mother of God. The value the cathedral had 
for its community clearly invites one to adopt an 
anthropological methodology in order to best 
analyze the communal aspect of a cathedral; the 
same goes for the inspection into the syncretic 
nature of Marian Catholicism, and its pagan roots 
and inspirations leading the research towards the 
study of Mediterranean religious syncretism and 
migration of deities from Mesopotamia, to Greece, 
Rome, and finally France. The intersectional and 
multidisciplinary approach was therefore made 
necessary not only by the demands of the study 
topic per se, but also by the very nature of tourist 
work, especially in relation to the aforementioned 
necessity of the “fullness” of media, and its 
permanent accessibility, as was explained in the 
quoted Andrew Hoskins article.  

 
In this regard, it is important to address the 

creation of this application from its technical side, 
given that the very nature of the “full” media, 
meaning that having a multidisciplinary, 
multimedia application that is constantly available 
(downloadable) presents a specific set of 
difficulties to overcome. The team behind it was 
small – one person in charge of content creation, 
graphic design and overall production, one for the 
final text edit, two sound engineers, one voice 
artist, one visual artist responsible for the drawings 
used, and two programmers (one for iOS and one 
for Android platforms). In the later stages of the 
production, which are still not achieved in the time 
of the writing of this article, more persons will be 
engaged as translators and voice artists in 
respective languages. The basic team therefore 
consists of a content creator, graphic designer and 
producer (in this case, one person), editor, two 
programmers (one for each platform), two sound 
engineers (one to record the sound and the other 
to polish it – in theory, both of these tasks can be 
delegated to one person), an illustrator, or, should 
the team decide to use photographs instead of 
illustrations, the photographer. By all standards, it 
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is a small team; however, as such, it fits in the new 
paradigm of media content creation as explained 
by Andrew Hoskins:  

 
“In place of a top-down, one-to-many vertical 

cascade from centralized industry sources we discover 
today bottom-up, many-to-many, horizontal, peer-to-
peer communication. ‘Pull’ media challenge ‘push’ 
media; open structures challenge hierarchical 
structures; micro-production challenges macro-
production; open-access amateur production challenges 
closed access, elite-professions; economic and 
technological barriers to media production are 
transformed by cheap, democratized, easy-to-use 
technologies.” [18] 

 
The application is made broadly available 

through two services, Google Play for Android 
platform and Apple Store for iOS platform. The 
application was made to consist of seven 
chapters, where the first is offered for free, as to 
entice the curiosity of the client, and the rest of 
them demand a fee. There is a discount involved 
if all chapters are purchased at once.  

 
The idea behind the mobile application was to 

offer as much knowledge as possible, so as to fully 
(or, as nearly as fully as possible) replace the live 
guide that can answer any and all questions the 
client may have. The following quote from Judd 
and Feinstein substantiates the given position:  

 
The three elements of urban tourism – the tourist, the 

tourism industry, and cities – interact to produce a 
complex ecological system. The tastes and desires of 
tourists are fickle; just like car buyers, they will yearn 
for next year’s model, even before it appears.  The entry 
of transnational corporations, plus the globalization of 
credit, media, and electronic communications, the 
tourist industry is in the midst of a revolution in which 
images, information, and money are transmitted at 
lightning speed. [19]    

 
This type of knowledge is therefore not 

“protected” or “petrified” by the power of the 
academic institution and the academic norms and 
rigor – it is freely available and therefore in a state 
of perpetual shifting and mutation. In that regard, 
knowledge leaving academia and entering into the 
open market “abandons” the protection and rigor 
of an academic institution – it also migrates away 
from the traditionally accepted form of knowledge 
exchange between professors and students, 
where students are motivated by obtaining better 
grades. Unlike the professors with their students, 
the tour guides, and certainly not tour guiding 
applications, do not question, note and possibly 
fail their clients. This migration of knowledge 
cannot be separated from the digitalization of 
memory and of general information. Much like the 

knowledge migrates from the physical spaces of 
libraries and university halls (where lectures take 
place ex cathedra, from professor to student) so 
too, in tourism, the knowledge migrates from the 
tour guide towards the mobile application. This is 
the ongoing trend that the author of Fiat Lux aims 
to be a part of. Creation of this application is the 
integration of its content into the realm of the 
digital; migration of that information and 
knowledge from the physical body of the tour 
guide giving a tour, towards digital information 
stored on a cloud, available to everyone, at all 
times. The two processes, academic and touristic, 
seem inseparable, as they share the common trait 
of knowledge migrating from the physical to the 
digital realm.  

 
In this manner, the migration of knowledge 

necessarily carries with it a certain simplification, 
generalization and approachability. The work in 
question is not entirely dissimilar to the publishing 
of a doctoral thesis and stripping it down of 
academic rules and conventions in order to make 
it more appealing to the general public. The 
scientific aspect of information shared in this 
digital, tourist friendly format, is therefore 
delegated to the background, so that the work 
could be easily consumed. The knowledge 
migrating therefore does not complete its transitive 
journey unchanged. Not only that the knowledge 
changes its medium, from print or ex-cathedra, to 
the digital format of the mobile phone application; 
not only does it change its context, from that of the 
academic institution like the university or the 
institute, towards the tourist market; but it changes 
its form and to a certain extent, its substance. 

 
In this manner, the information migrated from 

the realm of the physical to the realm of the digital 
constitutes a part of a completely different “media 
ecology”, and expands the realm of the 
possibilities and availabilities for the tourist, or 
simply a client (if one decides to consume the 
application without traveling to the site in 
question). With that possibility in mind, addressing 
the client that is not a tourist, but a curious 
individual interested in, in this example, Notre 
Dame de Paris, the information in question not 
only migrates from the realm of academia and its 
physical space, but also from the realm of tourism 
in the general space of information. In this context, 
it is noteworthy to consider that this type of 
information is essentially transgressive and 
borderless. Whereas academic literature offers 
certain type of information, codified not only by its 
geographical situation (academic libraries and 
university halls and classrooms), but also by a 
specifically coded language, aimed at a certain 
audience, the information presented in the form of 
a mobile application does not only situate itself in 
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the realm of the tourism, but is generally available 
to everyone. The old division of domains is 
therefore changed and rendered to a certain 
extent obsolete – existence of such media, in a 
given media ecology, changes the entirety of the 
domain. One can see how different the situation is 
in the physical realm, where the transition of 
information is connected either to the person or to 
the physical medium that carries the information, 
to that of the information being disassociated from 
the immediate physical carrier, situated onto a 
cloud. The first example is covered by Ruth M. 
Van Dyke and Susan E. Alcock:  

 
Narratives, stories or other forms of information 

about the past, may be transmitted onwards either in 
oral traditions or as more fixed textual accounts. A 
number of the authors in this volume are working, to 
some degree, with the benefit of textual information. 
The written word, of course, has many alluring 
qualities: it seems secure and reliable. Yet it is 
important to bear in mind that texts, especially in the 
pre-modern societies discussed here, are the work of a 
certain class of people – normally elite, educated, 
wealthy, and politically invested – with resulting 
particular agendas and biases. [20] 

 
The second is covered by Andrew Hoskins, with 
his take on the mutability and quickness of 
transformation of the media ecology: 

 
Networked communications in themselves 

dynamically add, alter, and erase, a living archival 
memory. For example, the minute-by-minute use of 
hyper connected sites and services such as Facebook 
and Twitter allow users to continually display and to 
shape biographical information, post commentaries on 
their unfolding lives and to interact publicly or semi-
publicly with one another through messaging services 
including in real-time or near real-time. Other 
“dynamic” platforms include file sharing systems, such 
as Flickr and YouTube, which mesh the private and the 
public into an immediate and intensely visual and 
auditory present past. Through these services, 
mediatized memory has become something created 
when needed “on-the-fly” [21]. 

 
The quality of information, and knowledge in 

general, thus acquired in the academic context is 
therefore not quite the same as the one acquired 
via a tourist mobile phone application. This is 
information ontologically and sensually re-
arranged and enriched.   

 
However, reduced, this type of information can 

still have a strong didactic influence on the target 
audience:  

 

 
 

More than these other industries, however, tourism 
has a genuine potential to deliver on its promises: travel 
can change the spiritual as well as the physical 
existence of both visitor and host [22]. 

 
This situation points towards another 

connection between the realms of academia and 
tourism. Much like the growing market of tourist 
applications influences human guide workplace 
environment, so does the accessibility of freely 
offered online courses, influences the academia. 
A good example is the large initiative of Open Yale 
Courses [23]1, a site and a YouTube channel 
where one can listen to entire courses offered as 
a part of the graduate curriculum on Yale 
University. Same goes with Harvard [24]. These 
two elite Ivy League institutions (along with 
growing number of other universities that are 
doing the same) are known for their exclusivity and 
an exceptionally low acceptance rate number, as 
well as very steep tuition fees; yet, these courses 
are offered to the broad public, free and without 
charge. This situation creates a certain distinction 
between the notions of Yale (or Harvard) 
education and a Yale (or Harvard) diploma. The 
most valuable aspect of a Yale University 
attendance, in terms of the possibility of later 
employment at least, is the diploma itself, and not 
the education. In this manner, the gap is being 
created between the physical artifact of the 
diploma, that is still a very exclusive and 
expensive item, and the education itself, the 
substance behind the physical artifact of the 
diploma, the meaning that is supposed to be filling 
that symbol, which is offered for free.    

 
The situation is comparable to the relation 

between the live guide offering a tour and the 
mobile application audio tour. The digitalization of 
knowledge and of content does not only situate the 
content (be it of academic, historic or some other 
form or character), but is by definition becoming a 
part of the new, highly modular and ever mutating 
landscape of information, named by Andrew 
Hosking the media ecology, is that of an 
academically minded scholar that is at the same 
time a tour guide, engaged in live tours as well as 
in the creation of online and offline, digitally 
available content in the form of an app. The 
position in question offers a unique perspective of 
the ongoing transition in forms of information and 
knowledge sharing and consumption, with the 
clearly announcing trend of favoring the latter. The 
set of information shared becomes a part of the 
new world, one that is changing before our eyes, 
which makes it exciting on account of its fast-
paced mutation, but therefore difficult to analyze, 
as it, due to its fast pace, does not leave a lot of 
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time for contemplation.     

3. CONCLUSION 

The creation of this mobile phone application 
offered a unique perspective in what very likely is 
the near future of knowledge sharing and 
consumption, especially during and after the Covid 
19 pandemic, that not only influences tourism, but 
also academic work and procedures - a good 
number of universities favors the on-line classes 
rather than “live presence” classes, so as to 
minimize the possibility of contagion and 
spreading of the virus. The merger, or rather, the 
crossroad between tourism and academia 
continues to evolve, and with it, the form, the 
quality and the essence of the information shared. 
One can enthusiastically greet the fast-growing 
availability of knowledge; one can also fear or 
regret the possibility of loosening or 
disappearance of the academic strictness and 
rigor in digital tourism, or the realm of the digital in 
general. The creation of this mobile application 
was a step towards the forming trend, taken as a 
part of the decision to participate in the ongoing 
changes, and contribute to shaping them as much 
as it is possible, rather than to observe them from 
the side.   

THE LINKS TO THE APPLICATION  

https://apps.apple.com/us/app/notre-dame-fiat-
lux/id1492870439     iOS version 
 
https://play.google.com/store/apps/details?id=com.pari
sinperson&gl=FR     Android version 
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