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Abstract. The paper aims to present the results of a pilot study about the visitor 

experience at the first Robot Valley Genova 2024 event, organized by the 

RAISE (ROBOTICS AND AI FOR SOCIO-ECONOMIC EMPOWERMENT) 

project with the municipality of Genoa. Within this project, this is the first 

mixed method analysis of the visitor experience at an event between art, tech-

nology and science, with a multiplicity of parallel activities for different audi-

ences. Robot Valley Genova is strongly connected to the history of the neigh-

borhood, to the genius loci of Villa Bombrini, and to the future of the city of 

Genoa, with investments in the sectors of robotics and artificial intelligence. 

The paper aims to understand: the aspects of success, what visitors liked and 

why, what they learned, what engaged and inspired them, in detail which words 

were used, by which groups, what can be improved in the next editions of the 

event, in terms of: experience, content, communication, evaluation methods and 

tools. A survey with closed questions and one open question was designed and 

used in order to collect data. Those data were triangulated and analyzed com-

bining four qualitative and quantitative methods: grounded theory, corpus anal-

ysis, quantitative analysis of visitor satisfaction and data visualization. 

Keywords: visitor experience, learning outcome, satisfaction, engagement, data 

visualization, linguistics, robotics, artificial intelligence (AI). 

1 Introduction 

1.1 Introduction, Structure of the Paper and Theoretical Framework 

The paper aims to present the method and results of a pilot study, using an interdisci-

plinary and mixed method, about the visitor experience at the Robot Valley Genova 

2024, an event organized by the Project RAISE Innovation Ecosystem
1
. The project 

                                                         
1  RAISE: Robotics and AI for Socio-economic Empowerment is an innovation ecosystem 

Funded by the European Union - NextGenerationEU and by the Ministry of University and 

Research (MUR), National Recovery and Resilience Plan (NRRP), Mission 4, Component 
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“aims to develop and market technological solutions based on robotic systems and 

artificial intelligence, responding to the real production and social needs of the Ligu-

rian territory. The project aims to enhance and give value to research and develop-

ment of these technologies in various areas of interest, including healthcare, environ-

mental sustainability, smart ports and accessible and inclusive smart cities”. 

In light of the many events organized by the various ecosystems funded by MUR, 

understanding the experience of the citizens who participate is essential in terms of 

effective public engagement, communication, dissemination and, in general, the im-

pact of the project on the public. 

The paper is structured as follows: the interdisciplinary theoretical framework (1) 

is defined, including: museum studies, user research, linguistics, engagement and 

satisfaction, and info visualization. 

The key theoretical references for this paper are the analysis of informal learning in 

museums with General Learning Outcomes or GLOs (Hooper-Greenhill, 2004), cor-

pus-driven linguistic research (Sinclair, 1991; Tognini-Bonelli, 2001), the analysis of 

visitors' satisfaction and engagement through the Net Promoter Score (Reichheld 

2004) and other information, and info visualization for the restitution of data and 

results. In the following session (2) the case study is described, that is the Robot Val-

ley Genova 2024 event. Then the methodology is defined (3), which combines 

Grounded Theory Method or GTM (Glauser and Strauss, 1967, Strauss and Corbin, 

1985, Charmaz, 2006), with corpus analysis, quantitative analysis of user engagement 

and satisfaction (NPS), quantitative analysis of the user journey and finally info visu-

alization for the rendering of the results. The data collection with the questionnaire, 

with its closed and open questions, is then described in detail (4). The data analysis, 

for each method, and also with the comparison between the methods and the triangu-

lation of data and the results are then presented (5), followed by a critical discussion 

(6). The conclusions (7) summarize the paper, with a focus on the main results. 

The theories, models and concepts used come from the following main disciplines: 

user experience research, visitor studies, linguistics, psychology, in particular the 

study of engagement and satisfaction, and info visualization. Starting from the need to 

understand a “complex” phenomenon (Morin, 2000) such as the experience of visiting 

an event, we chose to use an interdisciplinary approach, which according to Morin is 

the key to understanding and describing the complexity, of which the human being is 

part, as an observer included in the system that observes. The ability to collaborate in 

an interdisciplinary way is also for Morin one of the necessary knowledge for the 

future (Morin, 2000, 2004). The common effort is to create a dialogue between the 

disciplines, to also open up new possibilities for interpreting the data. In this part, we 

therefore compare the concepts and theories relevant to this study, to answer the re-

                                                                                                                                       
2, Investment 1.5, project “RAISE - Robotics and AI for Socio-economic Empowerment” 

(ECS00000035).  

     Robot Valley Genova is a project of the Ligurian ecosystem for innovation RAISE and the 

Municipality of Genoa, in collaboration with the Regione Liguria, conceived by Maurizio 

Gregorini, Fulvio Mastrogiovanni and Andrea Pagnin, with the scientific direction of Fulvio 

Mastrogiovanni. 
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search question: how can we describe the experience of visitors to a complex event, 

between art, technology and science? 

1.2 Users Experience Research and Museum Studies 

S Robot Valley Genova 2024 is a multifarious event that embraces art, science and 

technology, organized inside an historic house, where visitors had the chance to take 

part in a range of different activities (talks, exhibitions, workshops, installations, de-

mos). We tried to understand first of all how many and which visitors explored one or 

more parts of the event and how they moved between them. This approach is based on 

User Experience Research (in the following UX Research): “the systematic study of 

target users and their requirements” (Interaction Design Foundation, 2024). UX re-

search is essential in order to discover “what customers really want”, in a user-driven 

perspective on design thinking (Gage,  Murrell, 2022). Nielsen's studies on usability  

(1994a, 1994b), Norman's research on user centered design, simplicity and complexi-

ty (1988, 2011) shows the relationships between user, product and context and the 

importance to consider the user in the center of the design process. UX research is 

part of the design research and it shares some theoretical approaches and methods also 

with psychology and marketing, when the object of the study is user/visitor/customer 

satisfaction, engagement. User experience researchers can use specific quantitative 

and qualitative methods and tools to understand and describe the users/visitors experi-

ence: they can conduct usability tests, focus groups, surveys, ethnographic observa-

tion and summarize the results in a stakeholders’ map, ecosystem maps, user stories, 

user scenarios, user journey and personas. Some of these methods and tools have been 

adapted for an Italian setting, in the Manual of Design for Public Administration by 

Designers Italia (2024). Between those different tools, the “persona encapsulates a 

distinct set of behaviour patterns”(Cooper et al, 2007) and is a “typical user” (Kaplan, 

2022). In this study, we decided to use personas, as an effective way to summarize 

patterns from data. Therefore, taking into account the specific context - Villa 

Bombrini, which is also a historic house and a “place of culture” - the studies on 

learning in museums were used to analyze what visitors learned informally in that 

specific historic building, participating in demos, talks, exhibitions, installations and 

workshops. The prestigious houses of illustrious people are a specific category of 

“museum” for International Council Of Museums (in the following ICOM), with their 

own specific ICOM committee and their own characteristics. They are often used to 

stage cultural events, drawing attention to their history and the people who lived in 

them, sometimes to discover the beauty of the buildings, “augmenting” them with 

new technologies (Schettino, 2018). Moreover, the history of a building is not neutral 

and is one of the levels that contributes to the visitor interpretation and making mean-

ing process (Schettino, 2013). Museums are public and social places of learning 

(Crowley et al. 2014). One of the key missions of a museum is to offer visitors a 

learning experience, and learning is one of the main reasons why people go to muse-

ums (Falk and Dierking 2000; Hooper-Greenhill 1999, 2007). Education, enjoyment, 

reflection and knowledge sharing are included in the official definition of a museum 

by ICOM (2022):  
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“A museum is a not-for-profit, permanent institution in the service of society that 

researches, collects, conserves, interprets and exhibits tangible and intangible herit-

age. Open to the public, accessible and inclusive, museums foster diversity and sus-

tainability. They operate and communicate ethically, professionally and with the par-

ticipation of communities, offering varied experiences for education, enjoyment, re-

flection and knowledge sharing”. 

Museum educational departments and academics in the field of museum studies have 

identified learning outcomes: these are used to understand what people learn infor-

mally during museum visits, exhibitions and events in cultural spaces. Hooper-

Greenhill and her team identified a list of Generic Learning Outcomes (2002, 2004), 

divided into five main groups: knowledge and understanding, attitudes and values, 

skills, activities, behaviors and progression, enjoyment, inspiration and creativity. 

“The Generic Learning Outcomes model (GLOs) was developed as a tool for muse-

ums, libraries and archives to demonstrate the outcomes and impact of users’ learning 

experiences.  The framework has revolutionized the way in which visitors’ experienc-

es are understood by providing practitioners, government and funders with a mean-

ingful way to describe and evidence the impact of museum experiences on visitors 

and to report on these collectively”. 

As part of the 2022 Genoa Science Festival, in another historic residence in the city, 

Palazzo Principe, the GLOs made it possible to retrieve from the data what visitors 

learned about an ancient manuscript, digitized in 4D and made explorable through an 

interactive holographic showcase (Schettino, Pietroni, D’Annibale, 2023). Also in this 

study, visitors were classified into “personas”, bringing out their different “user 

needs”. Given the effectiveness of this approach, we therefore proposed to retrieve 

from the data informal learning and user typologies, applying the consolidated meth-

odologies in the field of museum studies and user experience research, GLOs and 

personas, and then combine them with the other methods.4. 

1.3 Linguistical Analysis  

The linguistic analysis is based on corpus-driven research methodology (Sinclair, 

1991; Tognini-Bonelli, 2001). In this case, as the corpus created is rather small, in 

fact it counts only 1606 forms, it was necessary to extend the analysis to low and very 

low frequency occurrences. Moreover, since the files are composed of a very small 

number of words, sometimes the answers/phrases count only two words: non so “I 

don't know”, the analysis was also carried out on hapaxes, i.e. those terms that occur 

only once in the whole corpus. We treated the texts of our corpus in the same way as 

the posts of X are studied in the literature (Clark, 2022), which usually consist of 140 

characters. This implies the need to carry out a qualitative analysis also on the ha-

paxes, which, together with the other forms, provide the data base to venture a new 

experiment in textual analysis, with a cross- and co-occurrence methodology through 

the categories of GLOs analysis. In addition, of course, to the traditional observations 

on the use of words in contexts and relationships and the analysis of their meanings. 
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1.4 Sample Group Description and Analysis of Engagement and Satisfaction 

through Quantitative Methods 

Sample Group Description. 

Describing the sample group responding to an interview in quantitative terms, includ-

ing demographic information such as gender and age, is important to ensure the valid-

ity, relevance, and applicability of the research findings. Indeed, knowing the demo-

graphic breakdown helps to verify if the sample is representative of the population 

being studied, in order to understand whether the findings can be generalized or not; 

quantitative demographic data enables the analysis of differences in responses across 

subgroups, uncovering trends or patterns, such as varying perceptions or behaviors 

among different age groups or between genders. Furthermore, providing a clear de-

scription of the sample enhances the transparency of the research, allowing other re-

searchers to replicate the study under similar conditions or understand the context in 

which the findings were obtained. In applied contexts, understanding the demographic 

profile of respondents helps tailor interventions to specific groups effectively. 

 

Analysis of Engagement and Satisfaction. 

Satisfaction analysis measures how well the event or visit met attendees' expectations 

regarding experience, while engagement analysis goes deeper, identifying emotional 

and intellectual resonance: for museums and conferences, this includes whether the 

content inspired curiosity or fostered learning. Satisfaction surveys measure the per-

ceived effectiveness of educational efforts, while engagement analysis can uncover 

motivations for attending, which is useful for targeted marketing and personalized 

experiences, it also can assess whether the content inspired further exploration or 

action: these insights are valuable for designing future programs aligned with audi-

ence needs. Satisfied and engaged visitors are more likely to develop lasting relation-

ships with the institution, often becoming advocates and attracting new audiences: 

analyzing engagement reveals the emotional connections that drive advocacy. 

1.5 Data Visualization and Communication of Collected Data 

Data visualization is an increasingly widespread practice, effective when capturing 

and maintaining audience attention, even when not limited to the younger generation 

(Hassan, 2021; Baxter et al., 2021). 

A well-established definition of infographics identifies them as the visual represen-

tation of data or knowledge, enabling the intuitive, quick, and clear communication of 

complex information through diagrams, charts, tables, maps, and lists (Newsom & 

Haynes, 2007). Therefore, the application of data visualization can be highly benefi-

cial in presenting case study findings, especially when targeting audiences similar to 

those surveyed (the general public). For instance, it can be employed effectively dur-

ing events aligned with the thematic content of the study. 

Audience engagement is significantly enhanced when content narratives are rein-

forced by appropriate graphical representations of data and communication methods 

leveraging visual elements. Visualization permits rapid and memorable information 
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acquisition, minimizing the cognitive load required for comprehension (Lonsdale et 

al., 2019).This approach can be described as a form of "image-based translation" of 

complex concepts aimed at accelerating learning, reinforcing key ideas, and fostering 

discussion. 

2 The Case Study: Robot Valley Genova 2024 

Following Yin's approach (2003), we identified the Robot Valley Genova event as a 

case study, which due to its peculiarity is a single case, analyzed with a mixed method 

and multidisciplinary approach. 

2.1 Robot Valley Genova 2024 

Robot Valley Genova 2024 is an event created by RAISE, in collaboration with the 

Municipality of Genoa and Regione Liguria, with the coordination of Università degli 

studi di Genova (in the following Unige), Italian National Research Council (in the 

following CNR) and Italian Institute of Technology (in the following IIT). For two 

days, in April 2024, the historic Villa Bombrini in Cornigliano, a west neighborhood 

of Genoa, was the theatre for meetings and talks on Artificial Intelligence and Robot-

ics; the site of workshops and robotics demos and the prestigious venue for the Ro-

manticROBOT exhibition by the artist Massimo Sirelli.  

One of the objectives of this event was to inaugurate, in an accessible and lively 

way, new practices of active citizen participation in issues related to Robotics and 

Artificial Intelligence, usually considered the exclusive prerogative of scientists. 

Visitors and participants of the conference were offered the narration of research 

results on new technologies through demos prepared by the robotics and AI laborato-

ries operating in Genoa and Liguria. In this way, the researchers were able to show, 

and to let people directly experience, the objects produced by the new technological 

frontiers: intelligent machines that work with and for humans; highly sophisticated 

and respectful mechanical apparatuses programmed to improve the quality of life, the 

environment and work today and in the near future, in a strongly human-centred vi-

sion. In the rooms of Villa Bombrini, the public, diverse in terms of interests, educa-

tion and age, was able to see and to experience first-hand the applications already 

possible in the use of robots, and to participate in several interactive workshops of-

fered during the event. 

During the Robot Valley conference, participants were spontaneously involved in 

observing the unusual convergence of two traditionally opposite disciplinary and 

cultural approaches:  the hard science and the art. 

2.2 Involvement of the Local Community 

ICOM (2022) has included the concept of community in the official definition of a 

museum: “(…) They operate and communicate ethically, professionally and with the 

participation of communities(…). The museum is a “contact zone” (Clifford, 1999) 
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for people with different ages, gender, cultural background, abilities, personal motiva-

tion and skills. A museum, but also a place like a historic home, and an event orga-

nized in it, is part of a program of events also aimed at the local community, which 

frequents that place. 

Ezio Manzini and Michela D’Alena (2024) reflected on the importance of directly 

involving the people of the neighborhood in events, dialoguing with the local com-

munity to understand their needs. In the Cornigliano neighborhood, several cultural 

institutions are active, including the Proloco of Cornigliano and the Associazione dei 

Lucani in Genoa. The Proloco of Cornigliano has its own website, Facebook page and 

organizes various events. We therefore went to the Pro Loco, to involve them, bring-

ing them the postcards, with the QR Code to the event website. The Pro Loco com-

municated the event on their social channels and directly distributed the postcards in 

the neighborhood. A substantial group of people from the Pro Loco and other citizens 

of the neighborhood attended the vernissage of the Sirelli exhibition and visited the 

exhibition. 

3 Methodology 

Our methodology is based on a mixed method approach (Bergman, 2008) and on 

triangulation (Denzin, 1970). 

We compared quantitative and qualitative data and we analyzed them with three 

main methods: grounded theory, corpus analysis and quantitative evaluation of en-

gagement and satisfaction. We also applied info visualization in order to summarize 

and share and compare our results. 

3.1 Grounded Theory Method 

The Grounded Theory Method is a systematic, inductive and comparative approach to 

conducting inquiry for the purpose of constructing a theory (Charmaz 2006). The 

method was developed by Glaser and Strauss and was presented in their first work 

“Awareness of Dying” (1967). The Grounded Theory Method (in the following 

GTM) is currently the most widely used and popular qualitative method in a wide 

range of disciplines. In GTM “everything is data” (Glaser, 1978). It is vital to collect 

rich data and begin the research from these. The process is not linear: Grounded theo-

rists can stop and write whenever ideas occur to them. The main steps of the process 

are: data collection, initial coding, initial memo writing focused coding, advanced 

memo writing theoretical sampling, sorting the memos integrating, the memos dia-

gramming concepts, writing the first draft. Coding means “categorizing segments of 

data with a short name that simultaneously summarizes and accounts for each piece of 

data”. (Charmaz, 2006). Codes show how the researcher selects, separates and sorts 

data before beginning to analytically study them. In this study, we used GTM to ana-

lyze the qualitative data collected with an open question. More detail are showed in 

the followuing. 
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3.2 Corpus Analysis 

During the days of the Robot Valley Genova 2024 conference, 147 questionnaires 

were collected from the participants at the different events. Most participants left a 

short comment, which was transcribed and then analyzed using a qualitative and 

quantitative text analysis application (AntConc). 

As some questionnaires were left without a comment, they have been excluded 

from the textual analysis. The collected database consisted of 133 questionnaires, 

corresponding to 133 files, for a total amount of 1606 different forms, corresponding 

to 586 different words (including grammatical forms)
2
. 

The first subdivision of the 133 files resulted in three groups according to the age 

of the respondents: 

─  a group of young people aged under 15  

─  a group of young people aged between 16 and 35  

─  a group of adults aged 36 and over.  

The open-ended responses answered to the question 'che cosa ti porti a casa da 

questa esperienza, in particolare su robotica e Intelligenza Artificiale? “What do you 

take away from this experience, especially about robotics and Artificial Intelligence?” 

When counting the frequencies, it is remarkable to remember that many people re-

wrote part of the text of the question in their answer: mi porto a casa 'I take home...'. 

For this reason, the frequencies of “casa” “home” and “porto” “take” were not taken 

into account for the purposes of the linguistic analysis, which was primarily aimed at 

tracing the visitors' general perception of the event through the written testimonies in 

the questionnaire. 

In the textual analysis of the forms, grammatical words (conjunctions, prepositions, 

articles, etc.) were excluded in order to obtain semantically consistent vocabulary 

lists. 

In the following pages are displayed  the different steps taken for the qualitative 

textual analysis based on open-ended responses. We proceeded by testing the corpus 

through different enquiries, starting from the comparison among the three macro-

groups identified by the age of respondents. 

The answers were then compared by gender within each macro-group. As no dif-

ferences were found in the contents, it was realized that the differentiation by gender 

was useless for what concerns the linguistic results. Therefore, the linguistic data 

were considered as a whole, without gender distinction. 

Hapaxes (words attested with a single occurrence) were included in the linguistic 

analysis, though normally they are not, as our corpus is quite small. 

                                                         
2  A rather small corpus with a rather small lexical variety. This fact should not come as a sur-

prise, as it is a written-spoken word... the respondents did not have the material time to re-

flect and respond by searching for the most appropriate expressions, rather people made an 

admirable effort to synthesize, providing few but precise descriptions and suggestions (Bib-

er, Larsson, Hancock, 2024). 
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3.3 Analysis of Engagement ad Satisfaction through Quantitative Methods 

In order to assess users' engagement and satisfaction, two simple tools were used in 

this study: (i) the Net Promoter Score (in the following NPS) and (ii) the item “Vor-

resti sapere di più su questi argomenti in future?” (“Would you like to know more 

about this topic in the future?”). 

 

Net Promoter Score (NPS) 

NPS is a metric, introduced by Fred Reichheld (2004) and used to measure customer 

engagement and satisfaction by assessing how likely customers are to recommend a 

product, service, or company to others. It is derived from a single question: "How 

likely are you to recommend our product/service to a friend or colleague?". Respond-

ents answer on a scale from 0 to 10, and their responses are categorized into three 

groups: (i) Promoters (9–10): loyal customers likely to recommend and contribute to 

growth; (ii) Passives (7–8): satisfied but unenthusiastic customers; (iii) Detractors (0–

6): unhappy customers who might damage the brand through negative word-of-

mouth. 

The NPS is calculated as: 

 NPS=%Promoters-%Detractors 

 

Due to its ease of use by means of a straightforward question and calculation, NPS is 

a popular tool: having a customer-centric focus, NPS helps in improving customer 

satisfaction by identifying detractors and understanding what drives promoter behav-

ior. Furthermore, by adding open-ended follow-up questions, it’s possible to gain 

qualitative insights into customer feedback. 

 

“Would You Know More About This Topic in the Future?” 

Adding the question "Are you interested in learning more about these topics in the 

future?" in a questionnaire, serve as an indicator of engagement: it assesses partici-

pants' interest and willingness to engage further with the subject matter, reflecting 

their level of involvement and curiosity. Including this question about future interest 

in specific topics can be a valuable component in evaluating and enhancing partici-

pant engagement. 

3.4 Data Visualization 

The data visualization phase compiled the numerical and textual findings from the 

pilot study to prepare a presentation suitable for conveying the study's results to di-

verse audiences, such as the potential target group for the Robot Valley Genova 2024 

event. The following components were employed: 

 Text - Text boxes, titles, subtitles, and notes were employed to clarify complex 

concepts (e.g. the event mission) or resolve ambiguities relating to photographic 

elements (e.g. contextualizing the event at Villa Bombrini) and graphics (e.g. 
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icons). Additionally, textual content was essential for constructing the word-cloud 

graph. 

 Images - Photographs, videos, icons, and charts were selected to visually convey 

key concepts from the pilot study in a concise, intuitive and easily memorable 

manner. 

 Colors - Depending on the data being presented, a representation using monochro-

matic and polychromatic schemes ensured optimal readability. 

 Content Layout - A coherent series of slides was chosen, each representing a part 

of the concepts to be conveyed to the target audience. 

4 Questionnaire: Structure, Distribution and Collection 

4.1 Questionnaire Structure 

The questionnaire was structured into a brief demographic section regarding gender 

and age, a question about the information channel through which the participant 

learned about the event, and a question about the type of activity the participant had 

engaged in. This was followed by a qualitative section consisting of an open-ended 

question (“What do you take away from this experience, particularly regarding robot-

ics and Artificial Intelligence?”) and a quantitative section comprising two questions 

with answers on a scale from 0 to 10, related to users engagement and satisfaction 

(“Would you recommend this experience to a friend?” and “In the future, would you 

like to learn more about robotics and artificial intelligence?”). 

4.2 Distribution and Collection of the Questionnaires 

The questionnaires were distributed during the two days of the conference in Villa 

Bombrini. Since filling them out takes a few minutes and, above all, a moment of 

reflection on what was heard and seen at the event in general, we wondered what was 

the most appropriate time to give them to the visitors. 

Considering the situation and, above all, the large number of participants at the 

conference, the questionnaire was proposed before each talk or during the breaks 

between one talk and the next. Each operator had the task of identifying a potential 

respondent and, after asking for consent to fill in the questionnaire anonymously, he 

or she would step back to allow the person to reason and answer freely. For their com-

fort, we also managed to let respondents leave their questionnaires at the front desk. 

Almost all respondents gladly accepted to answer the questions, and quite no one 

was reluctant to fill in all the fields of the questionnaire. 

Only a few neglected to fill in the open-ended section, an operation that required a 

little more time, and certainly some synthetic reflection on what they had just seen or 

done.  

The situation was slightly different when the questionnaires were given to the par-

ents of the children attending the workshops. All of them responded willingly and 

enthusiastically. It has been easy to gather their opinions because they had plenty of  
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'time' to think and write. A key role in the distribution and collection of the question-

naires was played by the workshop conductors who, with their great ability to engage, 

have succeeded in getting even very young people to fill in all the fields of the ques-

tionnaire. Surprisingly, kids were proud to stay a bit and reflect, and have summarized 

their thoughts very accurately, despite their ‘hurry’ to move on to another workshop, 

or the urgency of experiencing the dog-robot in action. 

The completed questionnaires, all strictly anonymous, were subsequently collected 

and stored in folders. As previously reported, the total number of questionnaires col-

lected over the two days was 147. 

5 Data Analysis and Results  

5.1 Quantitative Analysis 

Demographics. 

The questionnaires were completed by 147 participants, of whom 79 (53.7%) identi-

fied as female, 64 (43.5%) as male, and 4 (2.7%) preferred not to disclose their gen-

der. Among the respondents, 47 were under the age of 14: 3 (2%) were under 6 years 

old, and 44 (29.9%) were between 6 and 14 years old. Additionally, 42 participants 

(28.6%) were aged between 20 and 35 years, and 52 (35.4%) were over 35 years old. 

 

Activities Attended by Respondents. 

Nearly half (48.3%) of the participants who completed the questionnaire had attended 

two or more activities organized by Robot Valley Genova 2024, such as the confer-

ence, exhibition, educational workshops, demonstrations, and the artistic installation 

by Sirelli in Piazza de Ferrari. Specifically, 37% of respondents participated in educa-

tional workshops, 27.8% in the exhibition, 14.1% in the conference, 14.9% in demon-

strations, and 5.8% had already visited the installation in Piazza de Ferrari. 

 

Source of Awareness 

Children under 14 years old participated in the event either with their families (3 par-

ticipants) or as part of school-organized field trips (44 participants). Adults (aged 20 

and older) reported discovering the event through institutional media (18.8%, includ-

ing the websites of Raise or Robot Valley Genova 2024, Raise’s social media, post-

ers, postcards, or Sirelli’s artistic installation in Piazza de Ferrari), other media 

(15.3%), word of mouth (27%), or other methods (28.8%). 

The "Other" category predominantly includes email or personal communications from 

some of the event's organizing entities (e.g., CNR, Unige, IIT, Festival della Scienza, 

Academy of Fine Arts) and local online newspapers. 

 

Engagement and Satisfaction 

The question “Would you recommend this experience to a friend?” was evaluated on 

a scale from 0 to 10, with 3 responses in the 0–6 range, 39 responses in the 7–8 range, 

and 105 responses in the 9–10 range. 
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To calculate the Net Promoter Score (NPS), the percentages of responses in each of 

the three ranges were considered: the 0–6 range represents “detractors”, the 7–8 range 

represents “passives,” and the 9–10 range represents “promoters,” indicating high 

engagement. 

The NPS was calculated by subtracting the percentage of detractors (2%) from that of 

promoters (71%): 

 NPS = 71% - 2% = 69% 

The question “In the future, would you like to learn more about robotics and artificial 

intelligence?” aimed to assess participants' engagement in terms of their willingness 

to explore these topics further as a result of the event. This question received 4 re-

sponses in the 0–6 range, 27 in the 7–8 range, and 114 in the 9–10 range. The graph 

illustrates the percentages of responses in the ranges mentioned above (Fig.1). 

As shown in the graph, 78% of respondents rated their interest very highly, demon-

strating a strong level of curiosity for the topics discussed. 

 

 

Fig. 1. percentage distribution of answers to the item: “In the future, would you like to learn 

more about robotics and artificial intelligence? 

 

5.2 GLOs in Coding Process 

GLOs are categories that allow "coding" a text to identify five categories of learning 

"outcomes":  
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 knowledge and understanding 

 inspiration/creativity/enjoyment 

 attitude, values 

 skills 

 behaviors.  

This work involves an interpretative activity on the part of the researcher, who assigns 

a category to a portion of text. As also highlighted by Strauss and Corbin (1988), and 

then later Charmaz (2006), it is a work of comparison between text and categories, 

between texts among themselves, between categories among themselves, which is 

necessarily a constructivist type of work, that is, one which builds the meaning start-

ing from the data and implies a certain degree of ambiguity, for example where the 

same sentence can be categorized under two categories. 

 

Knowledge and Understanding 

We identified, in the text provided by visitors in response to the open question, those 

sentences where visitors described a new knowledge or understanding, dividing into 

subcategories: 

 Subject-specific: knowledge and understanding of AI, robotics, art; 

 Between and across subjects: knowledge and understanding of new connections 

between different fields (ecology and robotics, art and robotics, AI and medicine, 

etc.); 

 Specific artefacts: understanding “how” a robot works, details of the operation (e.g. 

remote controls), understand that there are different types of robots (humanoid, 

dog, polar, prosthetic), knowledge of robots and their dynamics; 

 Site-specific: a historic home, such as Villa Bombrini, the beauty of the historic 

residence; 

 Self, personal matters, others: knowing the point of view of insiders, general ex-

pansion of one's knowledge, a new perspective on work, roles in the world of ro-

botics and AI, a vision of the future, general knowledge of technological progress 

and ai and having a strategy to orient oneself, in general, learning “new things”; 

understands the impact of ai and robotics on people and the territory, know re-

searchers, research laboratories, projects directly. 

 

The visitors, therefore, as a whole, without distinctions of age, stated that they had 

acquired new knowledge and reached a new understanding, also citing specific con-

tents, such as Arctic polar robots, humanoid ones, or citing specific fields of applica-

tion, such as environmental monitoring, seabed exploration. Indeed, the appropriate 

use of new and field-specific technical terms, in GLOs and in visitor studies, is used 

as an element to identify new knowledge and understanding. 

 

Enjoyment, Inspiration, Creativity. 

The subcategories of this learning outcome that emerged from the data are: 
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 Personal enrichment: one person used the word “tenderness” with respect to the 

robots in the city center of Genoa. One person summarized this experience as 

“splendid,” also using the word dream, and another wrote about possible new crea-

tive interactions between design, art, and robotics. Aesthetic pleasure was also ex-

pressed, both as an appreciation of Sirelli’s works and the Villa. Other people in-

stead expressed the pleasure of learning, having new experiences, exploring new 

content, alone or with their children. Finally, the kindness and competence of the 

animators and researchers at the demos also emerged, as another element of an 

overall pleasant experience. 

 Fun: visitors found experiences such as the demos and workshops fun. Some visi-

tors expressed “empathy,” as witnesses of the enthusiasm, curiosity, and enjoyment 

of others, especially children; others expressed their own personal enjoyment, curi-

osity, and joy (e.g., of meeting an artist like Sirelli directly). Fun, therefore, is re-

ported not only as a direct experience of the subject, but as observed and shared 

with others. A parent expressed his “amazement” at seeing his daughter playing 

with robots. The word amazement and happiness were used by several people, re-

garding what they take home from the experience. See the linguistic analysis in 

more detail. 

 Making new connections, lateral thinking, generation of new ideas or actions: 

some people felt “inspired”, either by the works of art, or by the words of the 

speakers (such as a metaphor on tubes of paint), by other experts, or by participa-

tion in demos and workshops or by more than one of these experiences combined 

together. The word inspiration also emerged from the linguistic analysis. Some 

people were therefore able to make new connections, between different disciplines, 

such as ecology and robotics, art and robotics. Two people even expressed the de-

sire to take home “a piece” of the workshop or demo, such as a robot or a prosthe-

sis. This desire can be considered as an expression of appreciation for the experi-

ence, like someone who takes home a souvenir from the museum bookshop. 

 Experimentation: the demos and workshops in particular allowed people to try and 

experiment directly, in a playful way, but also some students of the academy, who 

were able to help the artist Sirelli, had the opportunity to experiment, to try directly 

to create a work with recycled materials. 

 

Values, Attitudes, Feelings. 

This category includes changes in values, attitude, evaluation of something. In gen-

eral, we can say that a positive evaluation has emerged regarding AI and robotics, 

through sentences that express: 

 a new perspective 

 the discovery of a new aspect and value that had not been considered before.  

For example, people have discovered how robotics can be helpful in the hospital set-

ting, therefore useful for people with disabilities or the elderly. Often the evaluation 

was also accompanied by the expression of a positive feeling regarding technology, 
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the future, the experience lived. Robotics is seen as necessary for development, also 

for sustainability, a new field, full of possible interesting ideas. 

One person wrote precisely about the new awareness of robotics and AI, which are 

therefore seen as opportunities, another speaks of enormous applicative and interdis-

ciplinary potential, another of the fundamental dialogue between art and science, an-

other highlighted how robotics could be helpful to society. 

More generally, other visitors take home a greater awareness of the importance of 

research and synergy in research between different public and private entities. 

Through research on robotics and AI, other researchers also expressed their thoughts 

on the relationship between ecology, environmental monitoring, knowledge of the 

seabed, AI and robotics. 

Only one person mentioned the ethical and AI aspect, while expressing a positive 

evaluation of the event and without going into detail.  

Comparing this result with the linguistic part, we can therefore say that these people 

take home a change in evaluation and attitude towards technology, a positive attitude 

towards the future, discovering new applications of robotics and AI that they had 

never had the opportunity to know and experiment directly before. 

 

Skills.  

In summary, the data show 4 main types of new know-how, which visitors wrote in 

the questionnaire referring to themselves or others (relatives, friends, entertainers, 

other visitors, etc.): 

 Practical (craft-based, manipulative, bodily-kinesthetic): playing with robots, inter-

acting with robots, controlling robots, giving orders to robots; 

 Key (communication): ability in stimulating children's curiosity; 

 Critical and ethical thinking, social skills: kindness and knowledge of staff; 

 Other cognitive skills, problem-solving skills, strategies for orienting oneself, en-

tering a new world. 

 

New skills can more easily emerge when using ethnographic observation, observing 

what visitors do, noting behaviors in observation sheets and then coding these obser-

vations (as was done in the 2023 study, Schettino, Pietroni, D'Annibale). In this study, 

it was not possible to carry out a systematic ethnographic observation and the analysis 

is based on data collected with the survey (open-ended question). 

 

Behaviors.  

As for skills, this category emerges more from observations. In our case, however, 

from the open answer, this subcategory emerged: 

 Doing more of something: referring to the motivation and engagement to learn new 

content, in particular on new technologies and the connections between these and 

other fields, such as art, medicine, ecology, etc. This also emerges from the com-

parison with NPS, as will be described in the following paragraphs. 
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Comparison Between Categories.  

Analyzing 147 answers, we coded GLOs in 128 sentences. Visitors expressed a new 

knowledge and/or understanding and enjoyment, inspiration and creativity in 66% of 

those sentences. In 16% of the sentences, we coded a new value or attitude, 6% is a 

new skill and behavior. The 9% did not reply to the open question. 

Only 7 visitors affirmed “Nothing” (5%). (See Fig.1) 

 

 

Fig. 2. caption 

 

Theoretical Comparison in GTM: New Categories or Subcategories?  

Some, few visitors, said they learned “nothing”. The answer is interesting, since it is 

not possible to “not” learn anything: at the very least, you learn a new path inside an 

exhibition and a building. 
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Is the answer “nothing” therefore to be read in terms of “challenge”, “criticism”, neg-

ative self-evaluation? We do not have an answer, but other scholars
3
 in the field of 

museum studies have already highlighted how some visitors are “dragged” by others, 

for example by a teacher, by a partner, and have not directly chosen to see a certain 

cultural event. These people could therefore maintain a passive attitude. 

They have however chosen to write something, not to leave the text field empty. In 

future research, it would be interesting to ask these people why they believe they take 

“nothing” home from the experience, if therefore there is a negative self-evaluation, a 

criticism of the event, a sort of challenge or something else. 

Another aspect that does not entirely fit into the GLOs are the people who wrote iron-

ic phrases, such as “I’ll take home…a robot…maybe” or “I’ll take my daughter 

home”. The first can be considered a form of enjoyment, since it is a very concise 

way of saying that I liked robots so much that I would take one home. This interpreta-

tion is supported by the fact that even in the case of the holographic showcase (Schet-

tino, Pietroni, D’Annibale, 2023) a diagnostic expert in the hospital, very involved 

and enthusiastic, declared that she would have liked to take the showcase home, be-

cause she liked it very much as a tool for analyzing, comparing and visualizing scien-

tific data. 

 

Personas. 

From the coding, comparing all the GLOs with each other, new categories emerged, 

grounded on data: typologies of visitors or “personas”, which are therefore a specific 

and original result of this analysis work: 

 The ironic (I take my daughter home) 

 Techno-enthusiast (I take the robot home) 

 The empathetic (I take home the happiness, the enthusiasm of others, not just 

mine) 

 The aesthete (I take home the beauty of Villa Bombrini) 

 The academic/student or researcher focused on his/her field of interest (interest in 

what I have learned about my field) 

 The academic/student or researcher interested in interdisciplinary connections 

(what I have learned not only in my field, but in something else) 

 Nihilist (I don’t take anything home). 

5.3 Cloud of Words and Linguistic: GLOs in the Linguistic Field 

As said previously, during the days of the Robot Valley event, about 147 question-

naires were collected from the participants of the different events. Most participants 

left a short comment, which was transcribed and examined from a qualitative and 

quantitative textual analysis point of view.  

Some questionnaires did not have a comment and were therefore not included in the 

analysis. 

                                                         
3 Peter Samis, lecture about “personas” Master TECH, Lugano, Switzerland, 2006 
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In total, 133 questionnaires could be analyzed, corresponding to 133 files. These files 

contained a total of 1606 different forms (tokens), corresponding to 586 different 

words (types). A textual micro-corpus of open-ended responses was thus constructed. 

 

The 133 files were divided into three groups according to the age of the respondents  

─ a group of young people under 15  

─ a group of young people between 16 and 35 years of age  

─ a group of adults aged 36 and over. 

  

The open-ended answers were to the question "What do you take home from this 

experience, and especially about robotics and artificial intelligence?” 

Before analysing the corpus, grammatical words (articles, conjunctions, prepositions, 

etc.) were removed to obtain semantically consistent lists.  

As the files contained a very small number of words, hapaxes (terms that occur only 

once in the entire corpus) were also analysed, a procedure that has recently become 

established in textual analysis of X-posts (Clark, 2022). 

  

Group I included girls and boys up to the age of 15.  

This group produced 44 questionnaires, which contained a total of 336 tokens corre-

sponding to 168 different word types. (See Fig.3). 

 

 

Fig. 3. Group I girls and boys up to the age of 15 

In In this list, the terms that occurred most frequently were nuovo "new" and cose 

"things", with 11 and 10 occurrences respectively, combined with each other in two 

sintactical versions: either as cose nuove "new things" or as "new things" nuove cose. 

These hints suggest that children appear to be captivated by the workshop proposals 

and the robots they observe in operation, potentially for the first time.  
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Their reaction is characterised by a sense of stupore and  meraviglia “awe” and “won-

der”, which leaves them free to imagine a future  felice  “happy” and full of cose 

nuove and divertenti “new” and “enjoyable experiences”. 

The third most prevalent word is felicità “happiness”, followed by istruzione “educa-

tion”, and there are instances where the words robotica stupore conoscenza “robot-

ics”, “wonder” and “knowledge” appear immediately followed by bellezza “beauty”, 

robot “robot”, matematica “mathematics”, esperienza “experience”, arte “art”, lavoro 

“work”, mondo “world”, futuro “future”. The verbs more frequently attested in the 

corpus are aiutare “to help”, parlare “to talk”, pensare “to think” and sapere “to 

know”, but, unfortunately, the latter “to know”, is more likely attested in the form non 

so “I don't know”.   

The most frequently used adjectives in this part of the corpus are bello divertente and 

grande "nice", "funny" and "great".  An emotional involvement seems to prevail in 

these answers, as do the observation of the new as astonishment and wonder. Children 

seem to perceive above all the bellezza and curiosità “beauty” and “curiosity” of what 

they have seen and experienced. Through an effort of abstraction, children are able to 

imagine their futuro "future" and  mondo "world", thou this effort is firmly linked to 

human abilities and skills (e.g. pensare and parlare "to think" and "to speak"). 

  

Group II: boys and girls aged between 16 and 35  

The second group, consisting of young people aged between 16 and 35, produced 37 

questionnaires containing 606 tokens with a total of 308 different words.  With fewer 

answers, there are almost twice as much lexical variety as in the previous group. Not 

only are the answers more substantial, but the words used by this group of interview-

ees are also much more varied. (See Fig.4). 

 

 

Fig. 4. Group II: boys and girls between 16 and 35 
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In this group, the young adults proved to be up to date on the topic. They are aware 

and competent about artificial intelligence and robotics. In their answers, they have 

shown all their conoscenza “knowledge” on the subject and have very competently 

contextualised the rational spin-offs that new technologies can offer to civil society.  

The words with the highest absolute frequency for this group of respondents are: 

robotica “robotics”, robot “robot”, intelligenza “intelligence”, campo “field”, where 

campo is a calque from the English field, a synonym for ambito “scope”. The term 

intelligenza “intelligence”, in fifth place in absolute frequency, is always followed in 

the context by artificiale “artificial”. 

Among the verbs, fare “to do” and migliorare “improve” stand out in terms of fre-

quency. And among the adjectives, in addition to artificiale “artificial”, as I said be-

fore, appear relevant interessante “interesting”, nuovo “new”, approfondito“in-depth”, 

utile “useful”.  These terms suggest a rational and skilled approach to the subject, 

which for this group of young people is probably linked to the awareness that they 

are, actually, the main actors in the field. 

In fact, their vocabulary seems more specialised and competent in relation to the 

subjects presented. Their answers seem to claim most cognitive-technical-professional 

connotations. Verbs show their factual nature, evoking ideas for a general and materi-

al progress in human life. 

Group III: adults over 36 

The third group, identified in adults over 36 years of age, produced 46 files corre-

sponding to 605 tokens and 319 different words. 

Although the adults have shown a lexical diversity comparable to that of the young 

people, they have been less generous in offering their suggestions: the adults had 

filled ten more questionnaires than young adults, but the lexicon they used counts the 

same number of tokens and only 9 more different word types. (See Fig.5). 

 

 

Fig. 5. Group III: adults over 36 
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Also in this group, conoscenza “knowledge” and competenza “expertise” on the sub-

ject emerge with a considerable insistence on interesse “interest”, applicazioni “appli-

cations” and rational positive effects on people's lives. Compared to the previous 

group, in addition to knowledge and competence, and a feeling of still being quite 

involved with technologies, there is also confidence in the evolution of science and 

intelligence, and a drive towards the future for the benefit of new generations. 

It is particularly noticeable that, as in the young people’s segment, nouns are spe-

cific and connoted from a technical-scientific point of view. Among the nouns we 

find in the top position for frequency robot and robotica “robot “and “robotics”, fol-

lowed by laboratorio, “laboratory” applicazione “application”, attività “activity”, 

campo “field”, curiosità“curiosity”, futuro “future”, intelligenza “intelligence”, poten-

ziale “potential”, ricerca “research”, sviluppo“development”, IA, “AI”,  opportunità 

“opportunity”, ambito “scope”, competenza “competence”, conoscenza“knowledge”, 

cose (nuove) “(new) things”, entusiasmo “enthusiasm”, esperienza “experience”, 

scienza “science”, società“society”, tecnologie “technologies”, territorio “territory”, 

mondo “world”, uomo “mankind”, vita “life”. Adults observe and appreciate the 

competence, potential and development of new technologies. They rationally empha-

sise their social and territorial relevance, aware of the changes they will bring to life 

and to the world. They also report that the acquisition of new knowledge or new 

things in general is very interessante “interesting”. Finally, there is a certain emotion-

ality, attested by the terms curiosità “curiosity” and entusiasmo “enthusiasm”, but the 

most striking aspect is the high presence of the terms bambini “children” and bimbi 

“babies”. These terms suggest a projection forward of mind (and heart). Adults seem 

to be aware and happy to experience robots together with their children, who will be 

the actual users and future professionals of advanced technologies.   

For what concerns adjectives, rationality prevails: the most frequent term is inter-

essante “interesting” (always preceded by molto “very”), together with the adjective 

artificiale “artificial”, always preceded by the noun intelligenza“intelligence”. The 

choice of adjectives also reflects the lexical peculiarities of the subject (medico “med-

ical”, polare “polar”, robotico “robotic”, futuro “future”) and, in this context, superla-

tives such as bellissimo “beautiful”, enorme“enormous”, grande “great” are not un-

common. 

The same rationality is expressed in the variety of verbs used in the compiled ques-

tionnaires: conoscere “to know”, fare“to do”, imparare “to learn”, piacere “to like” 

and riuscire “to succeed”. 

 

5.4 From Quantitative Charts, Visiting Typologies, and Word Clouds to 

Infographics 

The primary quantitative and qualitative data from the pilot study were presented 

through infographic representation to align with the public engagement and 

knowledge transfer mission outlined in the RAISE innovation ecosystem. 

Specifically, the infographics were tailored to a general audience, such as the di-

verse public attending a scientific outreach event.  
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Communication in this kind of multidisciplinary event, not limited to specialists, 

seeks to engage varying age groups, educational backgrounds, and interests. Social, 

scientific, or literary topics are typically addressed by speakers - either communica-

tion experts or researchers in the relevant fields - tasked with making the core themes 

accessible to a cross-generational audience. 

The infographics (see Fig.6-8), designed to provide an intuitive overview of the 

subject matter, were accompanied by a commentary from the researchers who con-

ducted the pilot study and cited at the bottom of the corresponding slides. These were 

then presented in a talk show format, moderated by a host and enriched by the re-

searchers' direct insights. 

The following data visualization strategies were therefore employed: 

 Text: text content was succinctly reduced to a few paragraphs, using icons and 

charts to simplify understanding. Fonts of varying colors, sizes, and weights (regu-

lar and bold), differentiated and accentuated certain parts of the text. In word 

clouds, this approach intuitively helped highlight the most frequent terms. 

 Images: photographic images contextualized content at the Robot Valley 2024 

event. Two short emotional videos supplemented the presentation, showcasing an-

imated components of the event (robotic demos, workshops, conferences, and art 

exhibitions). Icons intuitively referenced categories such as participant de-

mographics by gender (female/male) or age groups (<15 years; 16–35 years; >35 

years), as well as the outcomes of informal learning analysis and personas. Dough-

nut charts represented percentages specifically for event awareness channels and 

the Net Promoter Score. For the analysis of informal learning, speech-bubble-style 

graphics featured representative phrases tied to Global Learning Objectives 

(GLOs) and personas. 

 Colors: the selected colors respected the palette codified by the event's coordinated 

image, ensuring precise data contextualization and consistent differentiation of cat-

egories or metrics (sample composition, percentages, etc.). 

 Content layout: he elements were organized so that each piece of information could 

be uniquely and accurately interpreted, encouraging the audience to engage with 

and retain the expressed concepts. The layout also facilitated verbal explanations 

and in-depth discussions by the researchers during public presentations. Each slide 

was titled to identify its content and designed for independent viewing. The expert 

responsible for the specific topic was named at the bottom of each slide presenta-

tion. Each slide featured a title indicating its content and was designed to be inde-

pendently viewable from the others. 
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Fig. 6. Net Promoter Score (NPS) 

 

Fig. 7. Linguistic analisys 
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Fig. 8. Personas and informal learning patterns 

 

6 Discussion 

The data revealed a richness and this made it possible to bring out significant re-

sults, both for the part of analysis of informal learning, in the field of museum studies 

and user  experience research, and for the linguistic part. 

The short questionnaire, with only one open question, therefore proved to be effec-

tive, because it requires on average less than two minutes to be filled out. 

From a quantitative point of view, an overall positive evaluation of the event 

emerges, given the results of the NPS and the questions regarding the future interest 

in knowing more about robotics and AI. The event itself, therefore, seems to have 

achieved the objective of stimulating future curiosity on these topics. 

From the qualitative analysis, it emerges that almost all visitors learned something, 

because their sentences contain one or more GLOs. Even those who say they learned 

nothing, had to learn where Villa Bombrini is located, explore the spaces and learn to 

move in a complex event, with multiple activities underway in two days. 

More in detail, thanks to linguistic analysis, we can understand which words were 

used and by which groups, divided by age and gender. 
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From the mix method comparison, between the qualitative and quantitative part, 

the outcome of the NPS graphs, with its high number of supporters and a value of 

69% (excellent, in terms of visitor satisfaction) compared with the qualitative data, 

allows us to understand the experience of the visitors, why the event was a success 

and what can still be improved. 

An important interdisciplinary result is then the method itself: applying the GLOs 

following the grounded theory, is simple when people mention certain keywords, such 

as inspiration or creativity, but becomes more complicated when the researcher has to 

interpret the text, in which synonyms or periphrases and combinations of words are 

used or where, in the same sentence, it is possible to identify more than one category. 

The comparison between the two methods therefore, grounded theory and corpus 

analysis, in addition to the quantitative analysis of satisfaction and engagement, made 

the study robust, thanks to the theoretical and methodological triangulation. Data 

visualization improved the dissemination of the results and the outcome of this activi-

ty is in itself a further result of the research. 

 

7 Conclusions 

In Italy, where cultural events still have very low levels of participation compared 

to other European countries (Greco, Dubini, 2024), this analysis can contribute to 

understanding how and why visitors aged 5 to 85 decided to come to a historic villa 

on the outskirts of the city to take part in an event on robotics and AI. 

Data collection is a form of public engagement in itself, because it allows the gen-

eral public to participate, expressing their points of view on an event and thus con-

tribute to improving it. This activity is part of the Technology Transfer, Training, 

Communication and Public Engagement programme of RAISE. The main result is a 

combination of methods that can be re-applied and extended using other methodolo-

gies to understand the visitor experience in complex multidisciplinary events. 

The GLOs, triangulated with quantitative data on satisfaction (NPS) and qualitative 

data from linguistic analysis, give us a broader and better grounded understanding of 

the visitor experience. Indeed, NPS has confirmed the general satisfaction of the us-

ers, who still want to find out more about robotics and AI and who would recommend 

the event to friends and relatives. Study of the GLOs allows us to partially understand 

why: visitors generally had a positive experience, learning and even having fun, and 

they felt that their creativity had been stimulated, they felt inspired, in various areas, 

also to seek out new job opportunities, in the case of young students, and partially 

changed some of their attitudes to robotics and AI. 

The linguistics part, going against all stereotypes, combined with the GLOs, has 

shown that adults, including the elderly, were enthusiastic and interested in AI and 

robotics. The event was therefore not only seen positively by young people but also 

by other age groups.  

An interesting discussion also emerged on the translation of the GLOs into Italian, 

on how to apply them to texts in Italian, and then retranslate the results into English. 
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Furthermore, a difference emerged between GTM and corpus analysis, in terms of the 

analysis object and process: GTM brings out categories and applies them in the cod-

ing of single words but also of entire sentences and relates the categories in a model; 

linguistic analysis brings out word clouds based on the recurrence of a certain word. 

Finally, personas allow us to summarise the patterns that emerged, by cross-

referencing the different analyses by type of visitor, which were then visualised using 

info visualisation. The personas that emerged can be re-tested in the analysis of Robot 

Valley 2025 or other similar events. Finally, info visualisation allows us to visualise 

the results and communicate them in a more effective way to a wider audience. In 

2025, we aim to combine other qualitative and quantitative methods with those al-

ready used and further study some patterns, including robots and their programmers, 

in the visitor experience research team.. 
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