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Vallalta Experiències, Catalonia,
Spain, 63, 65–66

Vehicle-to-everything Communications
(V2X Communications),
195

Viarco Factory, 58–59
Virtual creative experiences, 109
Virtual Creative Tourism, 75
Virtual Reality (VR), 197, 207
Volunteer Geographic Information

(VGI), 199

Waze [online mapping], 196
Web 3. 0 technologies, 192–193, 197
Web development, 180
Web GIS, 197
Web Map, 196–206
Web mapping, 180–181,

197–198
Withlocals platform, 236
Work of Art, 227–228
World Around Me app, 210
World Championship in Olive Picking

in Postira, Brač, Croatia,
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