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INTRODUCTION: WHY A STRATEGIC 
PLAN FOR DEVELOPMENT OF 
TOURISM?

The Strategic Plan for Tourism (PST)1 prepared by the Standing Committee on 
Tourism Promotion, with coordination by the Directorate General of Tourism of 
the Ministry of Heritage, Cultural Activities and Tourism - MiBACT, offers the 
opportunity to implement in full the strategy of providing Italy with a unified 
vision of tourism and culture, thus satisfying the need to focus the country’s 
development policies on tourism.

The task of preparing the Plan was assigned, by law (art. 4 DM 8/8/14), to the 
Standing Committee on Tourism Promotion2, formed of 39 members, including 
representatives of institutions, central and territorial administrations and also all 
the most representative category associations. The Plan identifies the strategic 
objectives of tourism development, in line with article 117 of the Constitution, thus 
confirming the primary role played by the regional authorities in the fundamental 
choices and in implementation of the actions of the PST. 

The PST, which has a six-year time horizon (2017-2022), enhances the analysis 
and orientation activities on innovation in and revival of tourism already performed 
(starting with the results of the previous preparatory work3), but adopts a different 
and innovative approach. The Plan, which is based on an open and participatory 
method, started by convening a meeting of the States-General of Sustainable 
Tourism at the National Museum of Pietrarsa, reshapes planning in this sector, 
in order to increase its efficacy. In particular, rather than preparing a traditional 
single policy document, to which the means of implementation are then adapted, 
the current PST is based on a new, national “organised system” for improvement 
of tourism competitiveness in Italy: the competent central government and 
regional administrations, together with all Italian tourism operators, public and 
private, contribute to definition of the plan and its subsequent phases, through a 
multitude of shared instruments, involving both direct and digital collaboration. 

The tools of this strategy, already activated in the participatory and sharing phase 
of the vision and the related strategic targets, are:

1. the Inter-institutional joint forums (in area of intervention D.1.1) between 
central government (Ministry of Infrastructures and Transport – MIT; Ministry 
of the Environment and Protection of Land and Sea – MATTM; Ministry of 
Economic Development – MiSE; Ministry of Foreign Affairs and International 
Cooperation – MAECI; Ministry of Agriculture, Food and Forestry – MIPAAF; 
Ministry of Education, Universities and Research – MIUR), regional authorities, 
other territorial entities and stakeholders on issues of specific interest for 
the sector; 

2. enhancing the document/IT system (area of intervention D.1.2) to support 
the decision-making processes of the “regulations-planning-promotion” 

1 The PST has been prepared according to the indications of the Ministry of Heritage, Cultural Activities and 
Tourism Decree dated 8 August 2014, on “Creation and duties of the Standing Committee on Tourism Promotion 
in Italy, pursuant to article 58 of Legislative Decree no. 79 dated 23 May 2011 and subsequent amendments”, as 
supplemented by the Decree of said Ministry dated 21 July 2015 (hereinafter DM of 8 August 2014).

2 Art. 4 of the DM of 8 August 2014. Process of adoption of the Plan pursuant to DL 179/2012.

3 Office of the Prime Minister of Italy - Minister for Regional Affairs, Tourism and Sport (2013), Tourism in Italy 
2020. Leadership, Employment, South. Strategic Plan for development of tourism in Italy, the so-called “Gnudi 
Plan”, Rome. Digital Tourism Workshop (TDLab), an initiative of the Ministry of Heritage, Cultural Activities 
and Tourism created with the Ministerial Decree of 3 April 2014. Rome, 16 October 2014, Strategic plan for 
digitalisation of tourism in Italy.



6

INTRODUCTION: WHY A STRATEGIC 
PLAN FOR DEVELOPMENT OF 
TOURISM?

cycle of tourism, including creating an “information dashboard” (area of 
intervention D.2.2) for constant monitoring of Italy’s competitive positioning 
based on select criteria; 

3. implementing Digital communication and exchange systems (area of 
intervention D.1.3) to enable ongoing consultation with stakeholders; 

4. adopting a System to monitor and track the Plan (area of intervention 
D.3.1), which serves as both a “social report” for citizens and an “ongoing 
improvement and update tool” for the Plan itself. This is accompanied by 
precise identification of medium-term joint strategies, to be implemented 
through yearly implementation plans. 

These tools, together with the activities of the Standing Committee on Tourism 
Promotion, serve to define and revise strategies and plans.

The Plan aims to promote a new method of using Italy’s heritage in tourism, 
based on renewal and expansion of tourism supply of strategic destinations and 
enhancing new destinations and new products, in order to generate economic, 
social and sustainable benefits and thus revive, on new foundations, Italy’s 
position of leadership on the international tourism market. These objectives 
are pursued in the Plan by focusing on fundamental mechanisms such as 
technological and organisational innovation, the ability to adapt to market 
changes, enhancement of the territorial and cultural heritage; adaptation of 
skills, favourable conditions for enterprise. 

Within the overall framework of the international tourism market, which is 
dynamic and full of opportunities4, but also changing radically (from various 
viewpoints: process innovations, due to the technological and digital revolution; 
product innovation, characterised by growing demand for personalisation; the 
markets of origin and destination, characterised by phases of discontinuous 
growth of emerging countries; the expectations of operators, who are caught 
between the continuing international economic crisis and a new phase of 
geopolitical instability), Italy remains a destination of excellence, but with a 
strong competitive potential yet to be exploited5. According to the World Economic 
Forum (2015), this potential is extremely high in terms of appeal of the cultural 
and environmental heritage, but less so in terms of prices, infrastructures and 
care for the environment6. This also influences Italy’s positioning in terms of 

4 See para. 1.1 International context: “In 2015, world tourism registered a 4.4% increase in international arrivals 
compared with 2014, for a value of around Euro 1.184 billion. Despite the worrying situation in terms of conflicts 
and terrorism, global tourism has proved to be a highly adaptable and resilient sector”.

5 World Economic Forum - “Travel & Tourism Competitiveness Report 2015” 2015 Report. Growth through 
Shocks, Geneva.

6 Ibid.: “The main results for 2015 [in competitiveness] at worldwide level, saw Spain in first place for the first 
time among the leading 10 countries, followed by France (2nd), Germany (3rd), USA (4th), UK (5th), Switzerland 
(6th), Australia (7th), Italy (8th), Japan (9th) and Canada (10th) […] According to the quality survey, the main 
strengths of Italy indicated in the report are its unique cities and monuments and the large number of Unesco 
World Heritage sites (1st place in the world ranking). The country’s strength is therefore based on its history 
and culture. This is why it is in 6th place for demand for culture and entertainment on digital tools and in 
2nd place for nature tourism. The country also offers visitors excellent tourism services (3rd place) and a 
good standard of health and hygiene (20th place). Despite these strengths and the fact that it is the 5th most 
visited country in the world, Italy still has wide margins for improvement, linked primarily to factors which 
should boost growth of the tourism business. The country is also not very competitive with respect to market 
prices and stands in 133th place on the ranking, compared with other Mediterranean countries such as Spain 
(105th) and Greece (113rd). The Report also indicates a high potential for improvement for Italy in terms of 
infrastructures, brand and care for the environment […]”.
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“Global Reputation”7. The positioning of Italy’s tourism sector on the ranking 
of competitiveness with countries possessing a cultural, natural and territorial 
heritage comparable to its own8 indicates, in fact, that the sector is producing 
less value than its potential9. The aim is to ensure that tourism develops its entire 
potential in terms of contribution to GDP. This is why the objective is to innovate in 
terms of supply, improve the distribution and sale channels (also through digital 
technologies) and increase the number of tourist destinations. There is also the 
issue of sustainability: visits are still too heavily concentrated on several sites of 
extraordinary value but subject to heavy pressure, thus increasing the risk of loss 
of territorial identity.  

Based on these guidelines, the Plan both provides several clear directions and 
strategies of intervention, which could assist Italy in acquiring a new position 
of leadership based on sustainability, innovation and competitiveness, and also 
adds the issue of responsible enhancement of the territorial, environmental 
and cultural heritage in tourism policies. The Plan has also been adapted to the 
planning standards of competing countries, and provides useful means to improve 
sector policies and overcome the current fragmentation, guide operators, invest 
and operate in tourism in light of the changes and innovations on international 
scenarios, ensure synergy between regional tourism plans, identify and 
implement interregional and national actions and projects. 

The layout of the Plan is therefore logical, but not complex. By preparing and 
basing the vision for the future on critical analysis of several, select elements 
of the international scenario which characterise tourism demand and supply 
models (enlarging the document/IT system), the Plan proposes an “organised 
system”, the strategic guidelines of which pursue four broad overall targets:

A. To innovate, specialise and integrate the country’s amenities

B.  To boost the tourism system’s competitiveness

C.  To create effective and innovative marketing

D. To achieve efficient and participatory governance in the process of drafting 
and establishing the Plan and tourism policies

These overall targets are, in turn, divided into specific targets and areas of 
intervention, into which the Actions, meaning the set of homogeneous projects 
and interventions with a particular systemic value, will be introduced each year. 
These actions, in line with the strategies identified, will guarantee that the 
specific and overall targets of the PST are pursued in the yearly implementation 
plans. Through a cascade system to the various operating levels, this allows 

7 Ibid.: “It is worth citing the positioning of Italy in terms of Global Reputation, according to the estimates of the 
Country Brand Index 2014-2015, created by FutureBrand and considered to be one of the major indicators of 
trends in country value as a global brand, which measures and evaluates international perception according 
to parameters such as: renown, familiarity, preference, consideration, ability to be recommended, travel and 
investment intentions […] Italy is in 18th place in this world ranking in terms of absolute value (Japan is in 1st 
place, followed by Switzerland and Germany), with segments of the tourism and cultural experience which are 
the main factor of appeal and recognisability”.

8 Ibid.: “With respect to the 184 countries analysed by the WTTC, Italy is in 8th place in value produced (both 
direct and total) by the tourism sector in 2015. In particular, with respect to total value produced (direct, 
indirect and induced), Italy comes after the United Kingdom (4th), Germany (5th), France (6th) and Spain (7th)”. 

9 Ibid.: “In terms of total contribution to GDP, Italy is in 84th place, ahead of France (99th) and Germany (103rd) 
and after Spain (47th) and the UK (70th)”.
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reconstruction, within the monitoring and surveillance system, of the results of 
the individual actions of the entire tourism system, with the planning objectives 
of the Plan, and identification, along the way, of any needs for remodelling and/or 
improvement of the processes. 

In view of their particular importance for development of the sector and 
consistently with the vision of the PST shared by operators and stakeholders, 
the Plan identifies as overarching principles: sustainability, innovation and 
accessibility/permeability of the territories (see “the logical structure of the 
Plan”). 

Other important aspects for strategic planning of the PST are: integration, 
institutional cooperation and participation.

INTEGRATION OF TOURISM

In strategic planning of tourism, integration is pervasive and extremely important: 
it relates to the objects (resources, territories, issues), the production processes, 
the subjects of the tourism system. 

In the first place, the appeal and competitiveness of tourism depends on the 
ability to integrate use of different resources, associating distinctive products 
with them, and to combine (for creation of these products) elements such as 
availability of infrastructures and services, accessibility of places, regulation of 
enterprise and competition, competences, promotion, working conditions and 
other relevant factors.

A second dimension of integration is production: tourism is based on the 
functioning of a vast system of production interdependencies (which involve highly 
different sectors, including agriculture, the manufacturing industry, transport 
and services), activates different production chains and may produce effects in 
economic sectors which are unrelated to tourism as such, due to the changes 
caused in general quality and appeal of the territories.

Lastly, integration is defined in relation to the key players in the tourism system, 
first and foremost the regional authorities and the vast and highly varied system 
of enterprise. Integrating these players means creating more efficient models 
of governance of tourism policies, by introducing means of coordination and 
interrelationships functional to the development of the tourism system. 

The Strategic Plan for Tourism supports these integration needs and serves as 
a reference for permanent and organised cooperation between the institutions 
and agencies which, at different levels (national, regional and territorial), are 
responsible for governance of tourism. The Plan includes tools for governance 
of the Plan itself and of tourism policies, such as to ensure profitable and stable 
cooperation between central government, regional authorities and territories, in 
accordance with the relative competences and constitutional prerogatives.
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INSTITUTIONAL COOPERATION AND PARTICIPATION

The Strategic Plan for Tourism is the result of collaboration between many public 
and private sector operators. 

The Standing Committee on Tourism Promotion in Italy (art. 58, Leg. Decree. 
58/2011), organised into specific working sessions, prepared the Plan in a 
restricted meeting, starting with the results of previous preparatory work, 
and considered the indications and proposals formulated by TDLab, the digital 
tourism workshop of the MiBACT, and also those for sustainability deriving from 
the fruitful debate which characterised the two meetings of the States-General of 
Tourism organised at the National Museum of Pietrarsa, in October 2015 and, in 
particular, in April 2016, which focused heavily on development of tourism in Italy 
and started the specific process for preparation of the PST. 

The Plan was then prepared and developed through a close and equal exchange 
between the MiBACT, the regional authorities, other central government 
administrations, other territorial entities, economic operators and other key 
players which share responsibility and express a collective or corporate interest 
in the area of tourism policies and their enhancement. Attention was also heavily 
focused on consulting economic operators, sharing analysis of the needs of 
the tourism system, sharing the decision-making process and collaborating 
to implement the relevant decisions. A special on-line platform was created to 
collect and share ideas and proposals. 

For the operational aspect, a Joint Technical Group (so-called Editor) – 
coordinated by the Standing Committee on Tourism Promotion in a restricted 
meeting – assisted in preparation of the PST by summarising and finalising the 
contributions received.

The work to prepare the PST was coordinated by the Directorate General of 
Tourism of the MiBACT.
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The process of creation of the Strategic Plan for Tourism was divided into 6 areas 
of activity:

A

B

C

D

E

F

SESSIONS
OF THE
STANDING
COMMITTEE

STATES
GENERAL
OF TOURISM
(PIETRARSA)

PLATFORM,
WEBSITE AND
SOCIAL
NETWORKS

ACTIONS

ORUMS WITH
CENTRAL
GOVERNMENT

FORUMS
WITH OTHER
PUB. AND PRIV.
STAKEHOLDERS

Phases of the PST preparation process

A Sessions of the Standing Committee. There were 6 Committee sessions, 
relating to specific issues: Vision, Regulations, Supply, Enterprise, 
Marketing and Governance, with clearly identified tasks and objectives. The 
work started in March 2016 and was developed through 16 meetings of said 
sessions. The Standing Committee held 8 meetings. 

B States-General of Tourism, Pietrarsa (April 2016). The MiBACT organised 
a moment of reflection and direct discussion with the regional authorities 
and sector operators to obtain contributions for preparation of the PST. 
Several figures on the event: 

§	28 round tables

§	Over 400 participants in the round tables  

§	200 institutional representatives

§	150 journalists

§	91participants in the TO.MA.TO competition for promotion of innovative 
enterprise in the tourism sector
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C Website, participatory platform and social networks. In addition to the 
dedicated website www.pst.beniculturali.it (10,494 different visitors, 44,486 
visits, 698,724 accesses and 101,376 page views in 3 months), on conclusion 
of the Pietrarsa event, a participatory platform was created - accessible 
from the ‘The Process’ section of the website www.pst.beniculturali.it – to 
host on line consultation for construction of the Plan and thus create an open 
and participatory national debate on the future of tourism in Italy. Since April 
2016, this tool has collected:

§	81 ideas (collection of new ideas was momentarily closed on 30 June)

§	880 registered members

§	236 comments on the ideas posted

§	950 votes on the ideas posted

 All the proposals sent and the data which has emerged so far from the public 
debate has been analysed to identify the issues which arose most frequently 
and the most relevant indications and also to select several actions to promote 
in the yearly implementation plans.  

 Intensive activism activities on the main social networks of the MiBACT (Facebook 
and Twitter) were also carried out for one and a half months (30 May - 15 July). 

C Actions. Several initiatives of particular strategic importance were started, in 
accordance with the guidelines of the PST and in collaboration with several 
central government administrations and sector stakeholders, which will be 
included in the yearly implementation plans.

D Forums with central government. The process of construction of the PST 
offered the chance to test cooperation between institutions, including the various 
components of central government, aimed at defining critical factors and shared 
priorities to be monitored jointly and at identifying the means of coordinated 
implementation. The contribution already provided by the members of the 
Standing Committee was integrated - and the entire process further upgraded 
and formalised - by several forums with MATTM, MIT, MiSE, MAECI, MIPAAF and 
MIUR, which also allowed operational finalisation of the agreements between 
institutions (several of which have already been signed: between MiSE-MiBACT 
and AGID and between MiSE, MiBACT and the Regional Authorities, via the State-
Regions Conference). Signing of these protocols of understanding allowed several 
actual initiatives to be started, examples of which include, from January 2017, a 
trial wi fi network - promoted as part of the agreement between MiSE-MiBACT 
and AGID - distributed and governed with a single access system at cities of art 
and Unesco heritage sites, popular beach resorts and at access points to Italy 
(airports, ports and motorways). In order to harmonise the respective policies and 
encourage participation (direct or indirect) of the individual central government 
administrations in achieving the objectives of the PST, these will become 
permanent forums in the implementation phase and have been implemented to 
systematise initiatives on a national scale. 

E Forums with regional authorities and public and private stakeholders. 
Several issues of national relevance are currently being examined in depth 
with the various regional authorities and with the principal public and private 
sector stakeholders. 
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In addition to contributing to preparation of the PST, this process also highlighted 
the concrete possibilities of interaction between policies which invest directly, 
to a greater or lesser extent, in tourism. Looking ahead, this could assist 
in planning new governance which, in full compliance with the system of 
institutional competences, may lead to greater strategic coordination between 
central government, regional authorities, local entities and enterprise. The 
shared method simultaneously confirms the central role of sector stakeholders 
represented on the Standing Committee on Tourism Promotion.



PARTICIPATION AND 
ITERATION: THE PLAN 
METHODOLOGY 
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THE PLAN METHODOLOGY 

Creation of the Strategic Plan for Tourism has therefore been based - for the first 
time in Italy — on adoption of an open and participatory method. 

As explained in detail in the previous paragraph, vision, strategic choices 
and interventions to revive and innovate tourism in Italy are the result of the 
contribution of institutions and operators which, through direct meetings, round 
tables, IT platforms and social networks, have actively participated in preparation 
of the Plan. 

The participation and consultation method has had a broad territorial aspect, in 
line with the overall approach of the Plan, which views territorial differentiation 
and enhancement of supply as a means of overall growth of competitiveness of 
the Italian tourism system.

Even after its approval, the Plan will evolve and participation will continue, 
stimulating the involvement of partners, stakeholders, operators and local 
communities. 

The actions of the yearly plans will be constantly monitored to allow both the 
progress and effects to be assessed and to adapt the contents and tools of the 
Plan to changes in the situation of reference, new opportunities or critical issues. 

A mechanism of participation and permanent iteration is thus created, i.e. 
repetition/review of the policy process, which is focused on achieving the vision 
formulated. 

This mechanism may be triggered by:

• transformations in the situations of reference, identified through a system of 
structural and operational indicators relating both to general progress of the 
variables associated with tourism and the markets and to the effects produced 
by implementing the policies for tourism (indicators dashboard); 

• progress or deficits deriving from implementation of the Plan;

• cooperation, intuitions and directions of sector institutions and operators; 

• consultation of citizens and local communities coordinated through a dedicated 
platform. 

As a moment of strategic planning, the efficacy of the Plan will be measured 
primarily in terms of the ability to direct and ensure innovation of the decisions, 
actions and behaviour of the group of institutions and operators of the tourism 
sector, at the various territorial levels involved. The Plan will remain lean and 
the accompanying information system should produce clearly understandable 
and useful data and signals to guide production investments in tourism and in 
the related industries, including both those of the small operators which are the 
lifeblood of local tourism systems and those of larger enterprises and national and 
international investors attracted by the situation promoted by the interventions 
of the Plan. According to the Plan, dialogue on territorial needs and potential 
and mobilising enterprise, creativity, talent and participation are the drivers of 
enhancement and competitiveness policies.

The open, participatory and iterative method of governance of the Plan is 
a value in itself, but also has a functional reason. The tourism sector and its 
related industries are heavily divided in terms of issues and organisation and 
this frequently leads to fragmentation and lack of consistency. Furthermore, the 
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group of stakeholders and operators is vast and highly diversified. It is therefore 
necessary to create strong conditions of consent and support, with institutions 
and operators accepting the firm commitment to invest in the credibility of the 
contents, which forms the basis of the work to be performed. In a situation of such 
diversity, the need to share knowledge and ideas in order to calibrate policies and 
obtain the desired results (knowledge pooling) is clear. The commitment of the 
MiBACT, but also all sector operators, is to do everything possible to ensure that 
these conditions are achieved. 



THE LOGICAL STRUCTURE  
OF THE PLAN
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THE LOGICAL STRUCTURE OF THE 
PLAN

The Strategic Plan for Tourism has basically been created using the Logic Models 
general method, also widely applied in EU planning10.

The logical structure of the PST (Fig. 1) is highly articulated: it was decided not 
to penalise representation of the multitude of issues and areas of something as 
complex as tourism policy. 

The logical components of the Plan are presented below.

COMPETITIVE SCENARIO

Analysing the competitive scenario identifies internal and external factors 
affecting the sector, thus identifying changes and development trends at both 
global and national level. These factors, which influence the tourism strategy in 
Italy, are summarised in the main highlights.

VISION AND STRATEGY

The vision expresses the desired scenario and also the core idea of the PST. In 
other words: given the expected development of the main variables of tourism 
and the related contexts, how do we want Italy to be positioned? On which major 
assets should we focus and which methods, policies and tools can we use to 
enhance them? Which characteristics and qualities (sustainability, responsible 
use, quality and quantity of employment, territorial enhancement) do we wish 
development of tourism in our country to have? 

Definition of the vision of the Plan is obviously preceded by and derives partly 
from strategic analysis of the internal and external variables of the tourism 
system. This is partly because the ability and commitment of those responsible 
and of institutions and local communities count in turning this vision into a reality. 

In the Plan, the vision (paragraph 2.1) refers to a desired scenario in which 
Italy is a leader on the international tourism market and revives interest in its 
heritage, landscapes, cities and territories, as the unique and distinctive factor of 
competitiveness and appeal. 

In this vision:

§	Italy’s cultural and territorial heritage is also fully enhanced by guaranteeing 
long-term management and sustainable, responsible and innovative use;

§	the national tourism system boosts its competitiveness, generates further 
added value and increases the quantity and quality of employment in tourism; 

§	the travel experience of visitors in Italy is entirely satisfying;

§	the system of tourism institutions and operators is totally integrated, 
interoperability is boosted and shared choices are promoted (also through 
participatory governance of the Plan preparation process).

10 The EVALSED Guide defines Logical Models as follows: “Generic term that describes various representations 
of programmes linking their contexts, assumptions, inputs, intervention logics, implementation chains and 
results. These models can be relatively simple (such as the logical framework […]) and more complex (such 
as realist, context / mechanism / outcome configurations and Theory of Change models). V. DG REGIO (2013), 
EVALSED. The resource for the evaluation of Socio-Economic Development, Brussels.
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OVERARCHING PRINCIPLES

The entire system of strategies, objectives and interventions of the Plan has been 
designed and implemented according to three overarching principles:

A. Sustainability: the strategies, interventions and actions of the PST must 
contribute to systematic reinforcement of sustainable tourism, in its various 
meanings in relation to environment, territory, protection of heritage, the 
socio-economic system, culture and citizenship.

B. Innovation: the strategies, interventions and actions of the PST must 
contribute to systematic innovation of the products, processes, technologies 
and organisation of tourism activities, and innovation of the market and 
methods of use, to creating new and more advanced skills, to supporting the 
digital revolution and to ensuring greater integration and interoperability of 
governance of the tourism sector.

C. Physical and cultural accessibility/permeability: the strategies, interventions 
and actions of the PST must contribute to systematic reinforcement of the 
physical and cultural accessibility of the places and territories open to 
enhanced tourism. This term has various meanings, relating to: accessibility 
to tourism of all people, irrespective of age or health, accessibility to places 
and territories through sustainable mobility systems; giving visitors the 
opportunity to understand and interpret the history, complexity and variety of 
the sites visited (cultural permeability). 

OVERALL TARGETS

The overall targets are defined as a function of achievement of the vision. In other 
words, in order to achieve the desired scenario, the strategies (and the PST) must 
have four main targets, which are:

A. To innovate, specialise and integrate the country’s amenities

B. To boost the tourism system’s competitiveness

C. To create effective and innovative marketing

D. To achieve efficient and participatory governance in the process of drafting 
and establishing the Plan and tourism policies

The pursuit of these overall targets is monitored through specific targets, such as 
the examples shown in Table D.3.1 – Quantitative targets.

SPECIFIC TARGETS

Each Overall Target is divided into specific targets; the latter contribute, in their 
area of pertinence, to achievement of the corresponding Overall Target. 

AREAS OF INTERVENTIONS

These are the areas of operation to achieve each specific target and are to be 
intended alternatively:

• as a set of homogeneous projects. For example, in Specific Target A.1, Area 
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of Intervention A.1.2 “Support of processes of aggregation and public/private 
governance of destinations and products” will be implemented through 
projects to be defined on initiative of the regional and territorial authorities, in 
agreement with the MiBACT;

• as integrated plans, also sectoral, of particular importance. This type includes, 
for example, Area of Intervention B.2.1 “Creation and Implementation of the 
Extraordinary Plan for Tourism Mobility”, envisaged in implementation of 
Specific Target B.2, and Area of Intervention C.2.2 “ENIT three-year plan”, 
which form a single area with systemic importance;

• as medium/long-term processes, to be activated to monitor specific operational 
aims, such as Area of Intervention C.1.4 “Harmonisation of regional promotion 
plans”.

According to the logic of the Plan, the efficient and effective performance of 
all the Areas of Intervention makes a decisive contribution to achieving the 
corresponding Specific Target.

The PST identifies and defines implementation of the Areas of Intervention, 
including through regulatory orientations, directions and improvements. A 
number of these Areas will be implemented by institutions and operators 
other than the MiBACT, according to a principle of responsibility of the direct 
proponents of the specific area of intervention. The Ministry will stimulate activity 
and monitor the start and implementation of the Areas of Intervention; it will also 
guide and work alongside those responsible for implementation. 

ACTIONS

Starting with the requirements of art. 4 of the DM of 8 August 2014, the PST 
will be implemented through actions to collect and systematise each Yearly 
Implementation Plan, which specifies:

• the organisational and operational methods, as well as the promoter and any 
other players involved or to be involved. In this sense, the Yearly Implementation 
Plan itself improves governance of the individual initiatives, triggering synergy 
and systemic integration of the various actions, which must be promoted by the 
Standing Committee on Tourism Promotion or in the inter-institutional forums 
(see Area of Intervention D.1.1);

• timing, any costs and the related sources of funding. Priority may be given to 
actions characterised by immediate implementation in operational terms (work 
can be started immediately) and in economic-financial terms (actions for which 
resources have already been identified and are available or initiatives which do 
not require additional public funding).

In line with the permanent process started, the creation of each Yearly 
Implementation Plan may count on the suggestions and proposals which will 
continue to arrive through the tools of governance of the PST (see enacting 
actions of Overall Target D, with particular reference to the inter-institutional 
forums with the other central government administrations and the participatory 
platform accessible from the section ‘The Process of the PST’ of the website 
www.pst.beniculturali.it), the consistency of which with the strategic guidelines 
and overarching principles of the Strategic Plan will be shared at the Standing 
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Committee meeting. The Committee itself may also prepare and propose further 
actions, contributing to continuity of the strategic process.

The group of actions to be included in the first Yearly Implementation Plan (to 
be approved in the phase immediately after adoption of the PST) may also be 
supported by the over 150 proposals already received as a result of the forums, 
discussion and preparation of solutions to the critical issues and needs which 
emerged during the participatory process of construction of the Strategic Plan. 

Fig. 1 - The logical structure of the Plan

COMPETITIVE SCENARIO
This is a summary of the key
external and internal factors guiding
Italy's tourism strategy.

VISION AND STRATEGY
These set out Italy's tourism
scenario, considering the factors
highlighted by the analysis.
The vision is based on four strategic approaches.

OVERALL TARGETS
These are based on the vision
and monitored through specific
targets.

SPECIFIC TARGETS
These help to achieve the
Overall Targets.

AREAS OF INTERVENTION
These are the areas of operation
to achieve each specific target.

OVERARCHING PRINCIPLES
Sustainability, accessibility and
innovation are the principles
underpinning the Plan.

ACTIONS 
These are the key strategic initiatives in line with the Plan, which will be part of a yearly
implementation programme, specifying its costs, financial sources and organisational and
management methods.
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THE COMPETITIVE SCENARIO

1.1 THE GLOBAL CONTEXT11

The tourism sector is characterised by highly positive dynamics at international 
level. 2015 was the sixth consecutive year of growth of international arrivals, up 
4.4% on 2014 (reaching the record figure of 1.19 billion international arrivals, 
against 435 million in 1990)12. This significant growth also continued into the early 
months of 2016 (+5% on average)13 and it is estimated that this trend will remain 
globally positive – around 4% on average – up to 2030 (Fig. 2). The increases in 
the number of visitors relate to almost all macro-geographical areas: Americas 
(+5.9%), Asia and Pacific (+5.6%), Europe (+4.7%), Middle East (+1.7%). The only 
exception is Africa (-3.3%). In absolute terms, Europe is the geographical macro-
area with the most consistent share of arrivals (51.3%), equal to 607.6 million 
travellers. 

Fig. 2 - Dynamics of international arrivals (data and forecast)

Source: processing of UNWTO data (2016)

It is estimated that this international tourism produced overall expenditure in 
2015 totalling Euro 1,110 billion (+3.6% on 2014)14. Europe has the lion’s share 
(with 36.4% of the total) if this expenditure is divided by geographical macro-
areas.

According to the World Travel & Tourism Council (WTTC), the travel and tourism 
sector accounts for 9.8% of world GDP (around Euro 6,500 billion, 2015 data)15. 
The WTTC also estimates that it accounted directly for 108 million jobs in 2015, 

11 UNWTO - “World Tourism Barometer”, volume 14, May 2016.

12 UNWTO - “World Tourism Barometer”, volume 14, May 2016.

13 UNWTO - “World Tourism Barometer”, volume 14, May 2016.

14 This is basically the value of the expenditure of foreign tourists in the country of destination (expenses for 
accommodation, food and beverages, transport, leisure, culture, shopping and sundry expenses). Source: 
UNWTO, 2016.

15 The sector is assessed considering the direct and indirect effects on GDP. Source: World Travel & Tourism 
Council (WTTC), THE ECONOMIC IMPACT OF TRAVEL & TOURISM: 2016 ANNUAL UPDATE.
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equal to 5% of total employment. Further growth of 2% in employment is expected 
in 2016, but more generally, in line with the positive dynamics of arrivals and 
revenues, an average annual increase of 2.6% over the next decade is estimated, 
which would bring the total number of employees up to around 150 million in 
2026 (370 million if the indirect effects are also considered).

1.2 FOCUS ON ITALY

In line with the international scenario, the tourism sector in Italy also continued 
to register positive results in 2015: the figures16 on total arrivals (Italian and 
foreign) in the national territory show 3% growth (around 109.7 million) on 2014 
and 11% on 2010. There was a slight inversion in the trend of figures for average 
presence, which had been decreasing constantly since 2001, compared with the 
previous year, with an increase to 3.5 days and average daily expenditure per capita 
increased constantly, reaching Euro 107 in 2015. 2015 was a particularly positive 
year for foreign tourism in Italy: flows of foreign tourists increased by almost 4% in 
absolute value17 and their expenditure was up 5% on the previous year. The added 
value produced by their consumption (considering both the direct and indirect and 
induced effects) is estimated to be around Euro 37.6 billion.

Fig. 3 - Dynamics of tourist arrivals in Italy

Totale arrivi

Totale Arrivi
2010 98.813.845
2011 103.723.869
2012 103.733.157
2013 103.862.530
2014 106.552.352
2015 109.690.147
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Source: DGT – MiBACT processing of ISTAT aggregate national data (ISTAT database)

16 The DG of Tourism estimate on the trend of overall ISTAT figures, ISTAT database.

17 CISET processing on ISTAT and Banca d’Italia data.
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Fig. 4 - Dynamics of tourist and presences in Italy

Tabella 1
Arrivi - var % su 
2010

Presenze - var % 
su 2010

2011 4,97% 3,02%
2012 4,98% 1,38%
2013 5,11% 0,33%
2014 7,83% 0,59%
2015 11,01% 2,96%
2011 4,97% 3,02%
2012 4,98% 1,38%
2013 5,11% 0,33%
2014 7,83% 0,59%
2015 11,01% 2,96%
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Source: DGT – MiBACT processing of ISTAT aggregate national data (ISTAT database)

The figures for summer 2015 also confirm one of the best summers ever. A long 
and solid summer, with two-figure growth, particularly in Southern Italy and with 
Sicily excelling not only in the number of tourists, particularly foreign tourists, 
but also in the value of expenditure (+12.5% on 2014, according to Banca d’Italia). 
Despite the significant improvement in Southern Italy, the wealth produced by this 
expenditure remains polarised in 5 regions – Lazio, Lombardy, Veneto, Tuscany 
and Emilia Romagna – where 67.5% of expenditure of foreign tourists and 63% 
of tourism value added are concentrated. Among the markets of origin, France 
registered the most dynamic trend, followed by the UK and Germany. Growth of 
expenditure in the USA was also very positive, due to the weaker Euro against the 
US Dollar. In contrast, the revenues produced by the BRIC countries decreased, 
due to contraction of the Russian and Chinese markets. 

As for international arrivals in Italy in 2014, over 60% headed to four regions: 
Veneto, Lombardy, Tuscany and Lazio18.

These figures must be interpreted on the basis of several unusual features of our 
tourism demand, simultaneously analysing several structural critical aspects. 
Although Europe continues to dominate the world ranking at macro-regional 
level, due to its tourism infrastructures, excellent health and hygiene conditions, 
and through the Schengen area, openness to foreign countries and integration, 
Italy, although it has clear strengths in its cultural and naturalistic heritage (it 
is first place in the number of UNESCO World Heritage sites, for example), has 
evident critical aspects, primarily in the principal contextual factors which should 
boost growth of the tourist business. Italy is particularly uncompetitive when it 
comes to market prices (Fig. 5).

18 Manente “Il turismo nello scenario internazionale” Cernobbio, 19 marzo 2016.
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Fig. 5 - Index of tourism competitiveness 

Source: World Economic Forum - “Travel & Tourism Competitiveness Report 2015”

Tourism in Italy also continues to be a mainly domestic phenomenon, with almost 
52% of total arrivals and presences19. It should also be emphasised that, although 
it shares this characteristic with other European countries, Italy has structural 
difficulties in positioning itself on emerging markets and, in general, with regard 
to the new demand flows (see specialisation indices in Fig. 6)20. This is without 
considering that 2015 was the year of the EXPO, which accounted for over 10% of 
the total figures and had a powerful impact not so much on international flows as 
on domestic flows, particularly in the final month. The domestic effect of EXPO 
2015 is clear, particularly in the summer quarter: there were over one million 
journeys in the area of Milan, 5 times higher than the 2014 estimate; the Expo was 
the destination of 72% of holidays spent in Italy, the reason being participation in 
cultural events, shows and exhibitions.

19 DG Tourism processing of ISTAT data.

20 Balassa specialisation index: comparative advantage index which determines for which countries the 
expenditure of tourists from a specific country is higher than the average for the rest of the world and therefore 
the areas of provenance of tourists for which there is greater appeal. A Balassa index higher than one indicates 
that the share of expenditure in country X by tourists from country Y is higher than the share of expenditure of 
tourists from country Y worldwide. (Source: CdP “L’industria del turismo”, Studio di settore 07 February 2016).
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Fig. 6 - Indices of specialisation by nationality of tourism, 2014 
(index numbers)

Source: CdP “L’industria del turismo”, Studio di settore 07, February 2016.

THE FORECASTS

Growth of over 3% in arrivals in Italy is forecast for the 2016-2018 three-year 
period, boosted mainly by non-European movement (over 5%). The forecast is 
based both on the dynamics of departures for foreign countries which confirm the 
positive performance of flows from emerging Asian markets, although this has 
decelerated compared with the previous two years, and also excellent recovery 
in the propensity to travel of more traditional overseas markets, particularly 
the USA: In any case, the economic situation, in which a generalised increase in 
confidence is occurring, should assist re-entry onto the market of the marginal 
segments of the population, albeit over short distances. 



30

1
THE COMPETITIVE SCENARIO

Fig. 7 - International tourism in Italy in 2018

Source: Confturismo-CISET/TRIP forecasts

However, these scenarios must be adapted to the new risks and uncertainties 
created by development of geo-political instability which may, on the one hand, 
benefit our tourism supply compared with other Mediterranean European 
partners, but could also lead to a permanent change in consumer preferences 
on leisure and operator confidence in terms of the opportunities of investment in 
innovation and quality. 

1.3 THE MACROECONOMIC IMPACT OF TOURISM IN ITALY 

The principal results of analysis of the impact of the Italian tourism sector on 
national GDP are shown below, calculated using the multi-sector and multi-region 
model prepared by the CISET – Cà Foscari in collaboration with the IRPET (Centre 
of economic studies of the Tuscany region), which provides a more accurate 
estimate for Italy than the WTTC approximation (global econometric model on 
WEF, World Bank data, prepared by Oxford Economics), although comparability is 
sacrificed. According to this model, the percentage of total national GDP produced 
by tourism is 11.8% (Euro 171 billion) and the impact on employment is around 
12.8% (Euro 3.1 million jobs).

In detail, in 2015, out of over 6 million firms registered in Italy, those performing 
activities most directly related to tourism (accommodation, catering and brokerage) 
accounted for around 7.3% of the total (440 thousand) and their dynamics throughout 
the year were better than those for the total number of firms.

In the same year, employees working in core tourist activities accounted for 
around 6% of total employees, the majority of whom are concentrated in reception 
and catering (1.4 million), while a minimum part operates in brokerage. It should 
be noted that the former increased by +7.5% between 2010 and 2015, while the 
latter decreased by -8.5% in the same period. Other tourism-related activities, 
such as culture and museums, registered around 174 thousand employees, with 
a -7,2% decrease between 2010 and 2015.
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The value added per employee in 2015 reached almost Euro 37 thousand in the 
accommodation and catering sector and Euro 33.5 thousand in the brokerage 
sector, against an average of over Euro 57 thousand on the entire economy. This 
value was higher in artistic and leisure activities (around Euro 50 thousand). 

It should be noted how the value produced by core tourism activities has gradually 
decreased over the last 15 years, particularly between 2000 and 2010. In 2000, in 
fact, the value added per employee was around Euro 50 thousand in the reception 
and catering sector and around Euro 55 thousand for tour operators and travel 
agencies. The figure fell by -7.8% and -6.3% respectively between 2010 and 2015, 
against -1.8% on average for the entire economy.

Fig. 8 - Value added by employee, 2000-2010-2015 (in Euro)

Source: Prepared by CISET using ISTAT Movimprese data

1.4 CURRENT TRENDS

TOURISM AND CULTURE ARE THE DISTINCTIVE ELEMENTS OF THE ITALIAN 
BRAND AND THE STRONG POINTS OF THE COUNTRY’S SUPPLY

The first element of interest for Italy in the scenario of global trends is once 
again culture in 2016, together with the growing interest in proposals of “new 
destinations” to be discovered and “experience holidays” as the reasons for 
choosing a holiday21.

In the synergy between tourism and culture, Italy is recognised for the distinctive 
elements of the country brand.

In this regard, it is interesting to note the positioning of Italy in terms of Global 
Reputation, according to the estimates of the Country Brand Index 2014-2015, 
created by FutureBrand and considered to be one of the major indicators of 
trends in country value as a global brand. 

21 EuroBarometer 2016.
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Fig. 9 - Positioning of Italy in the Country Brand Index 2014-2015

 

Source: FutureBrand

For Italy, even in this worldwide layout, the segments of tourist and cultural 
experience are confirmed as the principal factors of appeal and recognisability 
(basic reputation).

In addition to symbolising our reputation worldwide, culture and the landscape 
are therefore also the most promising assets in our portfolio of tourist products.

Fig. 10 - Dynamics of flows and profitability trends of several tourist products 
in 2020

Source: Manente, Pietrarsa 2016

With this in mind, the data on the growth of the number of visitors and the revenues 
of government museums confirm these synergistic aspects as key strengths for 
Italy, in a system capable of competing internationally. 
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In the first four months of 2016, in fact, the number of visitors increased by 9.3% 
compared with the same period of 2015, totalling over 13 million, with over one 
million more people visiting government museums in the first four months of 
the year. Proceeds increased by16%, totalling around Euro 41.6 million, i.e. an 
increase of Euro 6 million compared with the first four months of 2015. 

The revolution in the museum sector, with new price policies, autonomy and 
the work of directors selected through an international competitive procedure, 
is having important results which are boosting and directing cultural tourism 
development policies, with a view to continued reinforcement of the Italian brand.

HIT-AND-RUN TOURISM IS INCREASING

The positive trend in arrivals, which increased by 50% between 2001 and 2015, 
partly associated with the winning combination of tourism and culture, is being 
accompanied by an element which has a negative impact on the national tourism 
economy. Although Italy continues to be one of the most attractive countries 
for tourists, there has been a decrease in the average presence of tourists. 
The average length of stay has, in fact, decreased from 4.1 to 3.6 days, over the 
same time period. It is estimated that this has led to a decrease in per capita 
expenditure, with a loss quantifiable as Euro 38 billion in lower foreign currency 
revenues22.

In order to fight this phenomenon, it is necessary to rethink the Italian tourism 
supply model and focus on the concept of quality, while simultaneously enhancing 
the immense and complex tangible and intangible heritage our country has 
to offer. This choice will not only increase the length of stay, but also average 
expenditure of tourists in Italy.

CUSTOMISED PRODUCTS PREVAIL OVER STANDARD ONES

Adapting the tourism supply to the trends of world demand means basing the 
country strategy on analysis which identifies the greatest changes and needs 
expressed by tourists. 

A “customer transformation” is currently under way, the main element of which 
is the search for exciting and memorable experiences23. The cornerstones of 
the so-called experience economy, such as entertainment in the sense of being 
in a specific context; the educational aspect; the active aspect, which is doing 
something; the aesthetic aspect, which relates directly to being. The traditional 
approach of markets is no longer sufficient: only one foreign tourist in ten comes 
to Italy on a package holiday and an increasing number of “customers” not only 
organise their own holiday, but also “certify” it as a guide for others (off-line 
and on-line) and play an active role in creation of tourist products. The targets 
become wider and overarching to cultures and social classes, while there is 
growing awareness/attention focused on “Sustainability and Experience of the 
territory”24.

22 Manente “Il turismo nello scenario internazionale” Cernobbio, 19 marzo 2016.

23 Manente, Pietrarsa 2016.

24 Manente, Pietrarsa 2016.
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Faced with the trends underlying this transformation of tourists, characteristics such 
as rapid change, centrality of the “experience” and pervasiveness of technologies 
mean that suppliers of tourism products must be able to respond flexibly, as part of 
a vision based on integrated solutions and rapidly supplied services.

THE DECISION TO PURCHASE AND THE PURCHASE ARE MADE ON THE INTERNET

The digital revolution has affected the tourism sector and led to a radical change 
in consumer behaviour, from the moment of decision up to actual consumption of 
the tourist product. 

Among all users who have Internet access25:

• 91% have booked on-line at least one product or service over the last 12 months 
and use search engines as their primary source when seeking or planning a 
holiday;

• 42% use a mobile device (smartphone, tablet, etc.) to plan, book and obtain 
information (33% in 2012);

• 68% search on-line before choosing the place and type of holiday. Use of the 
Internet is essential for a tourist26:

• 80% use the Internet in the planning stage;

• in the consumption stage (once at the destination):

1. 58% use on-line sources to look up activities and services;

2. 40% directly create new content (and share it).

These figures are constantly increasing year by year and are reflecting a sector 
which could now rightly be defined as high-tech. From this viewpoint, a critical 
element is just how far Italy is behind almost all principal competitors in the issue 
of technological innovation27.

Future planning must therefore also consider the fact that, in 2025, “Millennial” 
consumers will make up half of all travellers worldwide. 

These people, born between 1980 and 2000, are therefore the priority target for the 
economic system of tourism not only due to the market share they represent now 
and in the future, but also since the needs they express are the drivers of medium 
and long-term demand. 

Compared with previous generations, Millennials tend to consider travel and 
holidays as a necessary element of their lives; they travel a lot more and for much 
more time and, above all, they consider the money spent on tourist experiences 
as the most well-spent, although they focus much more attention than their 
parents did on the quality of the experience on holiday, based particularly on the 
opportunities the territory has to offer, such as local specialities (especially food 

25 TdLab, from “Google - The 2013 Traveler, Eurobarometer”.

26 TdLab, from “Preferences of European towards tourism, 2013”, “UNWTO - Technology in Tourism/ AM Report, 
2011”.

27 TdLab – Final report.
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and wine), in which the relationship between the different elements of the location 
is a cornerstone28.

Internet is absolutely the most widely used channel for booking, finding the 
information to reach the decision to purchase and sharing experiences and 
assessments with the vast public of users connected through social networks.

THE SHARING ECONOMY IS CHANGING THE WORLD

At aggregate level and heavily supported by the pervasiveness of the Internet, 
the overarching change brought by growth of the sharing economy must also 
be considered, a phenomenon which requires perfect knowledge and careful 
assessment to grasp the opportunities and limit the problematic aspects.

It is estimated that, by 2025, transactions linked to the sharing economy in the 5 
principal sectors – collaborative finance, private accommodation sharing, private 
transport sharing, domestic services on request and professional services on 
request - will be worth Euro 570 billion, i.e. a value 20 times higher than the current 
figure of Euro 28 billion, which still only represents 0.035% of the global economy.

The firms with the highest revenues are precisely those linked to tourism, a sector 
in which the sharing economy already represents 1% of the worldwide value: at the 
start of 2015, there were 500 dedicated platforms, 11% of which relate to holidays 
and accommodation, 50% to transport and 39% to leisure time.

The most important figure for understanding the rise of this phenomenon is not 
so much its size and impact on the global economy as its growth rate, currently 
well over 50% annually (sources: Market Revolution 2013, Rifkin 2014, Stokes et al. 
2014, Airbnb 2015).

This is a significant phenomenon, which the national tourism strategy must view 
as a chance for constructive dialogue between the various stakeholders and as 
a potential growth factor for the sector, particularly for territories where the 
low critical mass of hospitality structures or the lack of infrastructures is now a 
competitive disadvantage to be overcome. The need to comply with the sector’s 
regulations and taxation and contribution systems remains.

28 La Generazione Millennials: il presente e futuro della domanda turistica, Belloni 2016.
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1.5 THE HIGHLIGHTS OF THE SCENARIO

2

1

3

4

5

6

7

8

9

EUROPE CONTINUES TO BE THE LEADER ON THE WORLD MARKET
- with 51.3% of interna�onal arrivals

HIGHLIGHTS*

* Fon� e annualità di riferimento sono precisa� nel capitolo 1 del PST

TOURISM IS A KEY SECTOR TO ITALY'S DEVELOPMENT
- with 11.8% of na�onal GDP and 12.8% of employment

THE DEPENDENCE ON DOMESTIC TOURISM AND MATURE MARKETS IS VERY HIGH
- 52% of total arrivals are from Italy
- 70% of total arrivals are from Europe

TOURIST FLOWS ARE CONCENTRATED IN THE TOP DESTINATIONS 
- over 60% of arrivals are in just 4 regions

THE SHARING ECONOMY IS CHANGING THE WORLD
- it employs 15% of the tourism market

10

HIT�AND�RUN TOURISM IS INCREASING
- the average stay went from 4.1 to 3.6 days between 2001 and 2015

CUSTOMISED PRODUCTS PREVAIL OVER STANDARD ONES
- only 1 foreign tourist in 10 comes to Italy on a package holiday

THE DECISION TO PURCHASE AND THE PURCHASE ARE MADE ON THE INTERNET
- half of visitors in 2025 will be Millennials

TOURISM AND CULTURE ARE KEY ELEMENTS OF THE ITALIAN BRAND
- 1st place in the Brand Reputa�on world ranking 
- cultural tourism has the highest growth prospects up to 2020

TOURISM IN ITALY HAS SEVERAL AREAS NEEDING IMPROVEMENT
- low competitiveness in positioning with respect to our competitors and low value 
  added per employee



2
VISION AND STRATEGY 





39

2
VISION AND STRATEGY 

2.1 THE VISION OF THE PST 

The vision of the Strategic Plan for Tourism is the result of the analysis 
discussed on the previous pages and the participatory process that outlines the 
desired future scenario of renewed impetus for the appeal of Italian tourism. 
In this vision, Italy is destined to reassert its leadership on the tourism market, 
making the beauty of its heritage and land a unique and distinguishing factor 
to achieve competitiveness and appeal. Tourism once again becomes the heart 
of the development model and can contribute to the sustainable and long-term 
management of natural and cultural resources, while generating economic and 
social benefits for the local areas.  

This scenario involves a radical renewal of the tourism supply models, geared 
towards sustainability, digital innovation, smart adaptation to the new trends of 
demand and quality accommodation/services. 

In this sense, the Plan aims to broaden the supply, thanks to its enormous 
potential, and to encourage the emergence of new models to add value.

In brief, the vision of the PST is to revive Italy’s leadership on the tourism market 
and boost the contribution of tourism to the economic, social and sustainable 
development of its local areas. 

This means ensuring that Italy - through radical innovations based on the digital 
revolution and transformation of the market - becomes a point of reference 
for Italian and foreign visitors seeking beauty and quality, due to a unique and 
inimitable natural and cultural heritage, a hospitality acknowledged worldwide 
and a welcoming, inclusive and well-organised tourist system, focused on the 
tourists themselves, their desires and their needs. 

The scenario outlined by the PST recognises the potential for growth of the 
product and employment in tourism and in all the industries associated with it.. 
By contributing to discovery and enhancement of Italy’s heritage, tourism also 
contributes to its appeal (not just to visitors, but also to enterprise and investors). 
Development of tourism thus produces economic and social well-being in 
secondary territories as well, as well as contributing to social cohesion and to 
the cultural identity of cities and areas over the long term.

In order to pursue this vision, the PST recognises that the policies for achieving 
these objectives must be profoundly overarching and cross-sectoral. It is therefore 
necessary to support the quality and dynamism of the entire chain of activities 
and services (such as transport, environment, conservation and management 
of tangible and intangible cultural assets, etc.) which are inextricably linked to 
tourism. This is why the Plan has been created exclusively through the contribution 
and sharing of strategies and areas of intervention by all the players involved, for 
various reasons, in preparation and implementation of said policies.

The vision of the Strategic Plan for Tourism outlines four strategic areas:
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PST'S VISION

Reviving
Italy

TERRITORY AND
HERITAGE

COMPETITIVENESS
AND EMPLOYMENT

INTEGRATION AND
INTEROPERABILITY

PUTTING THE TOURIST
AT THE CENTRE

TERRITORY AND HERITAGE

The cultural and territorial heritage of Italy is fully exploited. Its long-term 
management and sustainable and innovative use is guaranteed.

The unique, multiple and inimitable heritage of Italy - linked to culture, art, nature, 
landscapes, traditions, creativity, style, fashion, design, the Made in Italy brand 
and its agricultural food products - is a primary source of appeal. Innovative 
use of this heritage in tourism is necessitated by changing technologies and the 
more sustainable and expanded market. A method of using the landscape and 
ecosystem services associated with it as a simple backdrop must be eliminated. 
It is essential to ensure visitors are given unique and authentic experiences, 
by creating new tourist products and improving the mature and leading ones - 
starting with beach resorts, one of the country’s major attractions - according to 
the specific characteristics of each territory and landscape. 

Italy is a country distinguished by the diversity and wealth of its landscapes, 
each with its own territorial, environmental and cultural assets, created over the 
centuries and full of knowledge, forms and relationships which characterise their 
specific qualities. Acknowledging and understanding the identity of the different 
places and the characteristics of each landscape encourages the production 
of exclusive and distinctive material assets, with a high added value and hard 
to imitate, in agricultural foods, crafts, manufacturing and tourist services. 
Differentiation of the tourism supply reduces congestion of the traditional 
tourist destinations, restores equilibrium and decreases seasonality of tourist 
flows. Unique features and territorial assets are fundamental elements in local 
development models which are competitive on a global market, also through the 
choice of more efficient organisational solutions and governance.

Focusing on long-term management and sustainable use of the heritage means 
recognising the value of the country’s natural and cultural capital, and also the 
positive external effects they produce, in terms of ecosystem services which are 
highly recreational, visually attractive and spiritual29.

Tourism is provided with a formidable appeal by this national and territorial 
heritage and must simultaneously enhance it in order to allow it to achieve better 

29 See Law 221/2015, “Provisions on the environment to promote green economy measures and for limitation of 
excessive use of natural resources”.
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levels of financial and economic sustainability, strengthening the prospects for 
long-term management.

COMPETITIVENESS AND EMPLOYMENT

The national tourism system boosts its competitiveness, generates further 
added value and increases the quantity and quality of employment in tourism. 

Italy’s competitiveness on the international tourism market currently has potential 
which is not fully expressed. It remains a destination of excellence, but many 
areas for improvement remain which, generally speaking, relate to: technological 
and organisational innovation, reactivity to market changes, competences and 
conditions for enterprise. 

These elements mean an extraordinary effort is necessary to increase the 
competitiveness of the country and its territories as a tourist destination (in 
addition to human, financial and technological resources). In this sense, a 
reduction in taxation, bureaucracy and regulations for enterprise is opportune, 
including through improved use of digital services and rationalisation of the 
regulatory framework; to this must be added identifying and tackling undeclared 
work, coding of new business models supported by digitalisation and the sharing 
economy, greater financial support for sector enterprise and simplification of 
administrative procedures for large investment projects as well.

Improving Italy’s competitiveness with respect to its major international 
competitors on the international market does not in any way involve playing a 
“zero-sum game” for Europe and its Mediterranean partners. In particular, the 
Strategic Plan for Tourism incorporates the European indications on creation 
of transnational European tourism products, as part of the macro-regional 
strategies, on activation of transnational special itineraries and on cooperation 
between European destinations through tourism clusters and networks.

Recovering competitiveness is associated with expansion of both the product and 
the quantity and quality of employment in tourism and the related industries. 
Tourism is a highly labour-intensive sector, where the quality of supply is closely 
linked to the quality of the service and the professional skills of the operators, 
along the entire hospitality chain and also in the service and manufacturing 
industries associated for various reasons with tourism activities. The system of 
targets and tools of the Plan - combined with national employment, training and 
inclusion policies - is aimed at reducing the areas of the sector which are still 
not regulated, increasing and diversifying professional skills and competences, 
training new generations of workers and business people skilled in digital 
technologies and capable of channelling creativity and talent into enhancing 
tourism, and operating within the new forms of integrated enhancement of the 
territories concerned.
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PUTTING THE TOURIST AT THE CENTRE

The Italian travel experience adheres fully to the tourists’ demands and 
expectations.

Demand in the tourism sector - which is changing rapidly as a result of 
technological innovation, access to information, opening of major new markets, 
transformation of cultures, styles and the reasons for travelling – is at the centre. 

The visitor is at the centre of the system of enhancement: all services and, more 
generally, all conditions which turn a visit into a memorable experience, must be 
focused on fully satisfying tourists, so that they want to return and are also likely 
to influence others, through what they say, to visit our country.

The Plan acknowledges that, on the current market, visitors are seeking a tourist 
experience rather than just a simple destination and that the means of promotion 
must be adjusted accordingly, in line with the needs of multiple travel segments 
and markets30.

In the PST, maximising visitor satisfaction is prioritised and this also has another 
aspect, equally important, linked to promotion of tourism as the driver of 
inclusion, education and culture for specific segments of demand.

INTEGRATION AND INTEROPERABILITY

The system of tourism associations and operators is fully integrated. 
Interoperability is fostered and shared choices and responsibilities are 
promoted (including through participatory governance of the Plan preparation 
process).

Integration and interoperability are two key concepts of the overall strategy of 
the PST , applied in the preparation phase and to be proposed once again in the 
implementation phase. Both reflect the need to encourage coordinated action 
between the various and dissimilar organisations which share common and 
mutually beneficial objectives, in both the public sector and enterprise.

In the first place, tourism policies - as already mentioned - cannot be sector-
specific. Appealing to tourists is the result of a multitude of factors, such as 
availability of infrastructures and services, accessibility of locations, quality 
of the territory in a broad sense, regulation of enterprise and competition and 
employment conditions. Integrating the policies naturally requires permanent 
and organised cooperation of the institutions and agencies which are responsible 
for them at the various levels (national, regional and territorial). 

Another condition for creation of the policies is integrating the various players 
of the tourism system, which has a vast and highly varied network of firms at its 
centre. Integrating these players means creating governance of tourism policies, 
by introducing means of coordination and interrelationships functional to the 
development of the tourism system. In this sense, central government, regional 
authorities and local entities - which are an important factor in success of the 

30 See European Parliament (2016), Recommendation no. 35: “[The Parliament] emphasises, considering the fact 
that today’s consumers tend to seek a tourist experience, rather than a simple destination, that a successful 
marketing strategy for promotion of European tourism products must satisfy the needs of different travel 
segments and markets in third countries”.
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sector - will facilitate the creation of fertile ground in providing the system of 
enterprise with the organisational, regulatory and financial means, economic 
support and public infrastructures it needs to compete effectively on the global 
stage.

Enabling these diverse and dissimilar organisations to interact with shared and 
mutually beneficial objectives requires interoperability, meaning the exchange of 
information and knowledge between organisations, particularly through transfer 
of data between their information systems.

The Strategic Plan for Tourism pursues these priorities through the integrated 
contribution of different targets and tools serving for governance of the Plan 
and the tourism policies such as to ensure profitable and stable cooperation 
between central government, regional authorities and territories. In particular, 
the PST plays a fundamental role in summary and integration of regional plans, 
which, in turn, are the result of sharing with local communities and industry. A 
summary of the visions and targets of these plans allows actions and projects 
to be identified on which to base the shared activities over the coming years, by 
converging available resources (regional, government, European) onto specific 
assets, fortifying destinations irrespective of administrative boundaries and, 
lastly, reviving Italy as a unique destination, by defining the promotion policies 
with ENIT.

In the prospect of multi-level governance of tourism policies, the general targets of 
the Plan and the Areas of Intervention are in line with European tourism policies.

The method of creation of the PST corresponds with the requirements of the 
Council Resolution 21 May 2002 (2002/C 135/01) on the future of European 
tourism, which invites the Member States to participate in implementing the 
approach of cooperation between tourism operators through an open method of 
coordination, encouraging active participation of enterprise and economic and 
social partners in definition of tourism development strategies.

The structure and strategic contents of the Plan reveal the high level of consistency 
and connection of the planned actions in the Communication [COM(2010)352 final] 
of 30 June 2010 “Europe, the world’s No 1 tourist destination – a new political 
framework for tourism in Europe”, which cite boosting competitiveness of the 
sector and sustainable, responsible and quality tourism as strategic elements. 

The principles expressed in the presentation of 22 February 2013 follow a similar 
line of a System of indicators of tourism for sustainable development, which 
highlight how “sector competitiveness is closely linked to its sustainability, since 
the quality of tourist destinations is heavily influenced by the surrounding cultural 
and natural environment and by their integration into the local community”. 
Similar interconnections are also found with the report passed on 15 September 
2015 at the Transport and Tourism Commission of the European Parliament on 
“New strategies and challenges for promoting tourism in Europe”, which invites 
a focus on sustainable and responsible tourism, in relation to the risks for the 
cultural heritage in several geographical areas, to strengthen the quality of 
tourist services, exploit the full potential of coastal and maritime tourism, and to 
encourage use of digital instruments in the sector31.

31 See European Parliament (2016), Report on new challenges and strategies for promoting tourism in Europe 
(2014/2241(INI)), Transport and Tourism Commission, Speaker: Isabella De Monte. 



44

2
VISION AND STRATEGY 

The framework briefly described therefore underlines a series of cornerstones of 
tourism policies and precise indications on the methods of creating the strategies. 
These elements have been considered in terms of both method, in the “open” 
and inclusive process of preparation of the PST, and in terms of merit, in its 
components (vision, targets, areas of intervention), confirming that the process 
started is moving towards the strategic objective of providing a single vision of 
the Italy of culture and tourism, improving both demand and supply side policies. 

2.2 OVERARCHING PRINCIPLES

The Strategic Plan for Tourism identifies three overarching principles which are 
decisive in identifying the areas of intervention and the actions through which 
they are developed: sustainability, innovation and accessibility/permeability 
(physical and cultural). These are strategic elements which cut across all of the 
Plan’s targets and interventions. The design and implementation of the system of 
strategies of the PST therefore constantly incorporate these principles. They may 
be converted into guiding criteria for assessing the merit of the actions which 
will be defined and implemented by the yearly plans within the framework of 
reference provided by the Plan.

To innovate, specialise and integrate
the country's amenities

To boost the tourism system's
competitiveness

To create effective and
innovative marketing

To achieve efficient and participatory
governance in the process of drafting and
establishing the Plan and tourism Policies
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SUSTAINABILITY

Sustainability in tourism is an economic development strategy which aims to 
protect and enhance the human, artistic, environmental and cultural heritage 
and is also the driver of developed economies.

The Strategic Plan for Tourism focuses on sustainability, not only in strictly 
environmental terms, but also with regard to economic development, intermodal 
and soft mobility, economic and territorial sustainability, use of heritage, creation 
of and innovation in tourism products, use of financial resources, authenticity and 
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identity. During preliminary discussion of the Plan, the centrality of sustainability 
in this broader sense was agreed by all, as the core idea around which to build 
present and future tourism strategies in Italy.

The “World Tourism and Travel Council”attributes a value closely linked to the 
concept of long-term duration to sustainability in tourism.  This does, in fact, 
satisfy the current needs of tourists and whoever is receiving them, by protecting 
and enhancing the places while simultaneously improving future prospects. 
Sustainability in tourism includes management of all resources in a way that 
economic and social needs are satisfied by associating them with protection of 
the landscape, the memory of places, the local culture and environment.

In this vision, culture in general and heritage in particular play an increasingly 
important role in national development policies, since culture reflects the 
authentic and unique nature of the places, assists circulation and exchange of 
ideas and values and promotes development, social cohesion and relationships. 
As an essential element in competitiveness, sustainable tourism therefore 
becomes a contemporary and creative development factor, capable of assisting 
development of traditional tourism models while also satisfying new demands.

Sustainable tourism must therefore contribute actively to conservation of natural 
resources and the landscape, as well as providing incentives and signals for 
diversified use of rural resources, bolstering landscapes and biodiversity and 
encouraging investment in protection and enhancement. In a sustainable vision 
of tourism, the expected development dynamics must favour distribution of 
opportunities between the central and internal areas of the country, bringing 
employment not only to the well-established areas, but also to that part of 
Italy still to be discovered and its valuable and attractive heritage. In the PST, 
sustainability also focuses on redevelopment of the environment and the 
landscape in tourist destinations threatened by overuse. In this case, the policies 
can trigger a virtuous circle of upgrading tourist flows towards sustainability, 
recovery of the environment and the landscape and attracting a new and more 
diverse tourism demand which is aware of the value of the landscape, the natural 
environment and culture. A broad vision of territorial development cannot fail to 
trigger dynamics which create new job opportunities, start innovative processes 
and stimulate creativity.  

Tourism therefore offers an extraordinary opportunity which Italy must grasp and 
develop if it intends to it achieve the targets of the “Europe 2020” strategy, as the 
driver of economic growth, development and employment, but also strengthens 
social and territorial cohesion.

Targeted initiatives must lead to new areas of appeal and enhance them, in a 
sustainable and authentic manner, also through the creation and offer of 
footpaths, cycle paths, railway lines, food and wine and slow tourism. 

If economic and social sustainability is to be increased, tourism policies must 
focus on the role the sector plays in linking and integrating with numerous other 
production activities, expanding industry and maximising the benefits for the area 
in terms of income and employment opportunities.

Reviving Italy means improving sustainability in tourism as one of the strengths 
of the country’s’ development model.  In this sense, the concept of sustainable 
tourism, linked with development, corresponds with the intentions of the World 
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Tourism Organisation (UNWTO), namely the only form of tourism for the future of 
the sector, in view of the exponential growth in the number of people worldwide 
prepared to travel and take holidays, following improvement in the economic and 
financial conditions of several countries and in view of the inevitable pressure 
and impact which these tourist flows will have on local communities and the 
environment of the destinations concerned.

Sustainable tourism is therefore a development strategy directed towards 
improving the well-being and quality of life in the present and the future. The 
potential of human capital and natural resources and awareness of responsibilities 
lie at the centre of this strategy. 

In order to create the conditions for long-term sustainability as a factor of 
competitiveness of the tourism sector in Italy, the contents and targets of the 
Strategic Plan for Tourism incorporate the international and European framework 
defining the directions which sustainable tourism policies must take.

INNOVATION

According to the UNWTO, innovation means introducing new factors which bring 
tangible and intangible benefits for all stakeholders in the tourism sector and 
which contribute to increasing the value of the tourist experience and the sector’s 
“core” skills, in order to increase competitiveness. 

In this sense, innovation affects a vast number of aspects, from the tourist 
destinations themselves to the products, technologies, processes, business 
and organisational models, professional profiles and management tools and 
practices. It also influences marketing, communication, operating processes, 
pricing and quality of the services and products. This is what innovation is an 
overarching principle in the PST, which potentially concerns all the targets and 
interventions of the Plan.

Innovation in the organisational process and the product is linked to the challenge 
of digitalisation, which is the true frontier of irreversible change within which it is 
necessary to operate. The viral distribution of information, the profound changes 
in the decision-making process of travellers and the expansion of informational 
tools available to users are now the key features of change more than ever before. 
The vast amount of data and tools available for access mean maximum attention 
must be focused on big data and its use in tourism, to obtain a better understanding 
of how to move on the market and how to refine predictive marketing techniques. 

In this situation, the support of intercommunicating digital environments which 
create interoperable flows and sources of data, due to definition of a clear system 
of underlying rules, becomes an absolute priority.  

The speed of change also requires continuous training of sector operators, and 
also identification of professional figures capable of using the new analysis tools 
and communication methods. 

Innovating also means providing the country with a physical infrastructure which 
allows information, contents and relations to transit, i.e. broadband. 

Various institutional operators have based their planning on this concept and this 
must be considered when defining the new tourism development strategies in 
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Italy. The reference here is to the priorities identified in the Smart Specialisation 
Strategies prepared at national and regional level. In detail, the National Smart 
Specialisation Strategy places the technological and business skills present 
at regional level - and obtained from the enterprise discovery process - in a 
systemic framework and criss-crosses them with strategic European agendas. 
The 5 national thematic areas on which to concentrate resources and investments 
include “Tourism, cultural heritage and the creativity industry”. The Strategy 
favours a more innovative and broader dimension of the sector, which extends 
the traditional boundaries of the hospitality system and explores segments with 
a high added value (services linked to culture and creativity) capable of having 
a significant impact on the consistency (and quality) of tourist flows. In detail, 
several technological trajectories are identified which cover the entire chain 
and correspond entirely with the strategic impact of the Plan. These trajectories 
provide the perimeter within which to channel interventions and actions aimed at 
guaranteeing innovation and competitiveness of enterprise, thus contributing to 
creation of the conditions of sustainability discussed in the previous paragraph. 

The Smart Specialisation Strategies are also accompanied by the 2014-2020 
Digital Growth Strategies being sponsored by the Italian Government, and also by 
the work performed by the MiBACT itself, through the TdLAB laboratory, which 
is summarised in the Strategic Plan for Digitalisation of Italian Tourism, the 
indications of which are included in this Plan.

ACCESSIBILITY / PHYSICAL AND CULTURAL PERMEABILITY

Physical and cultural access to the environmental, landscape, cultural and 
territorial assets of our country must be guaranteed in full. Accessibility means 
existence of conditions which: 

a) allow accessibility for tourism and use through mobility systems, including 
sustainable ones, contributing to reducing the isolation of peripheral or 
poorly served areas in which exploitable resources are present; 

b) privilege tourism for everyone, irrespective of age, health or any other 
distinctions; 

c) allow visitors to understand and interpret the history, complexity and variety 
of the assets they visit (cultural permeability), highlighting their uniqueness 
and strengthening the identity of the places. 

In a country like Italy - where the travel and holiday experience is characterised 
by the wealth of the culture, landscape, art and traditions - physical accessibility 
must be viewed as a natural and overarching element, a distinguishing factor 
of the host territory, where the hospitality structures and services for travellers 
satisfy the most diverse needs.

Ensuring Italy effectively applies the principles contained in such fundamental 
charters as the Italian Constitution, the Madrid Declaration and the UN Convention 
on the rights of people with special needs means that it is necessary to act on 
several fronts, by developing a series of actions which bolster the culture of 
hospitality in full and which, also in terms of image, reflect the level of civility of 
the country.
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In the first place, it is necessary to base tourism development strategies on 
the needs and desires expressed by the tourists themselves, i.e. on demand, 
satisfying them with a differentiated supply of tourism systems which allows 
Italian sector operators to conquer new and greater shares of a market which 
EuroStat estimates as accounting for a full 10% of the tourism GDP of each State 
in the European Union. These are segments in which accessibility intersects with 
the travel experience.

In this strategic approach, accessibility is viewed as a market choice, overcoming 
the concept of simply complying with legislation on architectural barriers in 
tourism supply. Implementing this strategy means analysing the situation on the 
basis of objective information and the basic requirements of accessibility, and 
also careful choice of the target on which to concentrate. 

A further key to strategic understanding of this aspect consists in focusing on a 
view of a city which is accessible, first and foremost, for its own residents, but 
also hospitable for tourists, including it transversally in the development of smart 
cities and ensuring communication between local administrations and citizens, 
tourism systems and tourists, through universal communication languages and 
codes.

It is essential for any action on tourism to include a system of constant monitoring 
which analyses, the effects, the effectiveness and the results, thus allowing the 
strategies to be improved if necessary. The first step must therefore be mapping 
and analysis of the current accessibility situation in Italy, based on data consistent 
with the accessible tourism markets and targets.

Better understanding of the territories and how accessible they are, targeted 
interventions in future legislation on tourism, appropriate communication 
actions, raising awareness and training based in national and international 
best practices are the foundations for the work which central government and 
regional authorities must perform together to guarantee tourism services usable 
by everyone.
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TARGETS AND INTERVENTIONS

D.1
To promote integrated and participative management, 
while constantly updating the Plan and encouraging 
operators to make choices with a view to sustainability 
and innovation

D.2
To expand the information and availability of data on 
tourism in Italy

D.3
To monitor policies and tourism development and 
enhancement plans

C.1
To strengthen the Italian brand's positioning and 
attractiveness, and facilitate promotion measures on the 
domestic market

C.2
To expand and diversify the supply and markets

C.3
To boost the digitisation of promotion and marketing 

To innovate, specialise and integrate
the country's amenities

To boost the tourism system's
competitiveness

To create effective and innovative marketing

To achieve efficient and participatory
governance in the process of drafting and
establishing the Plan and tourism Policies

A

B

C

D

A.1
To enhance strategic tourist sites and their respective 
products with an integrated approach

A.2
To enhance emerging tourist destinations with an 
integrated approach

A.3
To expand, innovate and diversify the supply

B.1
To digitise the Italian tourism system

B.2
To adapt the infrastructure network to improve mobility 
and inter-modality

B.3
To enhance hospitality skills and develop know-how in 
line with market development

B.4
To develop and distinguish tourism businesses

B.5
To develop a regulatory and organisational framework 
that promotes development
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The cultural and territorial heritage of Italy is fully exploited. Its long-term management and sustainable and innovative use is guaranteed. 
The national tourism system boosts its competitiveness, generates further added value and increases the quantity and quality of employment in tourism.
The Italian travel experience adheres fully to the tourists’ demands and expectations. The system of tourism associations and operators is fully integrated. 
Interoperability is fostered and shared choices and responsibilities are promoted (including through participatory governance of the Plan preparation process).

A
To innovate, specialise and integrate the country’s amenities

A.1
To enhance strategic tourist sites and their 
respective products with an integrated 
approach

A.2
To enhance emerging tourist destinations 
with an integrated approach

A.3
To expand, innovate and diversify the supply

A.1.1 - A.2.1 - A.3.1
Ongoing mapping of regional tourist destinations and their products 

A.1.2
Support for public/private governance and 
consolidation processes for destinations and 
products 

A.2.2
Enhancing regional intervention and Tourism 
Districts 

A.3.2
Creating inter-regional tourism itineraries

A.1.3
Support for upgrading amenities of major 
attractions and mature tourist destinations, 
with a view to sustainability 

A.2.3
Support for tourism development in emerging 
destinations, such as cities of art and villages 

A.3.3
Revival and reuse of government property for 
tourism purposes 

A.2.4
Support for the national strategy for parks and 
protected areas, rural and inland areas 

A.3.4
Revival and reuse of government property for 
tourism purposes 

A.2.5
Upgrading the ECST method and processes 
(European Charter for Sustainable Tourism in 
Protected Areas), including the tourist-cultural 
supply 

A.3.5
Support for innovative and creative businesses 
to develop new products
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3.1 OVERALL TARGET A – INNOVATING, SPECIALISING AND INTEGRATING THE 
COUNTRY’S AMENITIES

The Strategic Plan aims to broaden Italy’s tourism supply and make it more 
sustainable and competitive. In particular, with respect to the current situation, 
the Plan focuses on full use of the competitive advantage linked to the large 
number and variety of cultural, natural, anthropological and other assets, 
expressed through skills, knowledge, talent and local traditions. In line with 
European guidelines, the PST promotes an integrated approach to tourism. 

The Plan intends to include tourism among the country’s major attractions, 
making it more sustainable and innovative and focusing on promoting wider 
distribution of tourist flows, by 

• creating alternative modes of travel (e.g. paths and roads) as tools to reinforce 
knowledge of the extensive and complex history and heritage present throughout 
Italy;
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• boosting the appeal of the system of Unesco World Heritage Sites, not just as 
historical assets, but also as cultural landscapes and a series of less well-
known sites;

• boosting the appeal of cities of culture, to place Italy among the European 
leaders in terms of cities; 

• responsible use of the landscape, such as protected areas on land and at sea 
and mountain and rural areas and the related food and wine production. 

In this vision, the landscape plays a fundamental role in the sustainable tourism 
enhancement strategy, as an element unifying the other tangible and intangible 
elements of appeal. Landscape intended in its broadest sense identifies and 
diversifies the different areas of Italy and may be considered as a strategic means 
of attracting new flows and redistributing them throughout the country, thus 
reducing polarisation towards the traditional destinations. 

A clear trend over recent years has been growth of tourism linked to nature, a 
segment attracting a huge number of visitors united by the desire to experience 
a holiday which combines several aspects - nature, tradition, culture, landscape, 
food and wine - in a relatively limited time and space.

The Plan can contribute to ensuring that protected areas, in accordance with their 
priority mission of protecting natural resources, become a clearly defined tourist 
product, proposed competitively on the market by upgrading the offer, starting 
with communication about the area.

The PST focuses on complementarity of the supply, integrated with and extended 
to the major destinations (like the big cites) and the main tourist products (beach 
resorts, open air, congresses, spas, food and wine) from which to begin discovery 
of the country’s vast historical and artistic heritage and its landscape. It also 
promotes development of minor tourist destinations, such as the mountain 
regions, where tourism is often the main economic activity, which contributes to 
enhancing and conserving the environment.

In this sense, including less well-known sites/assets on the list of Unesco World 
Heritage Sites contributes to enhancing the tourism supply in areas which are 
still not receiving large numbers of visitors, as well as lightening the impact on 
the major attractions.

The Plan favours use of major destinations and minor areas through a network of 
alternative routes (e.g. paths and roads) and better links and connections between 
the coast, where the tourist flows are concentrated, and the inland areas. In the 
vision of the PST, cities of culture and art are not just places of heritage, but also 
places which produce culture, where visitors are encouraged to play an active 
role. The appeal of the major destinations for tourists thereby becomes a means 
of spreading tourism from the well-known attractions towards lesser known 
areas, in which creation of a competitive tourism supply plays a central role. 

As part of this Target, the PST focuses primarily on innovation - in product and 
process, also in relation to integration between the various players on the chain 
and public and private sector management, organisation and management of 
information - and on diversification of supply, supplementing it with innovation of 
emerging or new territories and products. 
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The so-called mature destinations, represented by strategic and highly appealing 
locations such as cities of art, seaside areas and spa towns, are the primary 
attractor of tourist flows since, irrespective of their size, they possess a density 
and layering of cultural assets inherited from the lengthy and continuous history 
of these places. These destinations are therefore a point of reference in expanding 
supply to encompass broader cultural and territorial aspects.

The major tourist locations must combine territorial management policies with 
culture, organisation, availability of infrastructures, innovation and enterprise if 
they are to reinforce local identify, cohesion, hospitality and the safety of their 
global recognisability as a “world city”. 

Several features make Italy the natural leader in European city tourism. Our 
country has a network of cities which each have their own individuality and value 
- the result of a combination of art, traditions and industrial quality - which are 
so intrinsic and expressive as to distinguish it from many other countries and 
transform it into a model which goes beyond European boundaries as well. This 
outstanding situation allows Italy also to strive towards an institutional European 
dimension, particularly as far as concerns medium and small cities. Medium sized 
cities are those which currently merit the most attention, due to the increasing 
urbanisation caused by movement of the population towards the larger cities, 
often only to the capital city, which causes tension and problems in government. 
Consequently, in view of the historical-urban-artistic quality of Italian cities and 
in order to define policies which lower the pressure on the larger cities, Italy 
could be the creator of a European design centred precisely on the objective of 
enhancing medium-sized cities.

The actions pursued in these cities will therefore focus on contributing, through 
tourism, to redeveloping the landscape and the environment of destinations 
where the flow of visitors and the market dynamics risk producing changes 
so great that they may comprise the distinctive identity of the area itself. In 
particular, enhancement of cultural and environmental resources to support 
growth of demand, the tourism supply and the economic and social well-being of 
the territories means the sustainability aspects of tourism must be redefined and 
focused on reducing the impacts, on eliminating seasonality and on development 
and promotion of eco-sustainable elements forming its entire production chain. 

Sustainability, as a characterising element of the Plan, is closely linked to 
polarisation of flows towards a small number of destinations and the underuse of 
the potential appeal of certain territories. 

It is therefore necessary to work with the territories and local communities to 
create appropriate sustainability policies (economic, environmental and social) 
for tourist flows, particularly for the large cities of art (Rome, Florence and Venice 
above all) and for the other major destinations which attract a high percentage of 
foreign and Italian tourists.

The principle of sustainability requires strategies and actions to be adopted which 
prompt differentiation of the tourism “burden” according to the level of maturity of 
the individual destinations, without neglecting improvement of overall saturation 
rates, particularly those relating to hospitality structures.

The tourism supply of the major destinations will be supplemented by (and 
integrated with) the supply of emerging territories and products, particularly 
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through enhancement of the identity of these places and the features of the 
Italian landscapes. 

The so-called emerging destinations are: small cities of art, villages, small towns 
and rural areas, protected areas and parks, etc. In this area, small towns (such 
as smaller cities of art which strive to be acknowledged as capitals of culture 
and authentic villages), Unesco World Heritage Sites (which express that specific 
Italian feature of spanning eras and a range of artistic styles reflecting a whole 
variety of civilisations and cultures), the mountain, countryside and rural areas, 
including inland areas, provide a considerable part of a prestigious heritage 
with a high potential appeal, particularly in terms of what is still a little known 
landscape.

In this case, the variety and the complexity of the landscape mean characteristics 
these territories have to offer must be reinforced by ensuring their authenticity 
is acknowledged through a national strategy focused on enhancing tourism. 
These specific features should not lead to supply being fragmented but, on the 
contrary, to integration of the different tourism experiences, both by encouraging 
more efficient organisational solutions and governance, and also by encouraging 
relations and links between the different segments (food and wine, agriculture, 
culture, etc.). 

In general, strategic management of the “tourist areas” (both those already 
perceived by demand and those which propose/acknowledge themselves) must 
prompt and/or accompany the processes of defining the most competitive 
territories, products and brands. 

In addition to the need to govern mass tourism better, it is also essential to 
provide less well-known places with the means and the skills to develop their 
appeal and their hospitality capacity and therefore offer tourists the knowledge 
and the possibilities for widening their choice of destinations. 

Enhancement of culture and tourism is one of the key factors in reviving local 
development which, in order to be successful, must be heavily integrated with 
the other resources - economic (agriculture) and social (material culture of the 
places) - which characterise the territories. Most importantly, the intervention 
strategies must be integrated into the territory to ensure the competitive 
advantage of being “near but far”, i.e. the fact that adjacent areas may be highly 
different in terms of the tangible and intangible assets they possess, is exploited 
to the full. 

Mountains, parks and protected areas can play an important role here, due to their 
ability to trigger sustainable development processes which view conservation and 
enhancement of biodiversity as the primary driver for achieving social well-being 
and opportunities for development of ecosystem services (such as leisure, beauty 
and cultural services) and of firms in the green economy and private social sector. 

This relates to mountain areas which, following climate changes, have already 
started to diversify and expand supply, following the criteria of operational 
sustainability.

The PST also supports the creation of strategically important new destinations 
and new products, based on integrated use of resources, territorial cooperation 
and quality of information. The new destinations are also represented by new 
tourism consumption methods and formulas. Innovations, particularly those 
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designed to satisfy demand, also require innovation in the physical and cultural 
permeability of the locations. The European Council’s historical paths, cultural 
itineraries, footpaths and systematizing “cultural itineraries” become the 
prerequisite for innovation in use of the landscape in tourism, which combines 
reuse of the currently underused historical and traditional heritage of buildings 
with promotion of the specific features and quality of the food products and the 
tangible and intangible cultural aspects which these locations have to offer. 

The infrastructure of the different roads and paths thus becomes the linchpin of an 
integrated and territorial action focused on quality, innovation and specialisation. 

In this context, better distribution of the flows may be achieved by:

• use of “cultural infrastructures” (museums, theatres, libraries, archaeological 
areas, etc.) also as the “gateways” to the surrounding areas, recounting and 
spreading their history and contributing to enhancement of the territory;

• integrating tourism and urban development policies, systematising the cultural 
and creative resources and activities of the areas; 

• introducing systemic intervention policies which are not constricted by 
administrative boundaries;

• exploiting sites of excellence within the territories, such as the current and 
potential Unesco World Heritage Sites and national parks, to increase the 
territory’s ability to attract visitors.

Growth and diffusion of a culture of territorial hospitality must be based on and 
use all these “intermediating structures”, starting with museums and continuing 
with libraries, guides or infopoints, the local population itself, not only as a means 
of communicating information but also, in certain cases, as the places where the 
information itself is actually produced and/or the services the visitor demands 
are provided.

Availability of knowledge which is instrumental to the creation of a catalogue of 
destinations and tourist products, an element which qualifies the supply and is 
a reference for demand, is essential here. The process of acquiring information, 
which will be firmly established in the PST implementation phase, has already 
been tested by conducting a quantity-quality survey, sponsored by the MiBACT, 
on the tourist destinations identified by each Italian regional authority in its 
own territory, and which has allowed an initial sample catalogued by area, 
characteristics of supply in terms of products, needs and expectations, to be 
selected. 

Classification of said destinations/products (mature/emerging/new) is therefore 
the starting point for pursuing Overall Target A which, by starting an organised 
debate (see forums) with the relevant institutions and operators, aims both 
to achieve both integrated enhancement and international promotion of the 
destinations/products. The three Specific Targets, detailed below, are, in fact, 
linked to the levels of development of the destinations. 
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3.1.1 SPECIFIC TARGETS A

A.1 Enhance strategic tourist sites and their respective products with an 
integrated approach

In collaboration with the Regions, the PST intends to acknowledge destinations that 
present a collection of attractive resources, infrastructures and services in which 
defined tourism products are present. According to the methods of opening and 
review of the Plan, this will provide a “Catalogue of Italy” containing destinations 
and products to be identified, together with the most widely felt policy needs at 
territorial level. Involvement of the relevant institutions and operators will allow 
integrated development, enhancement and promotion actions to be performed 
for the destinations and their products, partly on the basis of the demand flows 
and dynamics analysis which ENIT is currently performing with the MAECI.

In areas with a strong tourist appeal (strategic locations and Unesco sites), the 
objective of the PST (identified partly on the basis of the results of the survey) is 
to increase the quality of governance, cooperation between institutions and the 
public-private partnership, to create a more innovative and diversified tourism 
supply for these destinations. The PST also intends to contribute to development 
of destinations which, following excessive use, require work to restore the 
conditions of the environment, landscape, cultural heritage and territorial 
resources in general.

In these destinations, such as coastal areas where the effects of excessive anthropic 
pressure must be mitigated, the PST promotes enhancement initiatives, in 
agreement with central government, regional and local administrations, extending 
the supply to lesser known areas, according to cultural and landscape criteria and 
underlying themes. In the implementation phase, the Plan also studies trials of 
sustainable tools and methods for use of Italy’s major cities of art. 

Careful analysis of the dynamics of tourist flows is a decisive factor for innovation 
in organisation of tourism in Italy and, among other things, allows full assessment 
of the importance of segments such as seaside resorts, open air, culture, 
spa towns, food and wine and business. In particular, the seaside is a product 
involving a full 15 Italian regions, with a total 7,458 Km of coastline distributed 
among 651 municipalities and is also the main source of supply for many of them. 
This product must be enhanced as a whole through a national policy focused on 
its structural redevelopment and on its integration with other territorial products.

Understanding these main attractions of our country and how they are perceived 
by visitors allows the number of destinations to be increased through effective 
communication and assists creation of innovative tourist services. In this regard, 
the topic of reorganisation of the tourism data collection and analysis system is a 
cornerstone of Overall Target D of the Plan (see D.2 - Expand the information and 
availability of data on tourism in Italy).
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A.2 Enhance emerging tourist destinations with an integrated approach

The territorial destinations with high potential which are still not recognised 
as “tourist destinations” may benefit from better distribution of visitor flows, 
in connection with the more popular destinations, thus contributing to greater 
visitor satisfaction by increasing the supply and offering a broader and more 
intense experience. 

The PST therefore focuses on supporting and reinforcing emerging destinations 
- particularly cities of art, villages, parks, mountain areas, protected areas and 
rural areas - in which tourist products based on responsible use can be created 
or bolstered, on reinforcement of sustainability of tourism and on innovation (for 
example, by integrating production of contemporary culture into these sites). In 
these areas, development of tourism heavily integrated with enhancement of 
other territorial resources, such as agriculture and the material culture of the 
locations, is promoted.

Protected areas are an important asset in terms of natural beauty, extensive 
biodiversity, a workshop of good practices and management of the territory, 
enhancement of local products and their quality, and offer the perfect combination 
between protection of biodiversity and sustainable development of the areas. 
This is why the PST must prioritise protected areas in promotion of a sustainable 
tourism model.

The excellence of the lesser known Unesco sites also contributes to increasing 
the integrated supply of the territories (landscape, series of sites, intangible 
sites, geoparks). 

Particular attention is focused, in seeking to achieve this target, on integrated 
enhancement of the role of the cities involved in the “European Capitals of Culture” 
and “Italian Capital of Culture” initiatives; the appeal of these cities is linked to 
their production of culture and the expression of Italian style and the Made in Italy 
brand, produced and distributed by the cultural and creative industry (in which 
the Culture and Development PON is currently investing heavily). 

Creation of the Italian capital of culture has had a huge effect on our country’s 
small and medium cities. The ambition to conquer the title has mobilised many 
communities which, with great confidence and a sense of challenge, have 
proposed development plans, projects and initiatives. This has been a collective 
effort, because local creativity, forces and skills have been combined to present 
the projects. It is therefore important for these qualities and intentions not to be 
wasted and for the widespread effort in terms of planning social and economic 
development of their own area to be exploited. The most deserving cities, which 
have obtained a positive assessment, should also be given the chance to develop 
these plans, even if they are not awarded the capital of culture title. Since these 
cities are generally medium-sized, or even small, enhancing them will broaden 
the supply with respect to the large cities of art, not only improving the territorial 
context as a whole, but also mitigating the impact of tourist pressure on them.

An important role will also be played by inland, mountain and rural areas, where 
enhancement of culture and tourism (particularly in the 2014-2020 territorial 
cohesion policies) is one of the strategic guidelines to revive local development 
processes, tackle depopulation and ensure the public has adequate services. 
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In the PST implementation phase, particular attention will be focused on initiatives 
for emerging products and destinations in the Tourism Districts recognised by 
Decree Law no. 70 dated 13 May 2011.

The PST uses principles of realism and selectivity for the identification and 
development of emerging destinations: development of tourism is based on solid 
and endogenous procedures which identify specialisation of the territory’s supply 
based on its own identity and resources.

Also important is the possibility of replicating and upgrading initiatives involving 
cooperation between institutions serving to assist construction of a tourism supply 
which combines territorial resources with the cultural heritage, including food and 
wine. The systemic logic of the PST is confirmed by the way these interventions 
are integrated and completed with effective and innovative marketing actions, 
which also assist in achieving Target C.

In this Specific Target, an important part of the overarching principle of 
sustainability is involvement of local communities and socio-economic systems 
and enhancement of the role of tourism firms and voluntary associations through 
application of the methods of the European Charter for Sustainable Tourism in 
Protected Areas (ECST). 

Particular attention will also be focused on solving the sustainability problems 
linked with accessibility for tourism of the most vulnerable areas, partly by 
encouraging soft mobility. An emblematic case is certainly election of Matera as a 
2019 European Capital of Culture. This is an extraordinary event which will involve 
many areas of Southern Italy.

A.3 Expand, innovate and diversify the supply

With this target, the PST aims to increase the overall capacity of Italy’s tourism 
supply to develop new products, including through: 

• use of the results of scientific research and technology applicable to this sector;

• the response to stimuli associated with development of international demand;

• enhancement of underused resources.

In particular, the PST supports planning and implementation of itineraries 
between regions as a “bridge” (systemic products) between specific types of 
tourist experiences, capable of connecting the top tourist spots to less visited 
areas. The itineraries will form closer ties between tourism and other activities 
(food and wine, agriculture, culture, etc.). 

In order to satisfy changing demand, Italian tourist destinations must also 
broaden their supply with new “themed” initiatives (e.g. cycle tourism, open air 
tourism, food and wine tours, historical paths, roads, cultural, musical and literary 
itineraries, footpaths, network of disused government properties and reuse of 
the currently underused historical and traditional heritage of buildings, etc.) 
and new tourist experiences. In this regard, museums can play a role of cultural 
connection with the surrounding areas, contribute to cultural permeability, and 
look ahead by providing a forum to generate new culture. A new approach to 
tourism as a “generator of culture” – and not just as something to be consumed 
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– will lead to a new type of supply that helps to show, convey and share the vitality 
of our cultural heritage, not simply as an asset to be protected, but also to be 
experienced and improved in the future.

Particular attention will be dedicated to supporting tourism for families, in order 
to encourage visits to places of culture and participation in the processes of 
conservation and enhancement of the cultural heritage.

Italy is in a position of natural supremacy in the exchange of experiences in 
the sectors of conservation, study, knowledge, enhancement, promotion and 
management of the cultural heritage, in view of the traditions of excellence in 
this sector. Our country offers a vast system of “study camps”, formed of the 
extraordinary and indivisible combination of heritage and the territories which 
have created and accommodated it. They may be the subject of specific promotional 
plans aimed at different scientific, academic, technical and educational levels 
and targets. 

Taking its cue partly from the Erasmus experience, the MiBACT, possibly in 
collaboration with other central government administrations, intends to launch 
a long-term plan for the promotion, also abroad, of hospitality and management 
of joint study camps with the administrations responsible for managing the 
country’s heritage, partly in order to rationalise and optimise the effects. Within 
the framework of seeking and defining innovations, the Plan also aims to integrate 
use of tourism with products and services from Cultural and Creative Industries, 
and bring about a major innovation in local tourist information.

An opportunity for extending the tourism supply is also provided by people of 
Italian origin living across the world, by identifying the needs of this “nostalgia 
tourism” market32.

3.1.2 AREAS OF INTERVENTION OF OVERALL TARGET A

A.1.1  Ongoing mapping of regional tourist destinations and their products

The mapping process starts with the survey on territorial tourist destinations 
sponsored by the MiBACT with the regional authorities, aimed at creating a clear 
picture of the tourism supply in Italy to connect with the analysis of demand 
produced by ENIT. 

The work is divided into the following steps:

1. check completeness of the data collected in light of the overall and specific 
targets of the PST, supplementing any gaps on the information sheet;

2. complete acquisition of data from all regional administrations;

3. produce a “Catalogue of Italy” (data base) of the destinations and related 
products, which also indicates territorial policy needs;

32 Italians living across the world include tens of millions of individuals, ranging between seventy and eighty, 
depending on the statistical parameters of measurement adopted. They maintain strong bonds with their own 
culture and the desire to see again or to discover their country of origin is very strong. Mobilising this flow of 
tourists is extremely important to Italian tourism.
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4. process and return the data, starting with definition of “assessment queries” 
linked to the decision-making process, also directly collecting any applications 
from the regional administrations.

The ”Catalogue” is a means of supporting decisions: the individual regions may 
extract information on enhancement and promotion strategies for their own 
destinations, thanks to the demand/supply grid created in collaboration with ENIT, 
while at central level, the information available will assist analysis of the overview 
depicting supply and integration of interregional and national strategies, in full 
compliance with the strategic choices and planning of the individual regions. The 
information collected can also be used to:

• create an overview of supply by aggregating data on all destinations according 
to geographical criteria (e.g.: specific information on municipal destinations), 
“vocational” criteria (e.g.: features of the destinations where the “Sea” product is 
a priority) and organisational criteria (e.g.: number and features of destinations 
with a predefined organisational structure), etc.;

• cross-check the data from the different survey areas to obtain conclusions on 
the state of the art (e.g.: territorial distribution of destinations which identify a 
specific product as a priority);

• compare performance and capacity of “similar” destinations.

The survey must be reviewed periodically to compare the data, mapping 
developments of the system and checking whether and to what extent the Plan has 
contributed to improving the initial situation and performance (also in the context of 
the Areas of Intervention planned for implementation of Overall Target D).

The knowledge acquired is considered useful for several Areas of Intervention 
of the PST. In particular, Area of Intervention A.1.1 overarches the three specific 
targets A.1, A.2 and A.3 and processing of the information could assist the 
decision-making processes on: 

• promotion and integrated enhancement of the strategic areas of tourist appeal, 
also through innovation of the relative products (Specific Target A.1);

• promotion and integrated enhancement of emerging destinations (Specific 
Target A.2);

• identification of new destinations and products which allow expansion, innovation 
and diversification of the national tourism supply system (Specific Target A.3), 
also assisting the creation of interregional tourist itineraries and products.

A.1.2 Support for public/private governance and consolidation processes for 
destinations and products

Territorial differentiation and enhancement of supply are the mechanisms 
to ensure overall growth of competitiveness of the Italian tourism system. 
Integration of destinations and products is a strategic route, as are overcoming 
exclusively local approaches, centrality of strategic areas of attraction and 
creation of interregional products. 

Organisation and governance of the individual territorial systems therefore become 
fundamental mechanisms for eliminating fragmentation in reinforcing the Italian 
brand and becoming more functional and coordinated. The initial results of the survey 
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started by the MiBACT during the participatory process of creation of the PST (see Area 
of Intervention A.1.1) show how the tourist destinations indicated in the first sample of 
regions have identified highly diversified organisation and governance models. 

This area of intervention is intended to intervene through: 

• integration of the policies which have characterised the system so far; 

• focusing on the areas of strategic appeal identified in Area of Intervention A.1.1.; 

• identifying and constantly sharing policy requirements; 

• identifying the principal business needs of the territories and the products 
concerned; 

• creating integrated actions which are sufficiently important nationally to allow 
efficient promotion and marketing by ENIT. 

This action will be focused on areas acknowledged as possessing groups of 
attractive resources, infrastructures and services, in which clearly defined and 
identifiable tourist products are present (even if positioned in different phases of 
the life cycle). The term tourist products here means local place names and brands 
which are in some way established and recognised or recognisable as genuine 
products usable by the market (for which there is organised and purchasable 
supply) and, therefore, desired/desirable by demand (such as the Unesco brand). 

The first step necessary is therefore to analyse the fame and reputation of the 
brands/place names, and then to assess their effective capacity and supply, 
followed by their appeal (which may be measured by looking at the geographical 
origin of visitors, for example).

A.1.3 Support for upgrading amenities of major attractions and mature 
tourist destinations, with a view to sustainability

Specific target A.1 is directed specifically at promotion and integrated 
enhancement of “mature destinations” and tourist products already recognised 
on their reference markets. Particular attention must be focused on seaside 
resorts, which are one of the major attractions of our country. This area of 
intervention serves to support upgrading and revival of this type of supply, starting 
with “product innovation” actions which, in line with the guiding principles of the 
PST, are implemented through integration which is:

• “vertical”, i.e. relating to different products/reasons which may be used in the 
same areas;

• “horizontal”, i.e. identifying complementarity between similar products and 
reasons which may be used in different areas (e.g.: Roads);

• “precise”, with upgrading which enhances operational good practices already 
tested or in the process of being tested, such as: 

- governance models for sustainable use of Unesco sites, which are subject to 
greater “tourist pressure”, including through creation of an Observatory for 
the Italian UNESCO sites. The first action will be starting a project to monitor 
supply conditions in Venice and identify solutions which mitigate the impact 
of tourism in terms of protection and safeguarding of cultural and landscape 
resources and sustainable management of use; 
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- the “Rimini Sea Park”, an intervention involving redevelopment of 15 km of 
coastline, as a new international attraction. This is a physical and spatial 
transformation based on profound cultural and relational change of a mature 
tourist destination and offers a new opportunity to support redevelopment of 
the tourist hospitality system;

- “Enhancement and integrated redevelopment of the Puglia coastline”, 
through clearly defined interventions on the waterfronts of the cities, 
suburbs, dunes, humid areas, a landscape with a great naturalistic value, 
links between the coast and the inland areas, soft mobility;

- the “Tuscany Landscape Plan”, which also includes measures to protect the 
dunes and coastline and imposes limits on building permanent structures on 
beaches, in order to guarantee accessibility and use of the shores;

- alternative mobility interventions in Tuscany, on both the minor railways 
(Cecina, Saline di Volterra, La Porrettana) and slow use of regional landscapes 
through the Arno Cycle Path and the Sentiero della Bonifica path;

- “The vineyards of Langhe-Roero and Monferrato”, which have been Unesco 
sites for two years, is an emblematic case of efficient cooperation between 
public institutions (Municipal and Regional Authorities), private enterprise 
(wine producers) and slow tourism operators (hotels, B&B, restaurants);

- trial innovative redevelopment of several major spa towns.

In line with the overarching principles of the PST, an action to raise awareness will 
be performed, aimed at ensuring sustainability is viewed as a guiding criterion 
of actions and projects, with particular reference to management of “mature” 
tourist products and destinations, based on criteria which consider the capacity 
of said destinations and the attractions they offer.

A.2.2 Enhancing regional interventions and Tourism Districts 

The subsidies provided by regulations are granted to the individual District 
receiving them if the territory in question has certain characteristics. The 
enhancement measures of the PST will be added to this support, according to 
a logic of integration of the tourism supply of the various districts and the other 
central tools and those of the Autonomous Regions and Provinces which have 
effects on the territory. The database created after “mapping of the destinations” 
(see Area of Intervention A.1.1) allows querying of the survey fields, one of 
which indicates whether or not the destination mapped is in a Tourism District. 
This database can also be used to identify potential complementarity between 
supply systems in different districts (e.g. in reference to priority products), 
thus facilitating the creation of coordinated promotional actions. The “Inter-
institutional Forums” envisaged in implementation of Overall Target D (See 
Intervention D.1.1) may, in this sense, provide means for coordinating these 
actions, starting with the possibility of creating “… projects, agreed with the 
ministries responsible for administrative and fiscal simplification, also in order to 
increase appeal, encourage investments and create areas attracting investments 
(AFAI) through actions for development of the areas of the district, infrastructural 
works, vocational retraining of personnel, promotion of new technologies” (as 
envisaged by art. 3, paragraph 5-bis of Decree Law 70/2011).
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A.2.3 Support for tourism development in emerging destinations, such as 
cities of art and villages

The tourism development strategies for villages and cities of art (meaning, in 
this Area of Intervention, those which may be qualified as emerging destinations, 
including those which have submitted their candidature as a European Capital of 
Culture for 2019 and the cities involved in the Italian Capital of Culture initiative) are 
aimed at upgrading competitiveness of the targets involved in tourism seeking an 
authentic territorial identity and to expand/integrate the current tourism-cultural 
supply. These strategies use processes which produce important results in the 
medium/long term and must be accompanied by strategic planning tools which 
improve the quality of the urban surroundings, the cultural supply and services, 
making the system of cities of art and villages internationally competitive.

In particular, it is planned to ensure continuity of the plans for cities of arts 
presented on occasion of the candidature for European Capital of Culture for 2019, 
in order to preserve the high quality of projects which promote redevelopment and 
enhancement of the cultural heritage, urban redevelopment which reuses disused 
or abandoned areas and modernisation of the tourist hospitality system. In the case 
of the Italian Capital of Culture initiative sponsored by the MiBACT, the focus will 
be on starting relations between the cities on the PST time horizon, partly in order 
to encourage the areas to consider cultural development as the paradigm of their 
own economic development and greater social cohesion. The definition, integration 
and management of a communication and promotion plan, also international, is 
planned for the city of Matera, as the 2019 European Capital of Culture.

A.2.4 Support for the national strategy for parks and protected areas, rural 
and inland areas

For rural, protected and inland areas and parks - areas with major territorial 
resources, but an underdeveloped tourism capacity, tourism is an important 
mechanism for reviving their economies in the National Biodiversity Strategy. 
Integration with the other “industries” present in the respective areas is therefore 
essential, with particular reference to: 

• the landscape-nature-agriculture-culture industry, which focuses on integrated 
enhancement of landscape and natural resources, food and wine production 
and a recognised cultural heritage;

• social quality, according to which tourism can be an effective means of 
development when combined with a dynamic society, local well-being and a 
welcoming community.

In operational terms, over the short term, the principal requirements for full integration of 
these destinations into the national tourism supply are: development of environmentally, 
economically and socially sustainable activities, focus on reducing the impact on natural 
resources, identification of reasons for a “slow” holiday and channelling towards the 
selected targets (cycle tourism, active tourism, emotional tourism). Over the medium/
long term, on the other hand, the principal requirements are increasing operator skills 
(integration with the Areas of Intervention linked to competitiveness of enterprise and 
Overall Target B is useful here), monitoring of markets to identify consumer orientation 
and satisfaction, redeveloping supply, partly by enhancing the natural heritage and 
property assets for tourism and social entertainment.
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A.2.5 Upgrading the ECST method and processes (European Charter for 
Sustainable Tourism in Protected Areas), including the tourist-cultural 
supply

Over the last 10 years, the parks and protected areas, partly through the 
Federparchi-Europarks Association and with the support of the Ministry for the 
Environment and Protection of Land and Sea, have established and consolidated 
a method of certification and development of sustainable tourist destinations 
known as the ECST (European Charter for Sustainable Tourism in Protected 
Areas).

There are 23 national parks in Italy and 14 of them have so far obtained the 
European Charter for Sustainable Tourism, while another two are currently in 
the process of obtaining it. The certified national parks therefore already account 
for 61% of the total, but a full 74% of the tourist products on the market are 
concentrated within them, testimony to a sensibility and direction by no means 
coincidental. In addition to the national parks, there are a further 16 protected 
areas and two regional systems (Marche and Puglia) which have obtained the 
ECST. 

This area of intervention will reinforce the process of adoption of the ECST by 
protected areas, promoting achievement of the Charter of other protected areas 
and supporting completion of the entire certification process, including the final 
phase involving tourism operators.

The ECST participatory process is stimulating and involving, the rules of 
sustainable tourism are easily incorporated and acknowledged as competitive 
advantages, plans of action are created and work performed to achieve them and 
the right expectations of market results are therefore produced, to which the PST 
may contribute also through the action of ENIT.

Since this is a European “tool”, with the right adjustments, the ECST can 
be changed and also applied in other contexts, not necessarily relating to 
environmental protection, but with a different connotation in terms of current 
and potential supply. 

A.3.2 Creating inter-regional tourism itineraries

This area of intervention serves to finalise the “mapping of tourist destinations” 
(see Area of Intervention A.1.1) and to identify new destinations and products which 
allow expansion, innovation and diversification of the national tourism supply 
system, and particularly the creation of interregional itineraries and products.

Intersecting analysis of demand/supply will be instrumental in identifying 
destinations characterised by the possibility of organising and marketing new 
tourism products which are complementary to each other. Existing synergies 
between the territories, which will be finalised when the PST is implemented, will 
therefore allow identification, even in the short term, of priority itineraries linked to 
tourism experiences and themes, such as the Roads and Cycle Routes, historical 
routes and itineraries (such as the Via Appia). Enhancement of interregional 
itineraries for tourism involves development of mapping and systematisation and 
integration of the entire public-private tourism production chain, with a view to 
segmenting demand, directed at both leisure and the meeting industry.
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A.3.3 Revival and reuse of government property for tourism purposes

The ANAS and the State Property Agency, in application of the Memorandum of 
Understanding signed with the MiBACT and the MIT, have agreed to place a vast 
group of property assets at the disposal of tourism. In particular, according to 
the Memorandum of Understanding, a European competitive bidding tender33 will 
be put out to identify the concessionaires of the Road workers’ Houses owned 
by ANAS S.p.A. on the quality tourism circuit, for use in “soft mobility” tourism 
services. 

As part of the special initiative called “Roads and Paths”, forming part of the 
wider project “Valore Paese – DIMORE”, the State Property Agency will, on the 
basis of the routes concerned - divided into cycle routes, religious roads and 
historical-artistic itineraries - take over the government properties to provide 
to associations, foundations and other private operators, for their enhancement 
and use, through diffusion of a culture based on knowledge and constant and 
informed promotion by all social players. 

Furthermore, in implementation of the “Art Bonus” Decree Law, particularly art. 
11, paragraph 3 of the decree, in order to encourage creation of other pedestrian, 
cycle, horse-riding, motorcycle, river and railway routes, the State Property 
Agency will start enhancement initiatives through which free concessions will be 
granted, for a maximum of nine years, to firms, cooperatives and associations, 
set up mainly by young people, on minor public properties, such as road workers’ 
houses, motorway toll booths, railway stations or port stations, forts and other 
disused properties.

A.3.4 Harmonisation of tourist information offices and reception standards

The ability of tourist destinations to compete also requires integration of the 
information, assistance and reception structures and promotion and marketing of 
tourist products, all managed separately by different offices in the past. This area 
of intervention focuses on harmonisation through shared standards (including the 
exchange of experiences and good practices), integrated methods of management 
of information, reception, promotion and marketing of Tourist Information and 
Reception Offices (IAT), considering them as essential meeting points between the 
destinations and the visitor in overall assessment of the hospitality of the destination 
concerned; it also serves to encourage organised and recognised information and 
reception networks, involving the private companies linked to the IAT. 

The IAT offices may also play an important role in promotion and information 
for tourists on the activities and forms of sustainable tourism, and also on the 
structures and products of the territory which have environmental and quality 
certification.

The regional and municipal authorities must be involved in implementation 
of these measures, as well as the managers of the IAT offices and category 
associations, partly in order to identify minimum standards, training courses, 
acknowledgement methods, identifying elements and shared signs.

33 A first call for bids for the concession on management and enhancement of 30 road workers’ houses was put 
out in the Official Gazette - Special Series 5a - Public Works Contracts, no. 81 dated 15 July 2016.
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It is therefore necessary to work at regional level, with integration between the 
regional authorities to create a shared model which is distributed as widely as 
possible nationally. 

A.3.5 Support for innovative and creative businesses to develop new products

The European cultural and creative industries, as acknowledged by the Europe 
2020 strategy, play a central role in the growth, competitiveness and future of the 
EU and its citizens34.

Innovative start-ups and new cultural and creative enterprises play an important 
part in creation of a full and appealing territorial tourism supply, as they tend to 
be dynamic and often capable of identifying new trends and discovering niche 
markets. An increase in competitiveness of tourism, in full compliance with the 
CREATIVE EUROPA CREATIVE program of the European Commission, therefore 
also needs the contribution of these enterprises, so it is necessary to support a 
new generation of innovative entrepreneurs, thus creating the conditions for a 
significant increase in start-ups in the tourist sector, partly through adoption of 
the new digital technologies and organisational innovations, their integration into 
the network (also through participation in European platforms) and definition of 
new services for tourism.

The following type of actions are to be taken:

• accompaniment and specialist activities dedicated to start-ups in the sector 
(also integrated with the contents of Area of Intervention B.4.1);

• initiatives aimed at encouraging innovative business ideas in the tourism 
industry, such as organisation of an Innovation Contest: young talent and 
aspiring entrepreneurs with different skills are asked to develop, in a group, 
an innovative business solution or proposal in response to an assigned theme;

• support services and activities for creation of networks of creative firms, 
including participation in platforms and networks funded as part of European 
planning (such as the European Creative Industries Alliance – ECIA). 

34 Green book “Cultural and creative industries, a potential to be exploited”, European Commission (2010). 

 http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2010:0183:FIN:IT:PDF

 European Agenda for culture, 2015-2018 four-year plan for the cultural sector. Adopted by the European 
Council on 23 December 2014, it is based on four priorities: a. accessible and inclusive culture; b. cultural 
heritage; c. cultural and creative sectors: creative economy and innovation; d. promotion of cultural diversity, 
presence of culture in EU external relations and mobility. http://ec.europa.eu/culture/policy/strategic-
framework/index_it.htm.
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The cultural and territorial heritage of Italy is fully exploited. Its long-term management and sustainable and innovative use is guaranteed. 
The national tourism system boosts its competitiveness, generates further added value and increases the quantity and quality of employment in tourism.
The Italian travel experience adheres fully to the tourists’ demands and expectations. The system of tourism associations and operators is fully integrated. 
Interoperability is fostered and shared choices and responsibilities are promoted (including through participatory governance of the Plan preparation process).
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3.2 OVERALL TARGET B - BOOST THE TOURISM SYSTEM’S COMPETITIVENESS

Overall Target B aims to create favourable conditions for consolidation and revival 
of the broader tourism industry, as the key sector for sustainable development 
of the Italian economy and its international position, partly with a view to joint 
development with the principal partners of the European Mediterranean area. 
These favourable conditions relate to: 

• adaptation of the infrastructure network to improve accessibility and inter-
modality; 

• promotion of innovation, digitalisation and creativity; 

• spread of a new entrepreneurship, improvement of the quality and quantity of 
employment, with particular focus on young people, and also training in new 
skills of the human resources in the tourism sector; 

• simplification of regulations and reduction of bureaucracy and taxation; 

• rationalisation and simplification of aid systems; 
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• creation and strengthening of joint ventures between firms.

Partly as a result of participation and sharing between sector operators and 
stakeholders, the PST creation process has identified specific priorities functional 
to achievement of this Overall Target.

In the first place, digitalisation and innovation, which is a particularly critical 
aspect for competitiveness of the Italian economy. In order to make up the 
gaps in terms of Digital Public Services, Human Capital, Integration of Digital 
Technology, Use of Internet and Connectivity (identified, among others, through 
the DESI index of the EU Digital Scoreboard for 2016), the government adopted 
two national strategies in March 2015, on Digital Growth and Ultra-broadband, 
intervening in the sectors of connectivity, eGov, eJustice, digital skills, healthcare, 
culture, education, tourism and agriculture. In July 2016, a memorandum was 
signed between the Ministry of Economic Development (MiSE), the Agency for 
a Digital Italy (AGID) and the MiBACT, aimed at creating a digital ecosystem for 
tourism capable of developing the current potential offered by technology in full in 
both the public and private sectors, enhancing the planned investment in digital 
infrastructures with parallel development of network services suited to changing 
demand. 

In the second place, aspects linked to accessibility, permeability and internal 
mobility of tourist destinations. The Attachment to the 2016 DEF, “Strategies for 
transport infrastructures and logistics”, acknowledges tourist destinations as 
fundamental components of the national infrastructure system. Similarly, the 
Special Tourist Mobility Plan - PSMT (D.L. no. 83/2014, art. 11, paragraph1) aims 
to guarantee national and international accessibility to tourist destinations and to 
exploit the infrastructural system itself as a key element of the tourism supply. 
The methodological approach in creation of the PSMT with regard to these aspects 
corresponds with the one used for this Plan, and the intention is to start a process of 
precise sharing of targets and strategies with all local administrations and entities 
and all sector stakeholders. The overarching principles of this strategy will be 
safety and sustainability, both environmental (compatibility with the international 
community’s commitments on reducing pollution and greater use of renewable 
resources) and economic (through efficient and long-term interventions which 
are functional to development of the territories, also in terms of tourism). Other 
overarching issues will be improvement of the quality of life and competitiveness 
of urban and metropolitan areas (through development of rapid mass transport 
systems, new smart transport services for local public transport, shared mobility 
services, cycle-pedestrian mobility and “on-demand” services for areas with 
low demand), and also enhancement of the infrastructures as elements of the 
landscape and factors in promotion of tourist demand (cycle routes, historical 
itineraries, mountain railways, etc.), integrating transport and tourism supply.

From a strategic viewpoint, it would appear essential to involve the “big mobility 
players” and to ensure harmonisation between the respective actions. The PST 
creation process also led to emergence of ideas and proposals to be developed 
over the Plan’s time horizon, with initiatives which enhance the “gateways” to the 
Italian economy and the medium and long-distance railway carriers as means of 
promotion of the territory and its tangible and intangible assets.

Another shared objective relates to development of suitable skills for evolution 
of contemporary tourism. Differentiating skills and encouraging new abilities 
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suited to changing demand is a key element for the competitiveness of firms 
and territories.  It should be remembered here that tourism continues to be a 
relatively labour-intensive sector, where the quality of supply is closely linked 
to the quality of work and to the professionalism of the sector operators along 
the entire hospitality chain. In this aspect, the Italian tourism sector is basically 
similar to the rest of the national production system: a high number of micro-
enterprises, often family run, alongside multinational hotel and catering chains 
battling with the difficulty of systematisation. Although micro-enterprise 
frequently coincides with a personalised and therefore appealing experience, it 
is often unable to achieve sufficient levels of economic sustainability, particularly 
in the presence of large tourist flows. Naturally, forms of competitiveness based 
primarily on reduction of labour costs and evasion of taxes and contributions 
cannot be sustained over the medium/long term. This penalises investments by 
both enterprise and by the workers themselves, who do not invest in their own 
qualifications, with a consequent impoverishment along the entire chain and 
specialisation in activities with a low added value. 

Improvement of skills and employment requires a parallel improvement in 
employment opportunities, which in turn are a function of a tourism supply 
system (and the broader industry) suited to changing demand, focused on 
improvement of quality standards, activities with a higher added value, innovation 
and creativity and sustainability (environmental, economic and socio-cultural). 
This requires development of the most innovative start-ups to be encouraged, 
also in complementary sectors to tourism, supporting improvement in quality of 
the tourism economic system, also through new regulations on supply standards, 
organisational and cultural strengthening of family enterprise, protection of firms 
operating in the sector of enhancement of cultural and environmental assets for 
tourism purposes and attracting investors for redevelopment of brownfield sites 
and structures in decline. It is also essential to encourage cooperation between 
firms (e.g. product clubs, districts), development of networked hospitality supply 
models, forms of cooperation between enterprise and public sector players 
for development of a systemic and integrated supply at territorial level (also 
through inclusion of the firms in description of the tourist experience guaranteed 
by the territory in question) and repositioning of the Italian tourism industry in 
the international (and regional) system of the multitude of industries/networks 
forming the sector. The relevant good practices here include the EUSAIR strategy, 
the priority objectives of which include precisely the creation of an integrated 
tourism supply characterised by products and services with a high added value, 
and also an increase in accessibility, physical mobility and information within the 
Adriatic-Ionian Sea macro-region. Another objective which is particularly crucial 
for sector enterprise is improving the aid provided to firms with the tax credit 
system, in both digitalisation and restructuring, simultaneously carrying out 
concrete and targeted interventions to reduce tax pressure and assisting extension 
of seasonality. The fight against illegal practices in all sectors of the industry is 
also emphasised. In conclusion, a broadly shared objective which is frequently 
mentioned in discussion with sector operators is simplification of regulations and 
reduction of bureaucracy, including through better use of digital services. This 
would make the system more efficient, reduce costs for enterprise and contribute 
to attracting foreign investments, with positive effects in enhancement of the 
artistic, cultural and naturalistic heritage of our country.
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With these objectives in mind, the Overall Target on competitiveness is divided into 
the following 5 Specific Targets: digitalisation of the Italian tourism system and 
development of innovative services; adaptation of the infrastructural network to 
improve accessibility, permeability and internal mobility; growth of the culture of 
hospitality and development of skills suited to market changes; redevelopment of 
the Italian tourism industry and its repositioning in the international (and regional) 
system of industries/networks; adaptation and simplification of regulations, also 
as a function of the previous targets. 

3.2.1 SPECIFIC TARGETS B

B.1 Digitise the Italian tourism system

The Plan’s actions will primarily be geared towards developing new network 
services by enhancing investments in the digital infrastructure, through direct 
involvement of regional and local businesses. This is achieved through the formula 
of “creation of a digital ecosystem of culture and tourism” which should, with the 
contribution of all those responsible – primarily, but not exclusively, the competent 
administrations – contribute to bridging the serious “digital divide” afflicting 
national sector operators with respect to their principal European partners. 
Examples of actions which correspond with this Specific Target are initiatives for 
integrated management of information, promotion and marketing of supply and 
interoperability between the tourist portals at different destination levels; creation of 
central digitalised platforms for consultation of the tourism operator and enterprise 
databases; single management of public wi-fi registrations (also internationally, as 
occurs in the academic world), and also actions to renew the means of national 
promotion and incentive policies for digitalisation of tourist services and tourism 
materials covered by public promotion policies (so-called Digital Library, based on 
the European model) and management of the related open data.

B.2 Adapt the infrastructure network to improve accessibility and inter-
modality

With a view to the cooperation between institutions which characterises the 
PST, the interventions to implement this Specific Target will correspond with the 
contents of the future Special Plan for Tourist Mobility of the MIT, which will involve 
adaptation of the infrastructure to improve tourist mobility, through definition of 
targets shared with sector operators and the principal stakeholders. Further 
actions to achieve Specific Target B.2 are contained in the “soft mobility” plan and 
the strategic projects for development in the country of a “slow” infrastructural 
network, which will include cycle routes, roads and enhancement of historical 
railway lines, integration between railway services and promotion of tourism. 

It is also planned to encourage inter-modality, starting with the main “gateways” 
to the system of international flows of people; to ensure the areas’ “permeability”, 
consistently with the shared routes forming part of the territorial management 
systems of tourism supply; to enhance infrastructural heritage as part of the overall 
strategy to make the areas attractive and promote their sustainable development.
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B.3 Enhance hospitality skills and develop know-how in line with market 
developments

Enhancing hospitality skills also means developing new skills and professional 
competences as a function of new demand and new requirements linked to 
enhancement and territorial integration of the tourism industry. This requires 
the diffusion of innovative training methods, not just classroom training, but also 
courses which are as individualised as possible (experience tours, etc.) in all 
segments of the training system, from professional institutes to university graduate 
and post-graduate training, as well as the adoption of continued training systems 
and development of the so-called “soft skills” also for training of entrepreneurs. 
This Specific Target also aims to improve the perceived image and quality of 
sector employment, for example by reassessing the rules of alternating school 
and work and reviewing work placements, with the involvement of associations 
and businesses in the sector in both planning and supply of the training.

B.4 Develop and distinguish tourism businesses

This specific target is divided into two different strategies. This involves actions 
to reward progress in terms of quality in the broader tourism industry through 
financial and tax incentives and providing organisational and cultural support 
for enterprises. It also includes actions to encourage cooperation between 
firms (networks or chains, product clubs, districts), development of networked 
hospitality supply models, forms of cooperation between enterprise and public 
sector players for development of a systemic and integrated supply at territorial 
level (also through inclusion of the firms in description of the tourist experience 
guaranteed by the territory in question) and repositioning of the Italian tourism 
industry in the international (and regional) system of the multitude of industries/
networks forming the sector., also through the tax credit mechanism.

B.5 Develop a regulatory and organisational framework that promotes 
development

A system of clear and stable rules is required to improve sector competitiveness, 
which must be shared as widely as possible if prompt implementation is to 
be achieved. There is therefore a need for a coordinated review of rules and 
regulations which directly or indirectly affect a multitude of aspects linked to the 
competitiveness of tourism enterprises: 

• reduction of taxation and contributions; 

• more efficient actions to fight illegal practices in all forms, through incisive 
interventions which reward those who ensure legal working conditions and 
avoid illegal employment practices, and also against evasion of contributions, 
for protection of consumers and acknowledgement of quality standards; 

• incentives for proper employment and elimination of casual work.

Examples of actions which could assist achieving this target are: creation of 
a single information hub on opportunities for funding for sector enterprise; 
strengthening of financial support and simplification of administrative procedures, 
even for major investment projects; adaptation of regulations to the new business 
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models favoured by digitalisation and the sharing economy; a more efficient fight 
against exploitation of a dominant position; introduction of a tax system which 
encourages modernisation initiatives; digital and material investments; merger 
of small firms in the tourist sector.

The need to define a regulatory framework which fights illegal practices 
effectively must also be considered, as these practices are present in all sectors 
of the industry. 

3.2.2 AREAS OF INTERVENTION OF OVERALL TARGET B

B.1.1 Creating a digital ecosystem of Culture and Tourism

If use of digital technologies is to increase in tourism and culture, investing in 
open data, open services and big data must be a priority, combining public and 
private data, applying standards and rules of use which provide tourists with a 
broad ecosystem of information and value added services adapted to territorial 
needs. 

Participation and involvement of regional and local businesses will play a central 
role, particularly in order to: 

• complete mapping of the places of culture and the most important national 
events;

• identify, channel and link in a Digital Library the numerous sources present on 
the Internet in the “Mosaic of Beauty”, to allow it to be used through specific 
access and sharing policies; 

• map, through a Travel Library, the journey which a tourist can take to visit 
the places of Beauty, identifying routes (roads, cycle routes, etc.), integrating 
services along the way and standardising local specialities;

• define and extend the intrinsic characteristics of the “Mosaic of Beauty” for 
harmonisation of the data distributed according to a criterion of consistency 
and productivity;

• encourage digital tourism training programs.

The digital ecosystem may also contribute to the information systems envisaged 
in areas of intervention D.1.2 and D.1.3

B.1.2 Infrastructure for “on the go” services (broadband, ultra-broadband, 
Wi-Fi, single access)

In line with the national ultra-broadband strategy and the white areas plan 
approved by the EU on 30 June 2016, this area of intervention aims to:

• contribute to ultra-broadband coverage of areas of cultural interest in Italy;

• guarantee open wi-fi access for citizens and tourists;

• create a single authentication system adapted to foreign tourists’ needs and 
compatible with the SPID. 
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This solution would allow development in use of the new technologies to be 
accompanied by a significant expansion of the digital infrastructure of tourist 
destinations, characterised by a limited number of permanent residents, but 
with significant flows of visitors. Use of single digital identification systems 
allows services of simplification for users to be extended and also the systems of 
collecting and assessing tourists’ decisions in all phases of their journey. 

B.1.3 DMS digital interoperability

This area of intervention aims to create and implement a digital platform for 
“Destination Italy”, through a Destination Management System (DMS) for 
integrated management of information, promotion and marketing of supply and 
interoperability between tourist portals of the different destination levels, by 
creating: 

• a central database for the collection, aggregation and organisation of 
information on tourist resources and distribution of products to the different 
parties and channels, the content of which is also obtained from the “catalogue 
of destinations and products” referred to in area of intervention A.1.1; 

• a Customer Relationship Management (CRM) system through which to assemble 
packets of information and personalised offers and to contact tourists; 

• an integrated booking / dynamic packaging system which allows booking and 
sale of tourist services and products and dialogue with other booking systems 
through the channel manager; 

• an integrated Content Management System (CMS) for creation of both themed 
and destination based websites.

B.2.1 Special Tourist Mobility Plan

The strategies for transport infrastructures and logistics prepared by the MIT 
and attached to the 2016 DEF acknowledge tourist destinations as fundamental 
components of the national infrastructural system. The new Special Tourist 
Mobility Plan (D.L. no. 83/2014, art. 11, paragraph 1) is currently being prepared 
which, in the version prepared by the MIT and shared with the MiBACT, supplements 
the logic of identification of targets and strategies for the sector used for the PST, 
with particular focus on inter-modality. Three topics, in particular, will be the 
central focus of the Plan:

1. guarantee national accessibility through the “gateways” to the country used 
by international flows of tourists (airports, ports, etc.);

2. guarantee local accessibility to the country’s tourist destinations;

3. integrate the transport and tourism supply, enhancing the infrastructural 
assets as an element of attraction in themselves.

In the implementation phase of the strategic interventions of the PSMT, the State 
could act as coordinator, as the means for identifying sustainable solutions in 
terms of feasibility and efficient use of the limited resources available, as well as 
the driver in eliminating any obstacles in overcoming critical aspects indicated by 
the regional authorities.
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B.2.2 Strategic mobility projects for tourism purposes (national cycle routes, 
paths, tourist rail services, slow mobility)

A slow mobility network is being created in Italy through performance of projects 
aimed at providing the country with a genuine intermodal infrastructure of 
“green routes”. This takes its cue from parliamentary bill C.72 “Regulations for 
protection and enhancement of railway assets and creation of a soft mobility 
network” which was being examined by the VIII Parliamentary Commission on 
“Environment, territory and public works” of the Chamber of Deputies when this 
plan was prepared. The “Soft mobility network” will be created by recovering and 
reusing infrastructures such as: disused railways, country roads or footpaths and 
mule tracks of major historical interest, riverbanks, canal tow-paths, other plan 
and mountain paths and disused or abandoned stretches of road, other stretches 
of ordinary roads which, by linked separate segments of the network, can be 
shared and made compatible with soft mobility.

The aim of the soft mobility bill is to provide the criteria for defining Roads and Routes 
as a tourist product. In order to contribute to integrating these routes into usable 
tourism products, the Coordination Committee between the MiBACT, Regional 
Authorities and ANCI will prepare the means to obtain an Atlas of Italian Roads. The 
same map will be produced for the national network of cycle routes, starting with 
those which will be created using the funds provided by the MIT through the 2016 
Stability Law. Promotion of historical railways, in which the MiBACT is participating 
through a convention with the State Railways, is an important segment of the soft 
mobility network, which will be created to ensure inter-modality of the various slow 
mobility structures within internal areas of the country. 

With particular reference to the “Roads”, the huge amount of resources available for 
structuring national itineraries will also allow use of these routes to be optimised 
and creation of a network based on the Spanish or French model over the short term.

B.2.3 Mobility in tourist destinations with a view to sustainability

In line with the strategic principles of the PSFT and the “strategies for 
infrastructures and logistics of the MIT”, this area of intervention focuses on 
assisting mobility of tourist destinations based on sustainability by acting in the 
following areas:

• sustainable and safe mobility, focused on systematising the various transport 
methods and revolving around mass transport systems (metropolitan railways/
trams) and shared mobility services (car-sharing/bike-sharing); 

• quality of life and competitiveness of urban areas, promoting a major revival of 
public transport and integration between transport policies and civic policies, in 
order make life in big cities easier for their citizens and more attractive to tourists; 

• support for the industrial policies of the production chain, encouraging 
investments in innovation in production of public transport, infrastructures 
and technological systems (“smart” infrastructures, smart transport systems) 
and innovative services, turning the infrastructures themselves into a means of 
producing tourist demand.

This area of intervention will also be implemented in close cooperation with the 
MIT.
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B.3.1 Developing new professional skills in tourism to boost employability

It is not just tourism itself, but also the way in which it overarches into many 
other sectors of the economy which leads to the need/opportunity to develop 
new professional skills and thereby create new possibilities for employment. 
Fundamental figures which now operate at various levels of the production chain 
(such as price and revenue managers), for example, were not even envisaged 
until just a few years ago. The training system in its broadest sense, formed of 
curricular training, company training and retraining, work placement and school 
and work combinations, must be precisely focused on the new need for these 
professionals skills being expressed by the market and identify the correct 
path of development and best diffusion opportunities for the most important 
ones. In brief, the “tourism education” system must guarantee development of 
professional skills in line with development of the sector itself and which also 
correspond with positioning of the national supply and the priority products. This 
link must be activated both nationally and in reference to the individual areas in 
which the training system must focus the action on specific local vocations. 

The route to take is promoting the results of actions for innovation, specialisation and 
integration of the tourist supply, envisaged in Overall Target A of the PST, and continue 
with careful assessment of the relationship between the human capital available in 
the territories and the skills needed to structure the relative supply. This activity 
involves of all stakeholders (central government, regional and local administrations, 
representatives of enterprise, further training institutes and universities, employment 
agencies), in order to ensure the balance of skills is channelled into technical-
professional and management, sector and overarching training programs. In this 
sense, capitalising on the participatory method already introduced when this PST 
was prepared (see discussion of Overall Target D) could be decisive.

The new training route of the PST must also take employment demand in the 
areas gravitating towards protected natural areas into account, thus linking 
“green” aspects of enterprise to recruitments of personnel lined to said aspects 
(green jobs).

B.3.2 Upgrading training activities, both in secondary education and 
management training

Raising the quality of hospitality, as part of the target for growth of the system’s 
competitiveness, requires upgrading of skills and human resources, a key factor 
to the success of such a labour-intensive system. In this framework, business 
training must adopt innovative methods which increasingly integrate traditional 
training in the classroom with practical experience, such as “benchmark clubs” 
and work experience which is based as closely as possible on the choices and 
aptitude of the students. Continue training and development of the so-called “soft 
skills” are also particularly important in a situation of increasing improvement 
of the training supply. This improvement derives primarily from enhancement 
of food and wine and hotel management schools and technical and professional 
training schools for tourism, where the role of the school-work combination 
must be upgraded. The work placement system must also be improved over the 
medium term, starting with greater involvement of business association and 
professional tourism associations in its planning and performance. 
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This area of intervention must also contribute to improving the appeal of tourism 
professions, through multimedia communication initiatives, including use of 
social media, which enhance “best practices” (e.g.: creation of contests and 
awards). 

B.3.3 Integrating skills and knowledge for an integrated promotion of the 
area

Tourism is a system with a similar layout to the “complex conjugate” equations 
of mathematical analysis. There are many different components which not only 
contribute to achieving a single objective, but also actions which all interact with 
each other and in each other’s respective area of operation.

This reference framework, despite being an element of complexity of the system, 
provides a glimpse of the many great opportunities which, if properly organised, 
contribute to horizontal integration of human capital. 

This area of intervention will proceed in this direction, exploiting the experience 
of participation and shared used when the PST was prepared, on which it will also 
be possible to capitalise thanks to the areas of intervention of Specific Target D.1.: 
inter-institutional forums and the participatory platform will also be the means 
for planning informal methods of developing skills. Bringing together the abilities 
and knowledge of someone who operates, for example, in the hospitality sector 
with someone who operates in the brokerage sector, as a “cultural broker”, acting 
as a guide to those of people providing the excellence of the Made in Italy brand, 
not only integrates the human capital available, but also allows the development 
of new skills. These are extremely important elements for national promotion as 
a whole, but primarily of certain territories for which the concept of “integration” 
is the specific characteristic of innovation in their current or potential supply.

B.4.1 Setting out measures to support tourism businesses and reduce their 
tax and social security burden to boost the competitiveness of the 
supply, productive investments, sustainability and seasonal adjustment

The system of public aid includes instruments to use more efficiently in 
repositioning, innovation and specialisation of enterprise in the tourism industry 
and understanding the new market trends.

Overall improvement of the level of the tourism supply requires:

• a system of financial incentives for enterprise; 

• genuine assistance services capable of guiding planning to a higher level;

• reduction of taxation and contributions.

In the case of existing incentives, it is also necessary to improve knowledge and 
use of national measures supporting innovation, sustainability and production 
investments (Contracts of Development for tourism, Law 181/89, Interest-free 
loan for enterprise, Smart&Start Italy, Guarantee fund, Sabatini-ter law, Art 
Bonus, etc.) and regional measures also aimed at innovation and investments, as 
well as more specific objectives.
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Use of tax credit, tested over recent years with measures in favour of digitalisation 
and redevelopment, must be reinforced by increasing the resources provided, 
partly in order to increase the types of tourist enterprise which can use this 
subsidy.

New investments in sustainable tourism development and improvement of 
incoming flows throughout the year are further important elements for growth 
of national tourism.

Modernisation and innovation of structures are the requirements for greater 
appeal of the destinations and profitability of enterprise, which must be 
encouraged with a series of specific initiatives.

B.4.2 Incentives to group together tourism operators and integrate services 
to develop and consolidate business networks

Competitiveness of supply is closely linked to the level of aggregation and 
integration. The limited size of many firms causes diseconomies of scale and 
skills and therefore a lack of competitiveness.

Aggregation of tourism operators and integration of services may be encouraged 
with specific financial incentives, but above all through actions to improvement 
firms’ planning.

Integration and aggregation projects, including enterprise networks, should 
be supported by improving specific incentives: targeted and sector programs, 
integrated with complementary and accessory services, are a strategic priority.

An action to encourage and guide planning towards aggregation and innovation 
will also have the effect of increasing use of existing subsidies (Development 
Contract, Guarantee Fund).

B.4.3 Incentives for tourism business to develop specific segments of the 
demand

Tourists’ behaviour and expectations are evolving rapidly and significantly. New 
markets and new segments of demand are emerging which must be satisfied 
with a varied supply formed of specific tourist products, based on the “reasons” 
for the holiday. 

Supply must be adapted rapidly to the specific needs and expectations of new 
targets and shifted from a generalised area based on a specific geographical 
territory to an area based on specific features and excellence.

Area of intervention B.4.1 requires specific measures to be directed at business 
initiatives to channel the national/local supply towards appropriate and 
particular market segments. Partly on the basis of the results of the mapping of 
destinations in area of intervention A.1.1, the contribution of these measures can 
be differentiated according to product type/destination (e.g.: “strategic areas”, 
“emerging destinations”, “new products”). 
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B.4.4 Developing public-private cooperation to improve and expand the range 
of tourist products

Cooperation between the public and private sectors in tourism is aimed at 
implementation, adaptation and use of tourism resources possessed by public 
entities by private operators, in order to extend, diversify and upgrade tourism 
products and thus develop a wide range of products for a destination.

This area of intervention is aimed at devising, developing and identifying possible 
project financing and enhancement initiatives to apply to tourism, through project 
financing actions carried out by tourist enterprises to protect, improve and adapt 
tourism resources owned by public entities (museums, road workers’ houses, 
villas and historical/artistic buildings, government properties, etc.) and to allow 
the private enterprise promoting these initiative to make them profitable.

In the case of specific government properties (such as road workers’ 
houses),implementation of this area of intervention will be coordinated with area 
of intervention A.3.3. 

In more general terms, the initiatives may also be finalised by exploiting the 
opportunities offered by specific financial instruments (e.g. the F.I.T., Tourism 
Investment Fund, promoted by CDP Investimenti SGR).

B.4.5 Upgrading the system of incentives to digitalise tourism businesses 

Digital investments in European countries account for an average 6.4% of GDP, 
while this figure is just 4.7% in Italy. The digital divide continues to be an open 
wound for our country: 28% of Italians have never used the Internet, and only 
6.5% of small and medium sized firms sell their products through e-commerce, 
against a European average of 16%. Tourism was one of the first production 
sectors to feel the impact of the digital revolution, to the point that it has become 
the world’s leading e-commerce market in the space of just a few years from 
diffusion of the Internet.

Two thirds of global travellers currently use the Internet to book a journey and 
there has been exponential growth in the use of mobile devices to identify, select 
and purchase a journey or accommodation. The on-line tourist trade in Italy, 
worth around Euro 10 billion, is also growing (+11% on 2014) but, despite the 
progress made, tourism companies are still too slow in using digital technology 
(according to the report of the Digital Technology in Tourism Observatory of Milan 
Polytechnic, only 29% of hospitality structures manage direct bookings via the 
Internet, while Istat data indicates that just 2% of catering forms uses a CRM 
system for marketing). 

The incentives for tourism firms introduced by the MiBACT through Decree Law 
no. 83 of 2014 (so-called Art Bonus) grant tax credit equal to 30% of digitalisation 
investment costs and development activities, including the purchase of wi-fi 
systems, websites, on-line sale platforms, etc. This instrument has been widely 
used and has proved to be an effective stimulus in supporting competitiveness 
of sector firms. It is therefore considered appropriate to refund and upgrade it 
to extend use to other categories of tourism firms which are currently excluded, 
possibly through the creation of similar instruments.
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For SME operating on the tourism product chain in the broadest sense, an 
important measure which it is hoped to see introduced is the non-refundable 
grant (vouchers for a maximum Euro 10 thousand) for digitalisation of the SMEs 
envisaged by decree law no. 145 of 23 December 2013 (so-called Destination Italy 
decree), managed by the Ministry of Economic Development.

Incentives for digitalisation are complementary to actions to raise awareness of 
sector firms which enhance the digital culture and skills of firms and operators 
(synergy with actions of accompaniment and enhancement of the production 
chain).

B.5.1 Establishing regulatory coordination and creating operational links 
between financial support mechanisms for tourism businesses and tax 
treatment

The subsidies available to tourism enterprise are highly fragmented. There 
are centrally and regionally managed instruments which vary in terms of 
objective, the form of the subsidy and the expense being subsidised: production 
investments, promotion projects, training activities, digitalisation of enterprise, 
energy efficiency, employment, etc. 

This situation not only make knowledge and access to information more difficult 
for enterprise, but also adversely affect the level of use of certain subsidies.

Facilitating access to information is necessary and functional to optimising use of 
these European, national and regional instruments. Promoting the entire system 
of public aid available, partly by the spread of good practices, will contribute to 
increasing its use by enterprise and to making the system itself more effective.

B.5.2 Tools aimed at tackling illegal and undeclared work and the evasion of 
social security requirements

Undeclared or improper employment relationships and evasion of social security 
contributions are in heavy contrast with the objective of creating a qualified and 
professionally motivated hospitality system. Low salaries, non-fulfilment of 
contracts and casual work produce not only iniquities and frustration, but also 
a lack of prospects for workers, while unfair competition damages firms acting 
lawfully. It is also necessary to rectify the problem of seasonal workers who, as 
a result of NASPI35 regulations, have seen a heavy drop in financial coverage for 
the periods of inactivity. If the regulatory framework is to boost development, this 
area of intervention is directed at the following areas, planning possible actions:

• NASPI regulations for seasonal workers;

• limits on evasion of social security contributions and incentives for proper 
contracts;

• incentives for permanent employment relationships; 

• incentives for emergence and regularisation of undeclared work;

35 Naspi is the acronym of “New Social Insurance for Employment”. It is financial assistance which replaces the 
previous unemployment indemnity and is paid, on request, to subordinate employees who have lost their jobs 
(but not to those who have resigned).
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• an increase in the portion of income tax deductible for seasonal work;

• exemption from payment of the additional contribution for seasonal contracts.

B.5.3 Establishing unique national regulations on “sharing” activities, jobs in 
tourism, brokerage, government property and tourist tax

In the absence of specific EU regulations on the tourism, it is essential and a 
priority, for the sharing economy, to achieve national harmonisation of regional 
regulations in the non-hotel sector, which often govern similar aspects in 
different ways, and also single regulations for on-line brokerage, in order to 
protect consumers, limit unfair competition, reduce tax evasion and avoidance 
and ensure greater safety.

Specific Target B.3 has already emphasised the strategic importance of developing 
skills suited to evolution of the market. Partly in order to assist implementation 
of the corresponding Areas of Intervention, there is a clear need for approval of a 
framework law on tourism professions which assist the creation/training of new 
and suitable professional figures (such as skills linked to the Internet and social 
networks/media, knowledge of languages, particularly of emerging countries, 
revenue/pricing management).

Similarly, in the case of government property, the participatory process of 
the PST has identified the urgent need for single national regulations which 
guarantee competition, equal conditions, efficiency and economic viability of 
government concessions on the sea and lakes, in accordance with the sentence 
of the European Court of Justice of 14 July 2016.

In preparing interventions to improve the appeal of the territory, acknowledgement 
of the value of firms which use government property for tourism, particularly the 
sea should be included.

In order to simplify application of tourist tax as much as possible, it would also be 
a good idea to define single national regulations which also allow integration of 
promotional policies and the link with regional operators.

B.5.4 Tourist visa facilitation

The visa issue service for Italy and the Schengen area for tourists and travellers 
from emerging countries (particularly the BRIC countries) is a strategic sector 
which - despite the decrease in public budgets - is viewed as extremely important 
by the Ministry of Foreign Affairs and the hope is that the number of visas will 
increase, thus increasing tourist flows into the country. Simplification of issue/
renewal procedures and administration, partly through digitalisation processes, 
is therefore essential to assisting easier movement for flows of non-EU tourists.

With this aim in mind, the Ministry of Foreign Affairs has launched the vistoperitalia.
esteri.it portal for non-EU citizens intending to visit Italy. The initiative recently 
received an important acknowledgement in the SMAU Innovation Award. 

In operational terms, the steps involved are:

• simplification and minimisation of interactions to obtain tourist visas, 
particularly if physical movement is involved;
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• incentives for issue of long-term visas of up to 5 years, with the possibility of 
multiple entries in specific segments (and customer service for renewals).

B.5.5 Setting up a national classification system of accommodation

Definition of a national classification system of accommodation, including hotels 
and other types of accommodation, satisfies the need to improve the quality of 
hospitality facilities and consequently to increase competitiveness of tourist 
destinations, through introduction of minimum structural and quality standards. 

Definition of a national classification system should be viewed primarily as a 
means of protecting the consumer-tourist and the different types of tourist and 
specific socio-economic features of the destination must therefore be considered 
in its preparation. In view of this, the autonomous regional and provincial 
authorities should therefore be responsible for definition of these features and 
actual application of the classification, if standardisation is to be achieved.

It is therefore necessary to start with harmonisation of regulations which identify 
and define the different types of hospitality structure, with particular focus on: 

• hotels, their type and the so-called condhotel, partly in consideration of the 
urban problems experienced in the different regions;

• non-hotel structures and the sometimes unclear differences between B&B, 
guest houses, holiday homes and holiday complexes.

This area of intervention is therefore directed towards regulation of premises 
used for tourist purposes, governed by the Italian Civil Code, intervening on the 
type and registration of the contract and on taxation aspects.

B.5.6 Regulations and checks to tackle improper activities and unfair 
competition

Improper activities and unfair competition are a critical aspects of many parts of 
the tourist sector: hospitality, catering, seaside resorts, professional activities, 
etc.

Contribution to regulations for development requires interventions on several 
levels, which must include:

• specific rules and regulations;

• adaptation of existing regulations, including regional ones;

• consumer protection regulations;

• integration with tax audits.
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The cultural and territorial heritage of Italy is fully exploited. Its long-term management and sustainable and innovative use is guaranteed. 
The national tourism system boosts its competitiveness, generates further added value and increases the quantity and quality of employment in tourism.
The Italian travel experience adheres fully to the tourists’ demands and expectations. The system of tourism associations and operators is fully integrated. 
Interoperability is fostered and shared choices and responsibilities are promoted (including through participatory governance of the Plan preparation process).

C
To create effective and innovative marketing

C.1
To strengthen the Italian brand’s positioning 
and attractiveness, and facilitate promotion 
measures on the domestic market

C.2
To expand and diversify the supply and 
markets

C.3
To boost the digitisation of promotion and 
marketing services

C.1.1
An Italian brand, standardised promotion and 
image coordination 

C.2.1
Reorganisation of the system for monitoring 
the supply and demand by developing joint 
MAECI-ENIT reports 

C.3.1 
Setting out common guidelines on publishing 
rules for digital conversations on destinations 
with a view to improving interoperability 

C.1.2
Integrated promotion of Italian craftsmanship 
and its sectors of excellence 

C.2.2
Three-year ENIT marketing programme 

C.3.2
Differentiating digital tools in line with individual 
markets 

C.1.3
Reinforcing the Italian brand by promoting 
intangible cultural heritage

C.2.3
Programme for promoting mature tourist 
destinations and integrated experiences in 
areas in line with Overall Target A 

C.3.3
Coordinating local social media strategies 

C.1.4
Harmonisation of regional promotion plans in 
line with inter-regional projects 

C.2.4
Promoting the MICE sector 

C.3.4
Digital infrastructure to market the supply 

C.1.5
DMO Forum 
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3.3 OVERALL TARGET C - CREATE EFFECTIVE AND INNOVATIVE MARKETING 
BIETTIVO GENERALE C - SVILUPPARE UN MARKETING EFFICACE E 
INNOVATIVO

The third Overall Target of the PST aims to implement a coordination approach 
to communication of the Italian brand as an “umbrella brand” of the individual 
destinations and products, in order to standardise the quality standards perceived 
by markets and channels all the distinguishing values of the national supply in a 
coordinated manner towards domestic and international targets. It prioritises the 
use of on-line tools to attract demand, while encouraging dynamic management 
in selection of target markets and products and the strategies to promote and 
market them.

The vision of Italy once again being a leader in global tourism requires introduction 
of a single system of promotion of the brand and its portfolio of tourism products.

Dealing with the absence of strong national coordination is now a priority, since 
the fragmented strategies and uneven approach to the markets of the various 
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territorial players involves leads to inefficient international promotion of the 
country and consequently to it being less competitive36.

The brand is therefore the main resource to be exploited, through promotion 
based on values which distinguishes Italy from all of its competitors: culture, 
beauty and lifestyle. Italy must make the most of the advantage offered by the 
unquestionable appeal of these values in the mind of millions of travellers. It is 
marketing of the destination which must attract them, convince them to purchase 
and then to return, encouraging them to discuss their experience and thus extend 
its influence, but integrated promotion policies can also contribute to this, such 
as those of the General Directorate for Promotion of the Economic System of the 
MAECI. These policies aim to harmonise economic and cultural diplomacy in a 
single, systemic action which fully exploits all components of “the Italian Brand” 
(including scientific, linguistic and educational aspects, local autonomy, etc.).

The influence on consumer behaviour of the contents which travellers themselves 
add to the network, as an objective to be pursued, requires complete innovation in 
promotion techniques and channels, but also a major ability to adapt continually 
to targets and contents, together with monitoring of reputation and demand. 

The method of selecting the components of supply to promote must also be 
dynamic and integrate the different areas of Italy into a national strategy, 
enhancing the most attractive territorial brands with lesser known destinations, 
the many values and resources of the entire country, with a whole range of tourist 
products ready for promotion.

The objective is therefore not to foster obsolete rhetoric about the Belpaese and 
the world’s greatest cultural heritage, but rather to propose the competitive assets 
Italy has to offer to different markets, by depicting them together with the more 
contemporary elements of the tourist experience in the different territories, in line 
with the new aspects of tourist demand. This requires institutional coordination, 
not just to give the Italian brand a unique visual identity, recognisable worldwide, 
but also to encourage greater integration between promotion and enhancement 
of the Made in Italy brand, as a distinguishing element of quality and a factor of 
international competitiveness in tourism as well. 

The marketing the country needs must nonetheless be differentiated and 
specialised in the portfolio of products and related markets, focusing on the 
more dynamic segments for revival of the sector and directed at both the various 
international markets and the domestic one. 

3.3.1 SPECIFIC TARGETS C

C.1 Strengthen the Italian brand’s positioning and attractiveness, and 
facilitate promotion measures on the domestic market

The effective and innovative marketing proposed by the PST is formed primarily 

36 Naspi is the acronym of “New Social Insurance for Employment”. It is financial assistance which replaces the 
previous unemployment indemnity and is paid, on request, to subordinate employees who have lost their jobs 
(but not to those who have resigned).
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of instruments and actions to improve the brand’s ability to penetrate existing 
and new markets in a coordinated and consistent way with all those involved in 
brand building.

The strength of the brand is one of the decisive factors in purchase of a destination 
and interacts directly with the sphere of travellers’ desires and ideas. Italy is one 
of the world’s leading tourist destinations, but despite the unquestionable weight 
of its brand on the world tourist market, it appears to be a goldmine still waiting 
to be mined in full37.

Although many of the difficulties in the current image of the country derive from 
factors not directly linked with tourism assets, the national tourism system 
must be provided with the means and techniques for image building of Italy as a 
destination as soon as possible. 

The PST therefore identifies a set of interventions aimed at this specific target, 
namely strengthening the cohesion and appeal of the Italian brand in order 
to increase sector growth and profitability, in the belief that a strong brand 
guarantees higher operating profits38.

Precisely in order to assist enterprise in becoming more competitive, there must 
be greater coordination between all those involved in building and promoting 
the Italian brand, not least as the brand-destination umbrella with a sufficient 
renown and appeal, such as to influence the reputation of the country as a whole. 

Rapid evolution of its reputation requires correct and continual observation 
of decisive factors and scenarios, in order to guide the tactical strategies and 
decisions of all the players involved, both public and private.

The country brand is a fundamental asset which plays a key role not only in 
tourism, but also in its international policies and economic relations. It is a factor 
of competitiveness which could help to revive the entire national economy. 

Its overarching value therefore requires an integrated technical approach, pooling 
tourist assets with those linked to other industries with a high impact in terms 
of image, meaning the Made in Italy brand with a high creative content: fashion, 
food, design and culture, above all. 

This integration is a functional part of building the image of a country which is 
desirable not just for its culture and authenticity, but also for its ability to produce 
beauty and well-being and offer unforgettable experiences.

The overall approach of promotional activities must be multimedia and 
differentiated by market and geographical area, favouring the Internet as the 
competitive environment on which to focus the interventions, with a strong 
international flavour, and a simultaneous and firm commitment to development 
and differentiation of the domestic market.

37 See “Country Brand Index” 2014-15 of Future Brand.

38 Cfr. Morgan, Pritchard, Pride, 2002 - Fortezza, Betti, 2009.
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C.2 Expand and diversify demand and markets 

The destination marketing must be capable of expanding the markets, by adopting 
shared strategies to boost the various segments of international tourist demand.  

The status of the destinations (according to the classification of Target A: mature, 
emerging, new) must be appropriately communicated, by choosing priority topics on 
which to focus communication activities each time (see Matera City of Culture 2019).

The objective of the PST is to develop a framework of international markets which 
allows growth of sector revenues, focusing on markets with a high potential for 
medium/long-term development, and also on those which can reduce seasonality 
and geographic concentration.

National marketing will be divided into three market categories, according to the 
respective potential for future revenues: 

• mature markets: the tourist flows which are the source of a high percentage of 
Italian tourism revenues39;

• major markets: those with an average degree of importance for the country;

• new markets: those which are interesting in terms of size and/or growth 
prospects and on which Italy currently has a marginal position which must be 
strengthened in the future.

On these markets, the instruments of the PST will serve to select the most viable 
segments, as they are economically, socially and environmentally sustainable.

From this viewpoint, the Target requires diversified actions to revive mature 
destinations and to support developing ones, and also to promote less seasonal 
and more innovative products with greater potential for growth.

The country must therefore be provided with an efficient system for measuring 
changes in demand, with innovative data collection techniques and prompt and 
broad disclosure of the information along the entire production chain.  

The Target can only be achieved by adopting a promotion mix suited to market 
trends, renewing techniques and the approach to the traditional channels and 
avoiding the temptation of generalised and undifferentiated communication. 

C.3 Rafforzare la digitalizzazione dei servizi di promozione e 
commercializzazione  

In order to be effective, the marketing pursued through the PST must prioritise 
digital tools, as the Internet is a decisive factor in choosing, planning and taking 
a holiday.

If the Italian tourist trade is to exploit the opportunities offered by the digital 
revolution in full, intervention is needed on the structural nodes which still 
hamper its development, particularly public and national digital infrastructures, 
which are still not sufficient to support the digital services needed to promote the 
brand and the territories and market the products40.

39 See “Country Brand Index” 2014-15 of Future Brand.

40 2016 Report on Tourism in Italy – Cassa Depositi e Prestiti.
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The Specific Target of the PST is therefore to adopt advanced destination 
management solutions and tools, in order to attract demand and promote and 
market tourist products41.

This will activate the great unexpressed potential of the Italian tourism system, 
with the shared and dynamic definition of operating strategies and actions to 
create synergy between the public and private operators of the cultural and 
territorial tourist trade. 

Digitalisation will allow direct participation of enterprise, territorial DMO and 
the players at various levels (local, regional, national) in dynamic structuring of 
supply to be promoted and marketed from the bottom up, guaranteeing continual 
alignment between supply and promotional strategy, thus supporting marketing 
of tourism products efficiently42.

The digital focus of the PST marketing strategy also allows it to be “relational”, 
with the inclusion of instruments and actions for monitoring and intervening 
effectively in building of the reputation of the brand, the individual tourist products 
and the various destinations of the country. 

“Open data” and “shared standards” are the method chosen43 by the PST to 
achieve this Specific Target. 

3.3.2 AREAS OF INTERVENTION OF OVERALL TARGET C 

C.1.1 An Italian brand, standardised promotion and image coordination

ENIT will implement standardised promotion of the Italian brand with actions 
which adapt it to the international scenario and by supporting stakeholders of 
the Italian tourism sector, in the full awareness of the need for coordinated 
promotion of Italy as a destination, focusing on strengthening the national brand 
in order to allow the territories and enterprise to enhance their own uniqueness 
and products. 

The priority actions to support standardised and coordinated promotion include:

• creation of a digital strategy for the country and consolidation of its presence 
on social media, by developing actions to coordinate the existing regional and 
local social structures;

• optimising Italian presence at the major international promotional and 
marketing events;

• consolidation of the international presence of ENIT, in close collaboration with 
regional structures, with focus on mature markets and greater penetration of 
emerging markets.

41 Cfr. TdLab, Strategic plan for digitalisation of tourism in Italy.

42 Comment of the Veneto Regional Authority in its contribution to Section V of the Plan: “their involvement is 
possible by encouraging the creation of product clubs in response to the trend of demand for themed holidays. 
If this is true for regional and local destinations, it is equally true for national destinations, like “Destination 
Italy”.

43 Cfr. TdLab, Strategic plan for digitalisation of tourism in Italy.
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C.1.2 Integrated promotion of Italian craftsmanship and its sectors of 
excellence

Enhancement of Italian craftsmanship and its sectors of excellence is becoming 
necessary to guarantee uniform distribution of tourist flows throughout the year. 
For example, the appeal of territories may be linked to haute couture events, and 
also to events exhibiting the excellence of Italian craftsmanship, such as those 
dedicated to the gold working, furnishing, textiles and clothing sectors and, last 
but not least, the food and wine industry, as the fundamental drivers of image, 
identity and appeal of Italy in the global tourism system. Catering, as the direct 
interface between tourists and the food and wine industry, is not only an added 
value of the destination, but also a driver of the entire agricultural foods industry 
as a whole. Many countries in Europe and the world are investing in their cuisine 
as an authentic expression of the soft power to spend in global competitiveness 
in both tourism and economic competition in general. A series of communication, 
promotion and marketing actions are therefore needed which enhance the 
potential of catering as an authentic expression of the Italian culture and lifestyle. 
Production districts can become an attraction, as places which represent Italian 
“savoir faire”, particularly for emerging destinations (see Area of Intervention 
A.2.3). It must also be considered that many production districts (particularly 
crafts), including agricultural foods, are located amidst the historical and artistic 
assets of our cities and thus become an interesting testimony of the development 
of ancient manufacturing traditions.

It is thus decisive to know how to grasp the opportunity of implementing effective 
marketing actions directed at a national and international public, including the 
preparation and integration of tourism and production databases (information 
platforms), in which to include and systematise all information from the 
territories on events and exhibitions promoting sectors of production excellence, 
possibilities of purchase at company factory outlets and visits to production 
districts, thus enhancing the vocations of each territory and allowing itineraries 
to be tailored to the needs and time of users. 

This Area of Intervention, which can only be implemented in collaboration with the 
regional authorities, must also be integrated with the Destination Management 
System of Area of Intervention B.1.3.

C.1.3 Reinforcing the Italian brand by promoting intangible cultural heritage 

Promoting the intangible cultural heritage (such as music and cinema) is 
essential, due to Italy’s wealth and renown in this field. The contribution of Italian 
opera in terms of appeal is a decisive factor. This Area of Intervention is therefore 
intended to promote:

• promotional and marketing initiatives targeting foreign operators;

• advertising initiatives focused specifically on music, with particular reference 
to opera;

• integration of music (in general and opera in particular) with the territorial 
tourism supply, with specific reference to the possibility of using these assets 
at renowned historical-cultural sites.
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Cinema is also one of the principal means of promoting an area and is becoming 
an increasingly important factor in attracting tourist flows. Parliamentary Bill 
2287 (“Regulations on the cinema, audiovisual arts and entertainment and the 
Government mandate to reform regulations on cultural activities), which was 
being examined by the competent Parliamentary Commissions when this Plan 
was prepared, includes the principle that cinema is a factor which “attracts 
industrial investments and simultaneously boosts industrial growth, promoting 
tourism and creating employment (…)”.

As for cinema, the tourism promotion linked to the cinema must be bolstered by:

• attracting international productions;

• performing ad hoc advertising campaigns, centred on the renown of Italy as a 
cinema set; 

• promoting the destination during major international cinema festivals with 
extensive media coverage and a large number of visitors. 

In this sense, it could be decisive to involve regional and local Film Commissions 
in the promotional activities.

C.1.4 Harmonisation of regional promotion plans in line with inter-regional 
projects

The destinations and topics identified, partly as a result of the activities for 
Overall Target A, will be the subject of integrated and cross-media promotional 
initiatives, and also link building activities between the regions and territories 
concerned, partly in order to enhance the lesser known destinations nearby, for 
which domestic tourism could be the first test bench for development. 

Coordination of the needs to strengthen positioning of the Italian brand with 
initiatives relating to the domestic market therefore requires harmonisation in 
planning of the promotional activities performed by ENIT and by territorial agencies 
(the regional authorities, first and foremost), by introducing means of dialogue and 
constant sharing between all those involved, within their own respective sphere.

Interregional projects of excellence for development and promotion of the 
national tourism system and recovery of competitiveness, which include 
integrated communication and promotion initiatives, could form a good base for 
coordinating, strengthening and repositioning the Italian brand and are therefore 
a good practice to be replicated. Building of a “Destination Italy” digital platform 
(see Intervention B.1.3) may also be a means of boosting coordinated management 
of information to support promotion and possibly marketing of supply.

C.1.5 DMO Forum

The DMO Forum has been created to enhance the Italian brand on international 
markets and support promotion of the individual destinations and its objective 
is to establish convergence and shared interventions which allow greater 
coordination between the territories and ENIT. The Forum meets at least once 
a year to identify the priority markets on which to focus promotion, convergence 
and shared interventions, in full harmony with what has been established by the 
ENIT Federal Council and confirming the central role of the regional DMO.
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C.2.1 Reorganisation of the system for monitoring the supply and demand by 
developing joint MAECI-ENIT reports

ENIT and MAECI have been collaborating since 2004 on preparation of documents 
analysing international markets, guaranteeing the useful information is gathered 
every year on around 100 established and emerging countries for outgoing 
tourism.  

The efficacy of the reports will be increased by focusing particular attention on 
their quality, placing the emphasis on segmentation of demand, the features of 
the target concerned and perception of the image of Italy as a destination. 

In this sense, these documents are intended to be genuine “motivational survey tools” 
for the most efficient implementation of promotional strategies. Implementation of 
areas of intervention therefore involves refinement of the current reports, through 
analysis and possible assessment of the procedures and potential involvement of 
other parties in the collection, cataloguing and processing of the input data. This 
area of intervention is therefore integrated with those of Overall Target D (such as 
D.2.1 on expanding and developing systems to produce and disseminate tourism-
related data) and with the demand/supply matrix connected with the collection of 
destination/product data of Overall Target A.

C.2.2 Three-year ENIT marketing plan

The three-year plan is a means of planning the activities of ENIT to promote the 
Italian brand on international tourism markets and boost domestic tourism. The 
Agency’s aim is to establish ENIT as an NTO (National Tourist Organization) and to 
reinforce its strategic role in promoting tourism, by optimising the presence and 
resources on tourism markets, applying central and regional governance policies 
and performing activities in line with the most contemporary market trends.

The strategies of the 2016-201844 plan identify a series of tourist clusters 
which correspond with the contents of the PST in terms of building supply (see 
implementation of Overall Target A). The clusters identified, which include a rich 
and varied range of the country’s supply, are: 

1. Nature, protected areas and rural landscapes

2. Villages and intangible assets

3. Widespread culture, “minor” museums and entertainment

4. Religious roads and itineraries

5. Food and tasting itineraries

6. Luxury

7. MICE

8. Spa towns, health and personal wellness 

9. Sports and major events

44 The ENIT 2016-2018 promotional plan includes the following strategies: review of the foreign structure of 
ENIT by reinforcing established/advanced markets, consolidating emerging markets/new tourist targets and 
exploring further markets, partly through new air links intelligence activities on markets with revival of the 
National Tourism Observatory digital strategy for Italy through Italia.it and extensive activity on social media 
marketing through a cohesive presence of ENIT and regional authorities at the major sector trade fairs.
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Promotion of Italy as a tourist destination will therefore be heavily focused on 
the dual concept of territories/reasons, in line with the targets of the PST and 
the related Areas of Intervention (see also Areas of Intervention C.1.1 and the 
following ones). Partly with a view to the aims of Area of Intervention C.1.4, the 
2016-2018 Promotional Plan must also rely on the necessary liaison with the 
regional authorities and their own tourism planning instruments.

C.2.3 Programme for promoting mature tourist destinations and integrated 
experiences in areas in line with Overall Target A

The rapid development of the tourism market means medium-term promotional 
plans are necessary on the priority markets identified, together with a strong 
propensity for product innovation, in relation to mature tourist destinations, but 
also to emerging destinations and new market areas linked to particular reasons 
or niches. 

Starting with the mapping of Area of Intervention A.1.1, with particular reference 
to the tourist destinations identified as “mature” and the interregional itineraries 
of Area of Intervention A.3.2, this Area of Intervention aims to create an integrated 
promotional plan coordinated between ENIT, regional authorities and DMO 
(possibly as part of the Forum of Area of Intervention C.1.5), within which to 
develop competitive tourist products and industries dynamically.

The promotional plan must contribute to guiding and directing priority markets, 
both indirectly, through intermediaries and influencers, and directly, by 
monitoring customer experience, starting with profiling and customisation of 
proposals through the Internet.

C.2.4 Promoting the MICE sector

If it is to face the challenge of international competition, the MICE needs maximum 
territorial integration to establish Italy as a leading destination. Grasping 
the opportunities offered by the congress and event circuit on international 
markets requires, more than any other type of tourism supply, a strong link 
between infrastructures, technologies, quality of supply, professional skills and 
communication. 

Besides strengthening competitiveness of the MICE segment, by incorporating 
key aspects of the actions implementing Overall Target B, cooperation between 
ENIT and the Italian Convention Bureau will be focused on coordinating promotion 
of the Italian brand on specific targets, also in line with Area of Intervention C.1.1, 
with the ultimate objective of intercepting and channelling international demand 
for congresses and events.

Promotional coordination of the sector must also extend to territories whose 
destinations are focused on this product range. For this purpose, ENIT and the 
National Convention Bureau will work (also through the regional authorities) with 
the territorial Convention Bureaus and with operators, in order to share operating 
methods, guidelines and procedural and quality standards (such as preparation 
of letters of candidature and willingness to meet national and international 
delegations for acquisition of congresses and events). 
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A coordinated and targeted communication campaign will: 

• raise awareness of the congress and events industry at ministries, regional 
authorities, municipal authorities, universities, chambers of commerce and 
other national institutions in Italy and abroad;

• allow development of co-marketing initiatives with enterprise, institutions and 
other entities involved in internationalism and establishment of the Italian 
brand;

• identify the resources to encourage promoters of major congresses and events 
to choose Italy.

Coordination of promotional initiatives will also be assisted by the forums and 
shared structures introduced by other Areas of Intervention of the PST (e.g.: 
C.1.5).

C.3.1 Setting out common guidelines on publishing rules for digital 
conversations on destinations with a view to improving interoperability

Digitalisation of promotion and marketing services must be accompanied by 
the definition of coordinated communication strategies, capable of assisting 
integration and diversification of the information present in the various digital 
channels, which must be based, in particular, on standard editorial rules which 
create appealing information for visitors. 

In line with the strategies defined by TDLab – Strategic Plan for the digitalisation 
of Italian tourism – this area of intervention serves to boost interoperability 
between platforms, through the Destination Management System of point B.1.3, 
in order to create complete editorial products which assist tourists in all stages 
of their experience, from searching for a destination to defining the details and 
finally purchase and use, followed by comments on their experience, including 
tourism promotion, booking, e-ticketing, e-commerce, social networking, etc., 
services.

C.3.2 Differentiating digital tools in line with individual markets

Analysis of the segmentation of visitor targets by geographical area, age range, 
experience sought and reasons for travel, as envisaged by Area of Intervention 
C.2.1, also allows specific communication strategies to be organised, with 
creation of contents targeting strategic markets. 

Digital platforms allow both tools and content management to be adapted to 
Internet users and also the effectiveness of the promotional initiatives taken to be 
measured instantaneously, thus allowing a specific and decisive strategy for the 
country’s competitiveness to be identified, in differentiation of the digital strategy 
for the individual markets. 

C.3.3 Coordinating local social media strategies

Increasing the efficacy of tourism communication through social networks, 
offering contents which capture travellers’ attention through the evocative power 
of the images (locations, landscapes, food, crafts) requires definition and efficient 
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sharing of standard strategies. The win-win logic of social networks, obtainable 
simply by sharing contents, is the best means of reinforcing the appeal of the 
entire country. 

This area of intervention will focus on boosting standard policies aimed at 
investment of both public and private human capital, in order to create a wealth 
of skills needed to increase and upgrade the presence on social media (public, 
private). Creating and participating in conversations using the right languages, 
responding to comments and providing useful and relevant information is one 
of the principal results which can be achieved by coordinating territorial social 
media strategies. In this sense, the functional integration between this Area 
of Intervention and C.3.1, through which to define “common guidelines” and 
“publishing rules for digital conversations”, is clear. 

The DMO Forum (Area of Intervention C.1.5) offers a platform for sharing and 
functional integration for these purposes as well.

C.3.4 Digital infrastructure to market the supply

Promoting digitalisation of the tourism supply, by creating the infrastructures 
needed for complete integration of private services with public ones (ticketing at 
museums and events, travel tickets), assists the service purchase process. 

For this purpose, the focus will be on simplifying and rationalising public systems 
to ensure they provide digital services, particularly through open data and/or 
open services, and develop more interactive and transactional services, through 
shared operating specifications which led to standardisation of IT elements 
(descriptions, information and operating and business transactions).
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The cultural and territorial heritage of Italy is fully exploited. Its long-term management and sustainable and innovative use is guaranteed. 
The national tourism system boosts its competitiveness, generates further added value and increases the quantity and quality of employment in tourism.
The Italian travel experience adheres fully to the tourists’ demands and expectations. The system of tourism associations and operators is fully integrated. 
Interoperability is fostered and shared choices and responsibilities are promoted (including through participatory governance of the Plan preparation process).

D
To achieve efficient and participatory governance in the process of drafting and establishing the Plan 
and tourism Policies

D.1
To promote integrated and participative 
management, while constantly updating the 
Plan and encouraging operators to make 
choices with a view to sustainability and 
innovation

D.2
To expand the information and availability of 
data on tourism in Italy

D.3
To monitor policies and tourism 
development and enhancement plans

D.1.1
Permanent inter-institutional forums at 
DGTurismo

D.2.1 
Expanding and developing systems to produce 
and disseminate tourism-related data 

D.3.1
Creating a surveillance system on PST’s results 
and impacts

D.1.2
Creation of a document/IT system on tourism 
for government bodies 

D.2.2
Identifying and implementing relevant indicator 
systems 

D.1.3
Digital communication and exchange systems 
to provide guidance and information to 
operators 
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3.4 OVERALL TARGET D - ACHIEVE EFFICIENT AND PARTICIPATORY 
GOVERNANCE IN THE PROCESS OF DRAFTING AND ESTABLISHING THE 
PLAN AND TOURISM POLICIES 

The centrality of method as an innovative element of the PST with a view to 
opening, participation and systematisation has already been discussed several 
times in previous sections. Construction of the Plan, which is based on open and 
participatory models and on involvement of the stakeholders of the Italian tourism 
system, has offered the chance to test an experience which it is intended to repeat, 
by creating appropriate tools and processes which allow the implementation 
phase to be monitored using the same approach.

The PST governance model, particularly in its implementation phases, is based 
on a dynamic and multi-level approach, the key elements of which are: 

• Standing Committee on Tourism Promotion in Italy; 

• Participatory platform; 
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• Inter-institutional forums;

• Tools which guarantee monitoring and supervision of the state of progress of 
the Plan itself. 

This governance system aims to assist, through direct dialogue with sector players 
and stakeholders, systems of cooperation and networks involving the various 
levels of the public administration and the territorial players, in order constantly 
to share not only the strategies, but also their implementation according to 
shared efficacy and efficiency criteria. 

The Plan’s monitoring and supervision system is based on specific quantity and 
quality targets, shared in inter-institutional and participatory dialogue, which are 
functionally linked to permanent analysis of development of competitiveness and 
global sector trends. With this in mind, the Plan offers an open tool which can be 
changed over time, and developed and altered in relation to the results achieved 
and changes in the sector context and scenario, both nationally and globally, 
through an inclusive and “continued improvement” process.

In operational terms, as said, the Areas of Intervention involve initiatives which, 
in implementation of the requirements of art. 4, paragraph 6, of the Ministerial 
Decree 8 August 2014, are systematised in the Yearly Implementation Plan 
(see what is stated in reference to “Actions” in the previous chapter on “Logical 
structure of the Plan”).

According to said Ministerial Decree of 8 August 2014, in art 4, paragraph1, the 
PST will have a duration of at least five years and will be revised every two years 
(art. 4 paragraph 5). In order to guarantee total performance time consistent with 
the review time, the Standing Committee has defined a six-year time horizon for 
the PST.

For the PST as a whole and in the actions contained in each Yearly Implementation 
Plan, procedures and tools must be created which allow:

• constant participation of all stakeholders and sharing of the choices of each 
sector participant (public and private), in line with the targets and strategies, 
and also direction of the overarching principles of sustainability and innovation;

• continual review of the Plan;

• sharing of the knowledge needed for decision-making processes and 
measurement of the impacts of policies, strategies and actions;

• checking progress of the interventions of the PST not only when they are 
completed, but also while ongoing, and also of the national tourism system as 
a whole.

The specific targets below have been prepared in reference to these aims.
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3.4.1 SPECIFIC TARGETS D

D.1 Promote integrated and participative management, while constantly 
updating the Plan and encouraging operators to make choices with a 
view to sustainability and innovation

The process of construction and preparation of the Plan, but also the subsequent 
implementation, monitoring and supervision phase, involves intensive institutional 
cooperation and also appropriate means of participation open to all stakeholders 
of tourism, developing what has been defined as an “organised system” of 
integrated management of tourism (as described in detail in the introduction – 
Institutional cooperation and participation).

Inter-institutional forums have already been created for this purpose, involving 
possessors of crucial skills for the promotion and development of tourism. 
The forums introduced by the DG Tourism with other central administrations, 
with which it is intended to prompt and develop constant dialogue in order to 
harmonise policies, are particularly important here, if the actions of each central 
administration are to be able to contribute directly or indirectly to pursuit of the 
targets indicated in the PST. 

More generally, due to involvement of the regional authorities and business 
and trade union representatives, the forums will contribute to boosting the 
actions implementing the strategies, particularly as far as concerns growth 
of competitiveness of tourism in Italy, also in the direction of the sector’s 
sustainability and innovation. 

For these purposes, expanding and extending the participatory method already 
used in preparing the Plan, it is intended to improve the open and continuous 
systems of digital communication, which allow continual exchange of information 
and orientations between the institutions involved and all sector stakeholders. 
Structuring of innovative and digitalised instruments is also directed towards 
supporting the functions linked to tourism, in accordance with the competences 
attributed to the various levels of the institutional chain.

D.2 Expand the information and availability of data on tourism in Italy

An essential requirement for governance of the Plan is the ability to prepare high-
quality databases rapidly, in order to guarantee efficient and effective decision-
making processes. 

For this purpose, structuring innovative technological architectures, systematising 
information and facilitating its processing contribute to analysing the global 
trends of the tourism system effectively and thus guiding the Plan strategy.

Expansion and reorganisation of data on tourism in Italy may be achieved both 
through the established and renewed cooperation with ISTAT and by revival of the 
National Tourism Observatory(ONT) managed by ENIT.
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D.3 Monitor policies and tourism development plans

Comparative analysis of the promotional plans of the main European competitors 
shows that the majority of them have set clearly quantifiable targets. The shared aim 
of the Italian PST is also to create and introduce an efficient system of monitoring 
and assessing the results achieved, by creating a system of assessment of the 
efficacy and efficiency of the strategies and actions implemented in the Plan.

The policies and tourism development and enhancement plans will be monitored 
by creating a “PST monitoring dashboard” which, together with the aims of 
supervising and checking the Strategic Plan, also allows the different time-space 
aspects of the set of indicators identified to be analysed. This allows continual and 
constant monitoring of the state of progress of the PST, with a view to continual 
improvement. This Target also serves as a “social report” for both stakeholders 
and citizens, as well as an “ongoing improvement and update tool” for the Plan 
itself.

3.4.2 AREAS OF INTERVENTION OF OVERALL TARGET D

D.1.1 Permanent inter-institutional forums at the Tourism DG 

One of the tools promoted by the Tourism DG to guarantee integrated and 
participatory management of the PST preparation process is the “inter-
institutional forums”: boards for consultation and sharing on specific and 
nationally important topics, which are formed of technical coordination groups 
including representatives from central government, territorial agencies and 
sector stakeholders. 

In particular, in addition to the forums between central government 
administrations (e.g. MiSE, MIUR, MIT, MIPAAF, MATTM, MAECI), there have 
been forums to define the strategic architecture of the PST and its subsequent 
implementation. For example, the forum on tourism regulations and incentives 
offered the chance for dialogue between the regional authorities and enterprise, 
which led to several proposals forming the structure of the PST and the relative 
means of implementation (targets and areas of intervention).  

The experience of the participatory process is a key part of the PST and, in light 
of the results which emerged and the favourable reception among those involved, 
the current area of intervention intends to make inter-institutional forums a 
permanent means of governance of the implementation functional to continual 
review of the Plan itself, as well as an opportunity for meeting and debate.

The participatory method aimed at this continual improvement of the Plan 
requires the creation of further forums and moments of consultation, depending 
on the needs which may emerge in the implementation phase. 

In particular, an inter-institutional forum will be held with the regional authorities 
to ensure consistency and coordination of legislation between central and regional 
government and to deal with the topic of promotion.
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D.1.2 Creation of a document/IT system on tourism for government bodies 

This Area of Intervention is aimed specifically at offering support to central and 
local public administrations in performance of their institutional functions.

It has been emphasised, on more than one occasion, how important it is to have 
knowledge which, for the public administration, in view of its responsibilities 
along the entire institutional chain, supports the decision-making processes 
linked to the “regulation-planning-promotion” cycle of tourism.

In order to overcome the current fragmentation and dispersion of the information 
data which supports these decisions, it has been decided to create a document/IT 
system, organised as a “knowledge container”, through which to offer the central 
and local public administration a digital means of information as a reference 
point for the collection, distribution and exchange of deeds, documents and, 
consequently, experiences (good practices). Indicatively, but not exclusively, in 
addition to European, national and regional regulations, the document system 
must contain the strategic plans of competing countries, regional tourism 
planning, examples of administrative documents enacting laws, territorial 
projects which are ongoing or in the process of being defined, national and 
regional competitive bidding procedures, European projects and funding, sharing 
of the technological solutions implemented by the regions. 

In this sense, the document/IT system contributes to implementation of the PST, 
as it is indirectly instrumental to implementation of further Areas of Intervention, 
including:

• B.5.1, assisting coordination of sector regulatory documents;

• C.1.4, assisting harmonisation of the national and regional tourism planning 
tools and a platform for comparison and transfer of the good practices linked 
to tourism promotion as well.

D. 1.3 Digital communication and exchange systems to provide guidance and 
information to operators

The participatory method adopted by the PST, open to institutions and to all 
sector operators, included the use of digital communication systems which, 
besides offering information to the stakeholders directly involved in the 
preparation process, have also allowed participation to be “opened” to all those 
potentially interested in contributing proposals and ideas. The PST website  
(www.pst.beniculturali.it) includes a participatory platform destined for on 
line consultation of the Plan. This is a nationwide tool, which has allowed the 
community to provide their opinions and ideas and to vote and comment on them, 
thus creating an open and participatory debate.

At the same time, an on line document management system has been created 
which has assisted the participatory planning method and allowed documents 
to be exchanged between all parties identified by the Standing Committee on 
Tourism Promotion as the key players in preparation of the PST.

As was also the case for the inter-institutional forums of Area of Intervention 
D.1.1, the experience with digital systems has also allowed testing of an 
innovative method, which is a key part of the PST and which will therefore become 
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a permanent means of governance and monitoring of the Plan implementation 
phase.

These tools (opportunely implemented, when necessary) will be used for informal 
and unstructured monitoring of implementation of the PST and the results will 
also be published, encouraging assessment and feedback from operators. 

D.2.1 Expanding and developing systems to produce and disseminate 
tourism-related data

Rapid availability of high-quality statistics systems are an essential requirement 
for development of the PST. The objective, in collaboration with the ISTAT, is to 
improve the current statistics systems and to optimise them by introducing both 
wider data and sector Big Data to contribute to a prompter and more precise 
understanding of segmentation of the tourism target in Italy.

In particular, the capacity of statistics to reflect tourism phenomena must be 
increased, extending observation to areas which are currently neglected by official 
statistics.  It will therefore be possible to develop short and medium/long-term 
projections and forecasts on evolution of tourism, starting with improvement of 
representativeness of the data and integration of other sources for medium/long-
term forecasts.

It will also be essential to ensure data is produced and distributed more rapidly, 
by developing the existing available sources and supplementing them with other 
sources of information on tourist flows, tourist expenditure and analysis of data 
on tourism enterprise.  

The ISTAT and the National Tourism Observatory will be involved in implementation 
of this Area of Intervention and it will add to the tools contained in other areas 
of intervention, particularly the “competitive dashboard” of Area of Intervention 
D.2.2. Incidentally, there will also be a positive effect on Area of Intervention B.1.1 
“Creating a digital ecosystem of Culture and Tourism”.

D 2.2 Identifying and implementing relevant indicator systems

This area of intervention involves development of a system to analyse tourism 
performance in Italy, based on a set of relevant indicators (so-called sentinel 
indicators) which add to the “competitive dashboard” of the tourism sector in 
Italy through creation of a framework consistent with the international indicators 
monitoring sustainability, competitiveness and innovation. 

The “dashboard” is an information system which allows competitive positioning 
of Italy with respect to its international competitors to be monitored.

The first step towards creation of the dashboard is therefore identifying the 
“sentinel indicators”. These quantity and quality indicators must be representative 
of evolution of the national system. By way of example, the following indicators 
could be considered:

• Arrivals

• Presences

• Average length of stay
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• Average expenditure

• Number of firms

• Change in quality of firms

• Number of employees

• Average number of employees per firm

• Value added per employee 

• Brand reputation 

• Dissemination of social media and the Internet at Italian firms

• Added value produced by tourism (benefiting the territory and its cultural 
system).

In order to measure and give a value to the sector’s contribution to the country’s 
economy as a whole, tourism accounting will be upgraded, as a national and 
regional economic factor, through the “Tourism Satellite Accounts”.  

Partly as a result of dialogue with the other information systems of the PST, the 
dashboard will also contain the essential basic information on priority topics for 
tourism in Italy, such as sector studies, benchmarking analysis, forecast statistics 
for analysis of demand.

The dashboard is therefore an information platform which collects statistics 
from various sources and can be consulted according to stakeholders’ needs for 
information, providing a comprehensive view of the entire tourism industry.

D.3.1 Creating a surveillance system on PST’s results and impacts

Area of Intervention D.3.1 is directly connected to monitoring of the PST and 
relates to shared definition of “result indicators” for monitoring and assessment 
of overall efficacy (direct and indirect) of implementation of the Plan, to be 
measured as a function of the ability to produce the intended results for each of 
the overall and specific targets45. These indicators must share certain features, 
which unquestionably include being traceable, measurable, periodic and simple 
to use in assessment. 

Table D.3.1 shows an example of specific quantity targets to which subsequently 
to associate the result indicators of the periodic monitoring performed in the 
PST surveillance activities.  The complete set of quantity targets and result 
indicators, including those relating to the individual overall and specific targets, 
will subsequently be analysed and assessed after the surveillance system 
is introduced, and will also be shared, as part of the participatory process 
characterising the PST. The list shown below is therefore indicative and not 
comprehensive.

There will also be permanent monitoring of the financial measures aimed, directly 
and indirectly, at development of the sector, serving to provide an overall view of 
resources in a simple but comprehensive way.

45 The performance/execution indicators of the individual actions are contained in the ordinary monitoring, 
assessment and surveillance systems.
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Tabella D.3.1 – Quantitative targets46

• Indicators of the redistribution of flows in areas to be made more attractive 
through specific activities and programmes (such as inland areas or those 
crossed by the Roads) 

• Change indicators of well-being, quality of life, attractiveness and specialisation 
of the main Italian tourist destinations 

• Change indicators of costs for administrative formalities 

• Change indicators of the proportion of high-end and luxury accommodation 

• Change indicators of groupings of tourism businesses (consortia, networks, 
central purchasing groups, etc.) to boost their efficiency and improve the quality 
of the services on offer

• Change and start-up consolidation indicators for new entrepreneurship in 
tourism 

• Training adaptation indicators to develop new skills and professionalism 

• Number of inter-modal initiatives launched/funded 

• Change indicators of initiatives to digitalise public tourism promotion services 

• Change indicators of Italy’s tourism brand positioning in major markets and 
new markets 

• Change indicators in relation to trends of arrivals/stays for different areas of 
origin and promotion and marketing policies 

• Change indicators of Italy’s competitive position in the destinations using digital 
tools, social media and networking 

• Change indicators of the adoption of stages 1, 2 and 3 of the ECST by protected 
areas. 

• Change indicators of average tourist spending in protected areas

• Change indicators of green jobs in the tourism sector in protected areas

It must be emphasised that identifying any causal link between the aggregate 
results of actions “consistent” with the PST and the periodic change in those 
result indicators will be subject to specific subsequent assessment. It must, in 
fact, be remembered that result indicators are heavily influenced by factors which 
are exogenous to but simultaneous with the PST (so-called confounding factors). 
However, this does not exclude the possibility of conducting qualitative analysis 
which places said indicators in functional relation to the sentinel indicators of 
point D.2.2. The need to accompany the dashboard with risk analysis should 
also be considered, as it could lead to planned oscillations in the established 
targets and identification of probability thresholds for the various socio-economic 
scenarios and policies.  

For implementation of the surveillance function of the PST, it is planned to start 
institutional cooperation with the National Tourism Observatory (ONT) managed 
by ENIT, for monitoring of the quantitative indicators, and also the creation of a 

46 An indicative list showing the first set of result indicators that will be used, throughout the observation period, 
to monitor and assess the overall efficacy of future implementation of the PST.
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panel of key players in the implementation of the Plan on the various geographical 
scales, which will provide feedback on progress of the Plan and its effects on the 
territory. 

In the PST surveillance and assessment system, particular focus will be placed 
on monitoring “pervasiveness” of the Plan, intended both in terms of efficacy of 
communication in the territory and with stakeholders and as a reference point 
of the policy and tourism planning among regional, national and international 
stakeholders (e.g.: European and international organisations).  It is therefore 
planned to create a further “PST pervasiveness dashboard “, identifying specific 
monitoring indicators.
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