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• 5 million arrivals / 26 mln overnights
• 2017: +9,1% tourist arrivals and +8,1% overnights on

previous year
• Tourism from about 90 foreign countries
• 16% of GNP in Trentino
• Growing trend with important environmental,

economic and social impacts on the territory

TO U R I S M A S  A  S T R U C T U R A L  P H E N O M E N O N
T H AT  A F F E C T S  H E T E R O G E N EO U S A S P E C T S

Tourism in Trentino:
facts and figures



DMOs in Trentino

DMOs in TRENTINO



1. Identify
visitor flows

and draw maps

3. Define
marketing and
management

strategies

2. Analyze
demand’s

networks and
flows’ offer

4. Organize
strategies and

actions between
stakeholders

Application of St . Gallen
Destination Management Model



We mapped the terr i tory
through vis i tors ’ exper iences …

D e st i n a t i o n  i s  a n
e c o n o m i c  s p a c e
a c t i va t e d  b y  t h e  t o u r i s t .
T h e  t o u r i s t  m o ve s  f re e l y
w i t h / w i t h i n  t h e  m a s s

A t t r a c t i o n s v s
To u r i s t f l o w s v s
M a n a g e m e n t



1. Workshop with
stakeholders to draw
flows on maps

2. Register and
analyze each flow

3. Merge flows and
create Territorial
Business Areas

4. Validate findings
with stakeholders





Informat ion comes from
single  and aggregated
f lows (ex  Garda  Lake)

It is possible to build a
project based on a key
flow (i.e. visit to a main
attraction) or on
different flows with
common needs.



A g g r e ga t i n g f l o w s h e l p s v i s u a l i z i n g
s t ra te g i c p r o b l e m s ( e . g . s u m m e r v s
w i nte r s t ra te g y P i zo l )



Terr i tor ia l Bus iness  Area:
def ined space act ivated by vis i tor

f lows (ex  Val  d i  Fassa)



Building experiences that
allow guests to have an
intense fruition of the

territory, increasing business
possibilities of the supply

sectorFlows

Operators of
outgoing

Influencers

Vectors

Hotels

Transportation

Services

Administrations

Associations,
institutions

Analysis of tourists’ behavior,
integrated use of information
sources, coordination of local

actors, promo-commercial
actions, intersectoral policies

demand supply

Goal

Through
…

Territorial

Business

Area

Territorial Business Areas



Terr itor ial Business Areas:
Layers

Same territory,
different tourism flows

Different
business areas



From vis i tor f lows to
product des ign:

B ike  Resort  in  Paganel la  Dolomit i



From vis i tor f lows
to  ser v ice  des ign:

Mobi l i ty P lan  in  Val  d i  So le



Vis i tor f lows :
impl icat ions in dest inat ion

governance



Vis i tor f lows :
impl icat ions in dest inat ion

governance



PRE HOT POST

RELATION,

MEMORIES

Dest inat ion exper ience > Dmo
«nurtures » customer journey

EXPERIENCEINSPIRATION,

RESEARCH,

CHOICE



Content Content
creation

Content
management

Content
distribution

Touchpoints Info point Signposting Digital

Research Market trends Digital data
Travelappeal,
h-benchmark,

dttt

Experience Experience
Development

Infrastructure Services

Dest inat ion exper ience > Dmo
«nurtures » customer journey
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Which is the role of Trentino in a
glocal dimension?
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The effects of Brenner base tunnel’s opening:



NEW TASKS FOR DMOs
=Destination Marketing

From: relations
with foreing

markets

To: internal
relations within

the market

=Destination
Management

From: internal
relations of the

destination

To: relations
inside/outside
the destination

Tr a i n i n g / P r o d u c t  d e s i g n /  E x p e r i e n c e
D i v e r s i f i c a t i o n o f a r e a s t h r o u g h t h e
e n h a n c e m e n t o f l o c a l r e s o u r c e s

M o b i l i t y

Te r r i t o r i a l p l a n n i n g / R e s i d e n t i a l a r e a s /
( R e a l  E s t a t e  M a r k e t  / R e t a i l l a n d s c a p e )
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MODELS’ HYBRIDATION TERRITORIAL LAB

VALUE
CREATION

CO-INNOVATION

COPYRIGHT VS COPYSHARE

INTEGRATED DIVERSITY

ECONOMY
LOCALHOOD



Towards an Alpine Strategy

New paradygms open to a common Alpine strategy with reference to:

• Developing policies to make resident benefit from visitor economy
• Common visitor management strategies
• Improving mobility infrastructures
• Spreading visitors in the areas / Stimulating different itineraries
• Enahance the quality of local skills
• Coherent policies towards OLTA and big player
• Data enter and knowledge sharing



Grazie per l’attenzione!

Paolo Grigolli – paolo.grigolli@tsm.tn.it


