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e 5 million arrivals / 26 mIn overnights

e 2017: 49,1% tourist arrivals and +8,1% overnights on
previous year

e Tourism from about 90 foreign countries

e 16% of GNP in Trentino

e Growing trend with important environmental,
economic and social impacts on the territory

TOURISM AS A STRUCTURAL PHENOMENON
THAT AFFECTS HETEROGENEOUS ASPECTS
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= We mapped the territory
U oo™ through visitors’ experiences...

Destination is an
economic space
activated by the tourist.
Attractions>vs The tourist moves freely

Tourist flows—>vs . T
Management with/within the mass
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Information comes from tsm fe
single and aggregated

flows (ex Garda Lake)

S S |t is possible to build a
e . : project based on a key
flow (i.e. visit to a main
attraction) or on
different flows with
common needs.
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Territorial Business Area:
defined space activated by visitor

flows (ex Val di Fassa)
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\ Goal /

\ Building experiences that V4

\\ allow guests to have an /
intense fruition of the

\ territory, increasing business

possibilities of the supply ¢
\ sector //

|
Operators of \&el'e—rritoﬁzﬁ“/ Transportation

outgoing
demand ‘ Business Services
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Influencers

Administrations

Vectors
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/ Th rough \\ Associations,
,, \ institutions
Analysis of tourists’ behavior, &

/ integrated use of information \
Y 4 sources, coordination of local \
Y 4 actors, promo-commercial \
/ actions, intersectoral policies \
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Same territory,
different tourism flows

Different
business areas
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Visitor flows :
implications in destination
governance

traditional approach
one destination
one strategy
one report
one round table
every actor representing interests’
one COMIMOon Process

‘start’ ‘control’ ‘start’ ‘control’

2000

2005 2015

demand-flow approach
various areas (map sizes)

many projects and initiatives

Many maps and tables, working
papers

one meeting room with different
participants at different times

every actor learns, discusses, decides
continuous, decentralized, but still
surveyed leaming and deciding
platform
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Traditional territorial space vs. variable geometry for the case of
Heidiland

1. From one territorial area to multiple
strategic visitor flows

2. From the DMO as an institution
(one big pot) to the DMO as a
synergetic combination of tasks,
commissioned by the private and Selected tasks for Baselle_md Tourismus (dark grey), '_u-.rith other
public sector (stacking bricks that tasks done by others (white) and tasks left undone (light grey)
can be added or removed), and
consequently

3. From common ownership (the DMO
belongs to everybody and serves
everybody) to effective transactions
(the DMO can only fulfill selected
tasks, with a clear goal).
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«nurtures» customer journey

tripadvisor
INSPIRATION, EXPERIENCE RELATION,
RESEARCH, MEMORIES

CHOICE
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«nurtures» customer journey

Content
creation

Info point

Research Market trends

Experience

Experience

Development

Content
management

Signposting

Digital data

Infrastructure

Content
distribution

Digital

Travelappeal,
h-benchmark,
dttt

Services






The effects of Brenner base tunnel’s opening:

mp Berlin

mp Paris 1%
mp Roma 4 Hh
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From: relations To: internal

=Destination Marketing with foreing relations within
markets the market

Training/Product design/ Experience
Diversification of areas through the
enhancement of local resources

. .. From: internal To: relations
=Destination

Management

relations of the inside/outside
destination the destination

Mobility

Territorial planning/Residential areas/
(Real Estate Market /Retail landscape)
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CO-INNOVATION
COPYRIGHT VS COPYSHARE

INTEGRATED DIVERSITY

KNOWLEDGE SHARING
NETWORKS

TERRITORIAL LAB
MODELS’ HYBRIDATION

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

* Developing policies to make resident benefit from visitor economy
e Common visitor management strategies

e Improving mobility infrastructures

 Spreading visitors in the areas / Stimulating different itineraries

* Enahance the quality of local skills

e Coherent policies towards OLTA and big player

* Data enter and knowledge sharing
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