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Executive summary 

 

Nowadays the management of countries’ images (with the aim of developing strong and positive 

perceptions) is an important tool that governments have to sustain the competitiveness of their nation. 

One of the most important channels through which these images are formed is tourism. 

The study, which analyzes what is the current tourist image possessed by Italy in the United States  

Firstly an analysis of the major American upscale tourist magazines is carried out, in order to 

understand which is the current reputation of the nation in the field, as well as to identify which are the 

aspects of the Italian tourist offer more relevant for the US’ citizens. It emerges that the nation is 

known and appreciated, even if several are the stereotypes associated to its perception, the most 

important of which is the picture of Italy as the country of “la dolce vita”, an exotic retreat where to 

flee everyday problems. 

Throughout the study is developed a continuous comparison to France and Spain, the two historical 

competitors on that market; they are employed as benchmarks to assess Italy’s and ENIT’s 

competitiveness. 

As a matter of fact, the second part of the analysis is dedicated to the review of the activities performed 

to enhance the nation’s reputation by the local offices of the Italian tourist board and, in particular, by 

the New York’s one. 

From the comparison with review of the practices carried out by Maison de la France and Turespaña 

emerges how the Italian agency does not fully exploit the potentialities on which it could count, 

probably also due to the limited funds at disposal, and how space for improvement still exists. 

Therefore, the discussion parts is focused on highlighting, through the instrument of the SWOT 

analysis, the strengths and weaknesses of ENIT’s promotional strategy; also the positive aspects of the 

competitors’ work are considered, all in order to formulate some concrete guidelines to improve the 

effectiveness of the Italian tourist board’s activity in the United States (and, with that, in the long run 

the image and the reputation of the country). 
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1. Introduction 

In the nowadays society, interconnected and globalized, a positive national image is to be 

considered from the different countries as a valuable asset in the relation with both the 

stakeholders and the wider audience. This assume a greater relevance if one consider that only 

in Europe there are thousands of communities competing globally for the same tourists, 

investments and workers. 

Due to the fact that a place can be easily substitute with another if not adequately promoted, 

more and more countries are trying to state and emphasize their uniqueness, in order to 

differentiate their image from that of the competitors. 

A positive image, as a matter of fact, permits a nation to attract more tourists, more skilled 

workers, more researchers, more investments,…; in two words, to generate more income that 

can be distributed and can enhance the living condition of its population. 

Therefore, the management of countries’ image should be on the agendas of all the 

governments worldwide; unfortunately, what has been done so far in this direction is not 

enough. This is probably due to the characteristics of nations’ image itself, which reside in 

people’s mind and is formed with the concurrence of numerous different actors and several 

interrelated channels1

                                                 
1As will be subsequently explain the main channels are: tourism, brands produced in the 

country, decisions taken by government, cultural production and citizen themselves. 

 that renders more difficult its management. 

In any case, all the examples show that inertia can have extremely negative consequences in 

this field. 
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2. Problem definition  

This study will try to analyze, what is the current image of Italy in the United States, and, in 

particular, will look at it from the tourist perspective. It will be examined, which are the 

current activities performed there by the national tourist board, ENIT, and, throughout the 

whole text, will be carried out a comparison with France and Spain, the two historical 

competitors of the country, taken as a benchmark, both, in term of images and actions 

performed by their NTOs. 

The whole, in order to understand, how ENIT could work to effectively sustain the country’s 

reputation in the one that is, after Germany, its second most relevant market touristically 

speaking. 2

 

 

3. Delimitation 

 

 

The problem of a nation’s image is extremely complex; therefore the attention will be 

concentrated just on one of the channels through which country reputation is formed, 

tourism.3

                                                 
2The American market has been preferred to the German one, due to the higher importance of 

the impacts produced by tourist image on the whole economy . Moreover, differently from 

Germans, all the Americans travelling to Europe belong to the higher tale of the market, with 

higher purchasing power, which translate itself in higher income for the hosting country. 
3As below stated, according to Anholt (2007a), the others are: exported brands, foreign and 

domestic policy, investments’ and immigration’ decisions, cultural production and activities, 

people. 

 It has been selected for different reasons; first of all, the national tourist board is for 

What is the current 
tourist image of 
Italy in the United 
States? 

What are the 
current activities 

performed there by 
ENIT? 

Which are the images of 
France and Spain there? 

And which the activities 
performed by their 

NTOs? 

What could ENIT do to sustain Italy’s reputation in the United States? 

Table1: Problem definition (Sara Bricchi, 2009) 
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every country the entity officially deputed to deal with the promotion of national image 

abroad. Moreover tourism is a mean through which foreigners can directly discover the real 

identity of a country, correcting their image, other than being a source of income in itself. 

The study will try to apply, as far as possible4, Moilanen and Rainisto’s Identity building 

operational model5

The reasons for favouring the study of upscale tourist magazines instead of directly 

interviewing people in order to determine the country’s image are numerous. Firstly practical 

reasons: to obtain relevant results from a statistical point of view, seen the wideness and 

variance of the population, the sample drawn should have been considerable. This would have 

had an impact on the times and the costs of the research. With the study of the press is 

 and will be composed of interrelated parts: first of all an analysis of the 

major American upscale tourist magazines to understand which is the current reputation of the 

nation in the field. This will also enable to identify the aspects of the tourist offer that are 

more relevant for the US’ citizen and could be exploited to enhance Italy’s fame on that 

market. 

Throughout the whole study there will be a continuous comparison with the two historical 

competitors of Italy worldwide, and more in particular in the United States: France and Spain, 

which will be employed as benchmarks.  

A second part of the research is the review of the activity done by the local offices of the 

Italian national tourist board, ENIT. The objective is firstly to point out what are its strength 

and weaknesses, also compared to the work performed by the French and Spanish NTOs. 

Subsequently the aim is to understand if what ENIT proposes to the American market is 

coherent with the real identity of Italy and how it positions itself in relation to the image that 

US’ citizens have of the country. The purpose is to see if it is able to properly target the 

American consumers and to improve the image they possess. 

The analysis of Maison de la France and Tourespaña work should be useful to understand if 

some of their best practices could be transferred and still result valuable in the case of Italy.  

The ultimate objective is the detection of some concrete guidelines that can be followed by 

ENIT to enhance the Italian image in the United States, at least in tourist terms. 

 

4. Methodology applied 

                                                 
4In particular, the study is focused focus on the second phase of the model, the research stage, 

necessary to be able to objectively decide and state about a country’s identity and image.  
5For more details, see below chapter 6.5. 
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possible to approximately understand which is the image possessed by the readers, since the 

journalists write to appeal their target audience. Moreover being a public medium, press 

concurs to shape the general reputation that people possess of a nation, not counting that 

national tourist boards should relate with them when they want/need to faster act on the 

repositioning of their country’s images due to their status of legitimized players. The choice 

of upscale magazine has been dictated by the profile of the average American traveller to 

Europe, which is wealthy and no longer very young. (This is another reason why initially 

press has been favoured on internet as a medium, due to the growing percentage of people not 

familiar with the World Wide Web with the growth of the age. This move would have assured 

a more complete coverage). 

Subsequently, however, have been preferred those magazines which possess an online 

archive, due to the in-any-case-unquestioned importance of internet in the American travel 

market and due to the fact that this medium is the one toward which both the industries are 

moving. 

More specifically, will be included in the study all the articles featuring Italy, France or Spain 

contained in the issues of the chosen magazines from January 2008 to May 2009; they will be 

analysed with the tools of descriptive statistics.  

This second part of the research (the review of the three-countries’ tourist boards’ activity) 

has been conducted in New York during the first three months of the 2009, when members 

from ENIT, Maison de la France and Tourespaña have been interviewed various time (with 

unstructured face-to-face interviews) to understand the role and the activities that their 

agencies perform in that market. (The reason for which face-to-face interview has been 

chosen, is that personal contact with the people that continuously and directly work in these 

organizations and the observation of the same people performing their tasks in their own 

environment, provide more information concerning the way in which the tourist boards 

operate.) The information received has been completed with other available through 

secondary sources: documents and reports distributed by the same tourist boards or online 

accessible. 

Aware of the limitations, the city of New York has been chosen for different reasons: in 

particular since the national tourist offices based in the city are, for all the organizations, the 

major ones in the American market, from which the other depend.   



Page | 8  
 

5. Definitions 

The first thing to be done is to clarify the distinction between image, identity and reputation. 

 

The image of a place is a set of beliefs, ideas, and impressions that a person holds concerning 

an object; in this case, the perception of that place that exists in the mind of the public6; it can 

also differ from the identity, since it includes associations, memories, expectations and all the 

other feelings that people experience toward it, which can differ from the objectively defined 

characteristics of the destination.7

                                                 
6Anholt (2007a) says that it “exists in a remote, secure, distributed location”, meaning that 

image resides in the consumers’ mind (remote), which is difficult to be penetrated and 

manipulated (secure); moreover consumers do not all think in the same way (distributed). 
7Usually, if there is a gap between the two, it tends to be a negative one: many nations are 

frustrated by not being perceived as they truly are. 

 Also the context in which the image is communicated and 

the message received plays an important role. (Anholt, 2007a) 

 

The identity is the truly being of the thing, the set of the characteristics that determine it for 

what it is; the way that the self aims to position in respect to the outside world. A national 

identity include at least: a homeland; common stories, myths and historical memories, a 

shared public culture; legal rights and duties for all the citizen; a common economy with 

territorial mobility. (Dinnie, 2008) 

 

The reputation in common with the image possesses the characteristic of having impacts on 

the fortunes of its owner. (Not necessarily it is complex, but it forms in a more complex way 

and through a longer process.) It is the estimation of being, have or having done something 

specific. Therefore, a place owns a reputation when it is publicly recognized and means much 

the same things to most of the people who are aware of it. 

If positive, it leads consumers to become more positively disposed toward its owner, creating 

an evoked mind-set that “would take some significant “wrong doings” to change”, starting a 

virtuous cycle. (Misiuara, 2006) 
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6. Theoretical framework: the image of a country 

6.1 The importance of a country’s image 

The country’s image and reputation tend to strongly affect the way in which people behave 

toward it and to have impacts on its social, cultural, economical and political destiny; 

therefore, their management should be on governments’ agendas. (Unfortunately there is no 

standard formula for successfully dealing with the image of a country.) 

Nowadays the world is in a way a global marketplace, where every country, every region and 

every city competes for gaining consumers’ attention worldwide and, with that investments, 

labour force and income from tourism.8

In such a crowded marketplace, constantly bombarded by numerous signals form the 

environment, the typical individual tends to form his/her opinion reducing the complexity 

through stereotypes, which help him/her taking the relevant decisions. 

 (Anholt, 2007a) 

9

                                                 
8Possessing a positive image can help to  increase currency stability, to raise investors’ 

confidence, to restore international credibility and ratings downgrades, to grow the political 

influence abroad, to enhance stronger partnerships with foreigner companies,… (Dinnie, 

2008) 
9People’s mind works principally through three processes: abstraction, generalization and 

categorization.  According to abstraction, different things are grouped in categories and 

rendered equivalent (they do not respond anymore for their uniqueness, but for their class 

membership). Once something has been categorized, through generalization, all the properties 

of that class are ascribed indiscriminately to it. (Jaffe and Nebenzal, 2001) 

Categories are formed at the cultural level, varying from a community to another. It is 

important to know it, when managing a country image, to provide to the relevant audience 

specific and targeted information. 

 

People, not aware of this process, are to busy to inform themselves to have a complete and 

balanced impression of every country/place; they do it just if for a particular reason they 

acquire some interest toward them. 

Mental representations that people have of the other countries are also influenced by other 

factors, the first of which is the personal, direct experience. When an individual lacks this 

first-hand knowledge, is in any case affected by word-of-mouth. A role can be played also by: 

the performance of national sportive teams, political events, and portrayal of the nation in 

movie, television or other media, the behaviour of individuals associated with a certain 

country, 
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This contributes to the formation of stereotypes, which affect the behaviour of the individual 

toward that place and everything that comes from there, even before the reception of the 

“official” messages produced by the state to enhance its reputation. 

 

From here the importance, for every country to work on the building of a positive and 

coherent image, which is also stressed by the concurring presence of other trends: 

_the increasing tendency toward transparency of government and open relationships, which 

has favoured a diplomacy that take place in real time, in front of a global audience; 

_the growing power of international media, always ready to feed a “news-hungry” public with 

new stories and of the information technology which put in continuous and immediate touch 

distant audiences; 

_the decreasing cost of international travels, and the increasing spending power of the middle 

classes; 

_a more globally linked economic system, against a limited pool of international investors; 

_a rising interest in the credential (ethical, social, ecological,…) of manufacturers/service 

providers, which, through the country-of-origin effect, expands also to the other 

products/services original from that nation; 

_ for the poor and developing countries, the fierce competition to attract international founds 

and investments, while for the more developed ones to retain talented and skilled workers and 

entrepreneurs. (Anholt, 2007a) 

Principal reasons of the importance of possessing a positive image 

● Globally linked economic system 
● Increased competition to attracts international funds, partners, labor force, tourists 
● Growing power of national/international media 
● Word-of-mouth phenomena 
● Decreased costs of international travels and increased spending power of the middle class 
● Diplomatic relationships constructed in front of a global audience 
● Interest in the credentials of manufacturers/service providers 

Table2: Main reasons for possessing a positive national image (Bricchi Sara, 2009) 

 

6.2 Where do countries’ images come from? 

According to Anholt (2007a), national images are created through several channels, which 

can be grouped in 6 major ones. 
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1. Tourist promotion and first-hand experience of visit to the country.  

It is usually the most important of the 6 channels as the national tourist board has the 

legitimated power to promote the country and act in its representation; it is the one who has 

the duty to build the national identity and to communicate it abroad10

2. Brands produced in the country and exported abroad, which work as nation’s ambassadors 

abroad, when the country-of- origin is explicit. 

. It is the biggest chance 

that a state has to speak by itself, to send out “controlled” communication. 

Brands have the power to accelerate change in audience’s perception11

3. Decisions form the country’s government affecting population abroad or reported by 

international media 

 and differently from 

promotional campaigns, they produce money, rather than costing (besides advertisement is 

usually thrown away, while products are kept into houses) 

4. Country’s policies in terms of investment solicitation, skilled workers’ and talented 

researchers’ recruitment and presence of foreign companies 

The administrative procedures and the perceived image of the bureaucracy play an important 

role: if they are perceived as to slow or to complex, workers, researchers and entrepreneurs 

decide to opt for another place. Therefore, important are also favourable visa and residency 

regulations, career opportunity and appealing lifestyle. 

Possessing skilled workforces can activate a virtuous cycle and reinforce the entrepreneurial 

presence in the country. (Firms and company can opt for that area since there they can find 

the skills they need, without having to pay for workers’ training.) 

5. Cultural production and activities, which translate in national sport teams/athletes 

achieving good results, works of musicians, poets, authors and filmmakers  

Culture plays a fundamental role in the process of enriching a country’s reputation, since 

differently from some geographical ones it is a unique feature of the community.12

                                                 
10Even if the country is to expensive, inaccessible or incapable of sustaining a large number of 

visitors as a tourist destination, the promotion done by the tourist board to sustain image is 

valuable and can act as a sort of vicarious visit. 
11Unfortunately they can also stereotype countries and make it harder for producer of “non-

typical” products to export their goods abroad  

 

12Once again the challenge is not to fall into stereotypes, glorifying a monolithical culture of 

the past, which marginalize the multiethnic reality of the present. A tension is observable in 
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Culture is also a metaphor for personality and exerts a powerful influence on tourism: people 

interested in the life of the place are more interested also in the place itself. 

6.  The people of the country themselves, from the high-profile leaders and entrepreneurs, to 

the media celebrities to everyday-men. 

Famous sporting or cultural figures can be invested, without any official endorsement, nor 

any agreement, of the role of ambassadors of their nations. 

Furthermore, when people are proud of their countries and values they can be extremely 

powerful promoters, outclassing traditional advertising campaigns: being living 

spokespersons they are more reliable at the eyes of their audience: they have the potential to 

render the image of their countries more real and alive, just for the simple fact that people 

relate to people. Ultimately it is the citizen with their character, values and aspirations that 

make the place what it is, creating the potential for tourism, business and 

cultural/social/political exchange. 

Differently from any other communication media, the use of population to spread the word 

results in a complete global coverage.  

When speaking of people, one should not forget the emigrants, who despite the distance, they 

usually very patriotic and could be of great help in promoting a positive image of their 

“country-of-origin”. 

 
Table3: The 6 channels for the formation of a national image (Simon Anholt, 2007a) 

 

                                                                                                                                                         
different nations between cultural diversity and national unit (an example is the modern 

France) 

Tourist promotion 
Exported brands 
(country-of-origin effect) 

Foreign and domestic 
policies  

Investments and 
immigration 

Cultural production 
and activities 

People 
(ambassadors) 

National image 
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According to the Nation-brand equity theory (Dinnie, 2008) instead the identity and the image 

of a country are based on an ensemble of internal and external assets, which interact among 

themselves. 

Internal assets can be divided between: 

_innate assets, “enduring elements of the national identity”, whose essence is unique and 

cannot be copied; they are composed of iconography (the national flag, the national 

anthem,… and other symbols exclusively associated with that country), landscape (done of 

cities’ architecture, monuments, heritage, natural sceneries…) and culture (intended in the 

widest sense) 

_natured assets, which “derive from the conscious effort to create a healthy environment”: 

internal buy-in (update of the population and the stakeholders with the actual image of their 

nation, so that they can fully “live the brand”), support for the arts (state financing and 

commercially driven sponsorships) and loyalty (from all the “customers” of the nation: 

citizen, trading partners, foreigner consumers, international organizations, political allies, 

tourist, investors,…) 

External assets that need to be managed are: 

_vicarious assets, second-hand experiences of the nation: country perceptions and external 

portrayals in the popular culture. 

_disseminated assets, “tangible projections” of the national identity around the world: brand 

ambassadors (appointed and de-facto), the diaspora (networks of emigrants) and the branded 

exports. 

Internal Assets 
Innate Assets: 
●Iconography 

●Landscape 

●Culture 

Natured Assets: 
●Internal buy-in 

●Support for the arts 

●Loyalty 

Vicarious Assets: 
●Country perceptions 

●External portrayals in popular culture 

Disseminated Assets: 
●Brand Ambassadors 

●Diaspora 

●Brand Exports 

External Assets 

Table4: Nation-Brand Equity Theory model (Keith Dinnie, 2008) 
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The audience forms its image, coming in contact with the identity through a series of “touch-

points”, in conjunction with the encounter with the real country, prior or post. Some of them 

can be planned and controlled (such as advertising and PR activities); others are beyond the 

control of those in charge of sustaining the image of a country (like blogs, internet forum, and 

personal behaviour). Unfortunately, all contribute to form positive or negative perceptions 

about the nation’s image and therefore should be managed as much as possible in their 

totality. (Dinnie, 2008) 

 

For this reason governments should have a strategy (a firm idea of who they are, where they 

want to go in the short and in the medium-long term and how to get there)13

Just giving a place a nice logo and a catchphrase, like many tourist board do, is not enough to 

change its image; individuals change their mind only if people and organization concretely act 

 and should be 

able to implement it, coordinating actions and communications sent to the external 

environment through the six main channels described above. Stakeholders’ management is 

fundamental, since in most countries they tend to pursue each his/her own interest, resulting 

in an emission of contrasting and confusing signals and in a non coherence of the overall 

national image. (Anholt, 2007a) 

(In the process should be included citizens, representatives from the state and the economy, 

not-for-profit organizations, the tourist sector, and the media). 

Every single act of promotion/exchange/representation should not be taken in itself, but 

thought as part of a more complex system, oriented to the enhancement of the overall 

reputation. (Uncontrolled and random fluctuations of the “nation-brand” positioning, would 

lead to audience confusion and would erode the brand equity). (Dinnie, 2008) 

 

6.3 Other considerations concerning countries’ images proposed in the literature 

National images are not fixed, change over time. Although the change is often slow and the 

image can lag behind years, the reality. 

People are attached to their beliefs, they change their views slowly and reluctantly.  The 

stereotype they created is simple, credible and functional, since it helped them reducing the 

complexity of the world while taking decision. 

                                                 
13The development of a strategy requires an analysis of the environment in which the image is 

formed and of the competitors: who they are, what are their strengths and weaknesses, their 

objectives, strategies, … 
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and behave to change things. New and interesting things are the only ones adequately 

reported by the media and more media attention means more probability of gaining people 

attention. 

The process change can be accelerated, in the case there is a clear strategy, a visionary 

leadership and a proper coordination 

However the task of modifying consumers’ perception is delicate, since the average person do 

not tolerate to be told that he/she is wrong, and the “repositioning” should be carefully 

planned. 

 

Another reason why a country image change (but usually in a negative way) is because the 

country has done something to the people: an attack, real ore perceived, to individuals’ self 

and values, can easily destroy a nation reputation; reputation can change quite suddenly in the 

mind of those individuals and groups. (Anholt, 2007a) 

Usually if the action performed is out of the usual character of that nation, people’s belief will 

return quickly to the previous image; it has to be said, however, that the effect can be 

prolonged and reinforced by media indoctrination and education (if it is in the interest of that 

society or government to do so) 

Instead, countries’ images usually survive unchanged to things that happen to the nation, such 

as wars, terrorist attacks and natural disasters. Even if these catastrophes attract at the 

beginning the attention of the media, they do not have an impact on the reputation, even in the 

short term, unless they start to become a regular event. 

 

Another characteristic of national image is that, if the state does not manage it, someone else 

will do (usually the public opinion), and it will do it in the more simplicistic, usually out of 

date, way. But it can be also an entity from another state doing it (One can think for example 

to the United States with their foreign affair policies, but also with their credit  

rating agencies) (Anholt, 2007a) 

 

The matter of identity is a complex reality: people can hold several contradictory feelings 

toward the same country at the same time, depending if they look at it as consumers, as 

politically influenced citizen, or individuals with their thoughts and tastes. 

For this reason is important to distinguish between negative reputation that matters (to deal 

with it), from negative reputation that can be ignored without relevant consequences. (Dinnie, 

2008) 
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6.4The importance of a strong and positive image 

A strong, positive image gives the country several benefits, which can be divided between 

impacts, which more directly affect the GDP, and impacts on a more social and mental level.  

From a more psychological point of view a positive image: 

_can enhance the nation building by fostering confidence, pride, harmony and ambition in its 

population; 

_ creates emotional benefits for the customer and facilitates his/her decision making, reducing 

the information retrieval and the risk perceived; 

_ is perceived as a symbol of quality and as an insurance in the case the things do not go as 

they should; 

_ brings long-term strategic benefits and increase the efficiency from marketing/promotion’s 

campaigns; 

 

From a more economical and financial perspective the same positive image: 

_ differentiate the nation and its products from the competitors in the global marketplace: the 

country-of-origin effect, which can be subsequently expanded to other products 

manufactured/services provided by the country, contributing even more to a growth in 

exports); 

_ permits a sort of affiliation to the country’s businesses, which enable the entrepreneurs to 

develop stronger relationships with foreign companies based on long-term investments, which 

will create more financial value (Anholt, 2007a and Moilanen and Rainisto, 2009); 

_enables the different regions to attract more tourists, and tourism directly impact on the 

GDP, creating revenues and employment; 

_on the financial markets grants a more stable currency, raises investors’ confidence and 

prevents downgrading ratings; 

_facilitates the attraction of more skilled international workers, researchers and entrepreneurs, 

international funds and investments and the start of virtuous cycles, which will strengthen the 

entrepreneurial presence in the country; 

 

In the end, the creation of a higher GDP will turns itself in an enhancement of the living 

conditions for the population inhabiting the country. 
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6.5 How to build a positive identity 

Moilanen and Rainisto (2009) propose an operational model to develop or revitalize a strong 

image for a nation in terms of country brand; it is a plan with a long term perspective, 

composed of 5 main consecutive stages. 

The research part takes about 18 months and is focused on clarifying the actual image of the 

country, on evaluating its competitiveness and on developing the strategic core concept. The 

concrete lunch takes in total nearly 5 years and before evaluating the tangible result 10 to 20 

years are necessary. 

●Phase1: Start up and organization (approximately 4 months) 

A team of experts that will follow it all along the stages is established; the spring to action can 

come from the Ministry of the Foreign Affairs, or from the National Tourism Board, which 

should lead the team. 

The main objectives of this stage are:  

_generation of commitment among the highest management of parties with international 

visibility (business life, science, arts, sports and political): the top political leaders, managers 

from the most important companies of the country, the tourism industry and all those 

individuals with a strong reputation abroad should be contacted; the core team should devote 

time to explain them the importance of the project, to secure their commitment 

_creation of the organization: a steering group of about 20 members should be formed; 

member should be chosen among those internationally visible people previously contacted, to 

give credibility to the entire project. 

The parties should agree on the objectives, the methods and the boundaries of the committee’s 

power. A secretariat (a supportive unit dealing with the management of the organization) 

should also be established. 

_generation of project’s visibility and broad communication: to increase transparency and 

reducing the amount of criticism. Good and confidential relationships with the media should 

be built to guarantee the project continuous visibility (a greater visibility should build greater 

commitment and start a positive cycle of success) 

●Phase 2: Research stage (approximately 5 months) 

The steering group commissions to experts (independent consultants and market research 

agencies) the completion of different interrelated studies with the aim of collecting all the 

information needed for a balanced decision making. Five sub-phases can be detected:  

_vast discussions with the interest groups: the purpose is to interview the strategic 

stakeholders to find out which elements in the brand identity would be beneficial for whom 



Page | 18  
 

and under which conditions and which are the circumstances in which they would support and 

finance the image-building project. 

_researches on country image in the homeland: traditional marketing researches should be 

carried out to understand what the citizen think of their nation 

_researches on the country image among foreign target audiences and analysis of the 

competitors: to understand how well known the country is abroad and how is perceived; a 

second step is to comprehend which are the competitors, their strategy of development, their 

strengths and their weaknesses. Tools, to assess it, are: interviews, newspaper articles, 

promotion materials, documentation produced by the country’s different stakeholders, 

publications on the nation’s history,… 

_completion of all the basic information (needed for an effective decision making) 

_analysis and interpretation of research’s results (to provide a base for the work of in the 

subsequent phases) 

●Phase 3: Forming a brand identity (approximately 5 months) 

Starting from the conclusions of the previous stage, this phase is a circular process, repeated 

until satisfying end-results are achieved, in which the steering group coordinate the discussion 

of the experts and all the relevant stakeholders. The main steps are: 

_choice of brand-identity’s elements: this involves the definition of a core idea, of a 

positioning, and an estimation of the competitiveness; criteria of success should be 

established and strengths and weaknesses recognized. 

The steering committee should remember that: the brand identity should tell something 

truthful about the country (the citizen will recognize it and will talk about it favourably), 

should take into account the interest of different stakeholders, being motivating, credible, 

inspiring and relevant and should possess longevity, arousing lasting interest. 

_discussions with the interest group about the concept, to assure the widest commitment 

possible, in the homeland and abroad. 

_strategic operational decisions: they include a creative concept, a brand’s structure, the 

financing and the distribution of the work. An organization should be created or chosen to 

deal with and to coordinate the work in order to give coherence to all the communications 

made. It is desirable that the financing is on a long-term base and that is split between public 

and private entities. 

The brand strategic elements should be tuned to the target groups and adjustments of the key 

messages to better match them should be considered 
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_consultation and testing (fine adjustments): the opinion of all the major stakeholder should 

be taken into consideration, before elaborating the final decision and implementing it. The 

organization should remember that a good identity is the one that: is able to attract business 

and investments, to promote tourism and public diplomacy, to support the interests of 

exporting industries and to strengthen self-respect and a sense of proud in the citizens. 

●Phase 4: Establishing an implementation and enforcement plan (approximately 4 months) 

During this phase the team should deal with: 

_the establishment of integrated implementation plans: together with all the concrete details 

(such as operations, visual look, timetables, costs, responsibilities,…) needed to turn the plan 

into practice. 

_coordination between the operations and the actors: if the team wants to create a persistent, 

uniform image, coordination among the different players should be planned and managed. 

 _follow up arrangement (to be able to adjust the program implementation if needed). 

_end of the planning stage and reporting (process evaluation). 

●Phase 5: Implementation and follow-ups 

After the process is ended, the nation branding development begins, according to the arranged 

strategy; the continuous monitoring permits correction and improvements while the 

communicational campaigns are already running. 

Identity building: operational model’s main phases  (Moilanen and Rainisto, 2009) 

Phase 1 
(months: 1st-4th) 

Start up and organization: 
● generation of commitment among the stakeholders 
● creation of an organization to deal with the identity-
construction 
● communication and generation of visibility for the “project” 
 

Phase 2 
(months: 5th-9th) 

Research stage: 
● discussion with the interest groups 
(which elements of the brand identity would be beneficial for 
whom and under which circumstances?) 
● researches on the country image in the homeland 
● researches on the country image among the foreigner target 
audiences and analysis of the competitors 
● completion of the information obtained (if needed) 
● analysis and interpretation of the results obtained 
 

Phase 3 Forming a brand identity: 
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(months: 10th-14th) ● choice of brand-identity elements (core idea, positioning, 
criteria of success,…) 
● discussion of the concept with the interest group 
● taking strategic decisions 
● consultation and testing (concept adjustment) 
 

Phase 4 
(months: 15th-18th) 

Establishing an implementation and enforcement plan: 
● establishment of an integrated implementation plan 
● coordination of operations and actions 
● follow-up arrangement 
● end of the planning stage and reporting 
 

Phase 5 
(months:18th+) 

Implementation and follow-ups 

Table5: Identity building operational model: main phases (Moilanen and Rainisto, 2009) 

 

6.6 Italy’s image as perceived by researchers 

Italy is a country with a quite balanced international reputation: according to the Nation 

Brands Index it comes at the top for tourism and culture. It is rich in heritage, monuments, 

and natural beauty; it is well known for its cuisine, the tastiness of its food and wines; it is the 

homeland of great personalities of the past and of stylish fashion, design and luxury 

companies; not to mention that it also own some “sub-brands” with an extraordinary 

reputation like Venice, Florence and Rome. 

Always according to the National Brands Index, however, Italy ranks just seventh in the 

overall standing, due to the poor scores for business (technology) and governance. 

Moreover, is the most volatile among the top ten countries of the Index, showing tendencies 

to the decline. 

There are two main possible explanations for this situation: 

_the richness of what Italy inherited in terms of landscape, monuments, heritage, culture, 

cuisine and world-famous brands create complacency, and Italians leaders prefer to keep a 

“sit-and-wait” approach instead of acting to improve their country’s image; they do not 

recognize other nations as competitors and not seeing them as a threat, they do not do enough 

to keep Italian reputation update; 

_even if it national images do not change so much, the world constantly changes its mind on a 

number of other global issues; in the new scenario people are creating in the last years, Italy 
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comes to occupy a more and more marginal position. Anholt (2007b) affirms that the decline 

is not in absolute, but in relative terms. 

If people around the world could spend five seconds per year thinking to Italy, they will spend 

much more reflecting on issues such as the climate change, poverty, wars, diseases, the cost 

of living,… and their views on these matters are constantly updated. Lately, critical seems to 

have become: the country perceived environmental credentials (and Italy is seen as not doing 

that much in this direction), the perceived competence and productivity in technology (and 

Italy is seen as a country of more mechanical than technological excellence)14

                                                 
14The industries in which Italy excels in exports are clothing and fashion, design-home 

furnishing,  motor and mechanics, food and drink. Chemistry and pharmaceutical industry, 

banks, financial and insurance services, ICTs and audiovisual are perceived as the bottom of 

the ranking, despite Italy has some excellence also in these sectors. (They have not sufficient 

visibility abroad, maybe also because they do not fit the Italy’s stereotype.) 

Other problems of the “Made in Italy” are linked to: the certifications (that differ from a 

country to another, not providing a global perceived standard of quality), the identification as 

Italian of products with different origin and the “Italian sounding” (which represent nearly 

10% of the brands associated to Italy) 

, the 

attractiveness of a nation as a place of learning and self-improvement (and Italy is identified 

as a retreatment for holiday rather than a place to live in) (Anholt, 2007b) 

The worldwide known image of Italy as the country of “la dolce vita”, if contributed to 

“advertise” the nation abroad, also renders a stereotypical picture of it, which is a great 

constraint for the country. 

 

The country’s history and geography have contributed in the past to create clusters of 

heterogeneous images (popular is the motto: “l’Italia dai mille volti”); if the “product” Italy 

has to be marketed, these different sub-images, or sub-brands, have to be put together so to 

transmit coherence internally and externally; (Sanders Milani, 2008) the nation hasn’t done it 

yet.   

 

If it the country want to maintain a central role also in the future it has to work on long-term 

social and political reforms, on cooperation between public and private actors to build a new, 

more complex image that better reflect the reality of the situation.  
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7. Analysis 

7.1. Preliminary considerations: overview of the American market15: profile and figures 

of US residents travelling abroad16

 In 2007 the total outbound tourism from the United States has been 64,052,000 visitors, with 

a slight increase compared to the 2006(63,662,000).

 

17 Travelers going overseas have been 

31,228,000. Preferred destinations have been Mexico, Canada, United Kingdom, Italy and 

France18

The importance of the European market for the United States (but also vice versa) can be 

found even in the weekly flight capacity between the two areas: more than 2600 flights 

(approximately 650,000 people); 312 (80,281 passengers) directed to France, 182 (39,267 

passengers) to Italy and 121 (30,277 passengers) to Spain.

. 

19

                                                 
15When speaking about the American market, a thing is to be kept in mind: the data presented 

are obtained as average of those collected in 50 different States with various characteristics, 

therefore the market so constructed could be regarded as an abstraction, not really existing. 

Data at the federal level have not been available and are in any case beyond the scope of this 

analysis; however the different NTOs should be aware of this and should try to deepen their 

studies to better address the different communities. 

(In any case, can be said that 80% of the overseas travelers resides in the metropolitan areas 

and more than the half of the market is constituted by 4 states: New York and New Jersey 

(31%), California (15%) and Florida (7%). 
16Sources: OTTI, ETC, USTOA, Banca d’Italia, IET, Direction du Tourisme. 
17The number of travellers continued to growth even if at a slower rate from 2003, year of a 

negative peak of a crisis, begun in 2001. The total of travel and tourist payments abroad has 

been $104,653,000 in 2007, with an increase of 5% from 2006. (The average total trip 

expenditure per visitor is $3,216, $1467 of which are expenses done outside the United 

States.) 
18Spain ranked 10th worldwide. 
19Data are referred to quarter 2 of 2006. 

 (An incentive for travelers to 

Europe is that there are no travel formalities, since visas for tourists staying up to 90 days are 

not required.) 

There are more than 250 tour operators selling packages to Europe, the majority of which 

belonging to USTOA (U.S. Tour Operators Association); but travels are also sold through 

other channels, such as clubs and cultural associations. 
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The accredited travel agents (members of ASTA: American Society of Travel Agents) are 

more than 23000, mostly (84%) belonging to a network or a consortium. 

 

US citizens coming to Europe belong to the segment of population characterized by a high 

degree of education and a medium/high disposable income; therefore, they can afford the 

travel, despite the not so favorable exchange rate and the current economical situation. 

The decision about the travel is made usually 60 days before the departure and the reservation 

30 days before. One third of the population relies on the personal computer as a main source 

of information and as a mean of booking and one third contacts a travel agent. 

Nearly 90% of the travelers decides not to opt for a holiday package, and only the half books 

the accommodation in advance.  

The vast majority travels alone or with the partner/relatives20

                                                 
20Just the 11% travels with friends and the 3% with a group. 

 and the 93% of the travel parties 

is composed only by adults. 

The main purposes of the trip are the holidays and the visit of relatives/friends; 24% are the 

business travelers. 

On average, the travelers took 2 trips in a year, of 10 days/2 weeks. (The paid holiday 

entitlement is short in the United States, on average 2 weeks a year; this reduces the time 

available for holiday and travels and increases the average age of tourists.) 

The 80% of Americans visits just one country per travel and the 60% just one destination 

inside it. Destination is the most important factor, when planning a travel. 

Shop for value is becoming an important driver with the negative economic situation: 

Americans usually do not renounce to a trip, but choose who offer them the better 

quality/price ratios. 

The trips concentrates in the months of June (10%), July (13%) and October (11%). 

When abroad, the preferred leisure and recreational activities are: dining in restaurants; 

shopping; visiting historical places, cities, monuments; visiting small towns/villages and 

touring the countryside. 

 

Italy: in 2007 the arrivals of U.S. citizens to Italy have been 2,373,000 (OTTI, 2007c), with 

an increase of 8% compared to 2006 (2,201,000). Italy is the 4th preferred destination of 

Americans worldwide, surpassing France. (The 3,7% of US citizens who travelled abroad 

chose Italy as their destination.) 
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The Americans represented for Italy in 2007 the 6,5% of incoming tourism; the total travel 

and tourism payments has been of $4,072 Millions, with an increase from 2006 of 11%, 

corresponding to the 11,7% of the total expenses done by foreigner tourists in Italy.21

American tourists are the 3,6% of the incoming tourist arrivals and their expenditures count 

for the 13,4% of the total of international travelers’ expenses in France.

 

Decrements in the arrivals have been seen from 2001 to 2003, but fluxes have returned to 

values similar to those registered in 2000 (differently from France and Spain). 

 

France: in 2007 arrivals of American citizens have been 2,217,000 (3,5% of US citizen 

travelling abroad), with a decrease of 1% from 2006 (2,231,000). This decrement, together 

with the concurrent increase of the fluxes toward Italy, caused to France the loss of the fourth 

place among the destinations preferred by the American tourists. 

The total travel and tourism payments of Americans in France have been $4,804 millions, 

with a decrement of 4% from 2006, partly explained by the corresponding decrease in the 

arrivals. 

After the tourist crisis of 2001/2003, even if it regained part of its arrivals, France has never 

been able to equal the result obtained in 2000. Stagnation can be notice in the last years. 

22

                                                 
21According to Banca D’Italia, foreign tourists in Italy have been 44,150,000 (excursionists 

are not counted) and the total expenses have been € 31,121 millions (€ 3,655 millions done by 

Americans). 
22Data are to be referred to 2005. 

 

 

Spain: The arrivals of U.S. residents in Spain have been 1,093,000 in 2007, with an increase 

of 10% from 2006 (995,000). 

Spain ranks 10th among the destinations most visited by US citizens in 2007 (1,7% of the total 

arrivals, about the half registered by Italy and France). 

The total travel and tourist payments of Americans in Spain in the 2007 amounted to $1,797, 

with a great increase (18%) compared to 2006; it corresponds to 3,7% of the total expenses 

produced by foreign travelers in Spain (€49,946.1millions). (Americans are 1,9% of Spanish 

incoming tourism.) US citizens spent in 2007 €1,655 per capita (much more than the average 

of international tourists, €870). 
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Arrivals in Spain touched a negative peak in the 2002 and, from that year on, the country is 

registering a continuative positive trend, even if with a slow growth rate. However, the 

number of 2000’s arrivals has not been touched yet. 

 

Table6: Arrival of U.S.’ residents: 2000/2007 (millions of visitors) (OTTI, 2007c) 

  

0

0,5

1

1,5

2

2,5

3

3,5

2000 2001 2002 2003 2004 2005 2006 2007

Italy
France
Spain



Page | 26  
 

7.2. Image resulting from press23

The total number of articles reviewed is 287 and if are considered just the articles dealing 

exclusively with one destination. France still has the primacy with 40%, followed by Italy 

(37%) and Spain (23%).

 

The image resulting from the press is analysed as a proxy of the one that Americans have of 

Italy, France and Spain. (A positive or negative attitude of the media toward a nation 

influences the public opinion and the tourist choice.) 

The analysis has been carried out reviewing the articles, dealing with these destinations, 

featured in the issues published from January 2008 to June 2009 by: Asta Network, Business 

Traveller US, Condé Nast Traveller, Departures Magazine, Elite Traveler, Global Traveler 

Magazine (US), JaxFax, National Geographic Traveler, Outside Magazine, Redommend, 

Travel & Leisure, Travel Agent and Virtuoso Life. 

These publications have been chosen since they can be freely consulted through online 

archives and are accessible to the whole American population. (The selection has been done, 

since internet is a relevant medium in the purchasing processes of American citizens and the 

first function of the World Wide Web is to give and share information that enables people to 

form opinions on whatever matter). 

All the magazines are upscale or target consumers ranging from well-off people to tycoons. 

To have a more comprehensive picture of the situation, it has been chosen to include some 

periodicals more directed to business tourists (Business Traveller US and Global Traveler 

Magazine (US)) and some conceived for tourist operators (Asta Network, JaxFax, Rcommend 

and Travel Agent). 

24

                                                 
23For more details see Tables 7, 8, 9 and 10 and Appendix 12.2 
24 Percentages do not significantly change if are considered the articles dealing with more 

than one destination. 

 

This situation is no surprise and reflects the interests of Americans for the three destinations, 

as shown by the flows of travellers in the three countries (US citizens visiting Italy and France 

are nearly the same number and about the double of those visiting Spain.) 

All the texts have been analysed with a questionnaire (visible in the appendix 12.1), which is 

an adaptation of that proposed by Landi (2003) for the project “Marca Italia”. Modifications 

have been necessary to better suit the exclusive analysis of the tourist press. Attention has 

been placed especially on examining the topics of the articles and the “entities” (places, 

people, products,…) mentioned. 
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7.2.1. Preliminary general observations 

The articles read present altogether a positive image of the countries; just in the case of Italy, 

3 articles, even praising the global image of the destinations, strike some negativities. They 

regard Rome and Naples: in the first case tourists are advised to be aware of the bag-

snatchers25, while in the second, in addition to this, are remembered the scandals of the 

suspected toxicity of mozzarella and the of the garbage piled up and burnt in the streets26

146 articles out of 287 explicitly speak about the countries as a leisure destination, while just 

7 present their cities as venues for congresses and meetings.

. 

Despite researchers like Anholts (2007a) state that this kind of news do not produce great 

impacts on the image of a destination if isolated, the Italian tourist board and government 

should not undervalue them, trying to cope somehow with this negative publicity. 

 

27

Considered the targeted readers, it is surprising, how just less than one third of the articles 

(85) mention cultural and historical attractions

 

Coherently with what affirmed by the staff of the American offices (citizens from the United 

States especially appreciate the cities in Europe), the 45% of the articles has a city as a setting. 

Great interest is shown also for the sea (40% of the article reviewed), despite the fact that 

American can find cheaper and more accessible sea destinations in the Caribbean and in 

Mexico. (It has however to be noticed how excluded Madrid, all the most popular Spanish 

cities, as well as Naples are located on the sea, in this way altering the result). 

The countryside is quite appreciated too (17%), while it is not the same for mountains, which 

are featured in the 6,6% of the texts. 

 

28

                                                 
25Dale Leatherman, La Vita, Roma, Global Traveler Magazine, June 2008 
26Christine Spolar, Naples, Condé Nast Traveller, May 2009; Debra Bokur, Song of the Siren, 

Global Traveler Magazine, July 2008 
27These analyses and all the following ones have been carried out not considering mutually 

exclusive categories; therefore the articles often deals contemporarily with more than one 

topic.  
28For cultural and historical attraction should be intended the monuments which can be seen 

and/or visited; museums are not included. 

; the percentage is even lower for museums 

(13,6%). This is an element that the tourist boards should notice while planning the 

promotional activity, also considering that in this category are classified also popular icons, 
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which are the first elements considered while sketching and stereotyping the image of a 

country.  

It is interesting to notice that practically no article speaks about theatre, music and cinema. 

For the last one, it has to be observed how comparisons to Hollywood’s blockbusters are 

made several times to describe the places visited or the people encountered so that the 

audience has a more immediate comprehension.29

The importance given to this topic should be taken into account in terms of tourism promotion 

and of exports. Attention should be directed toward policies promoting and protecting the 

quality of the local productions overseas and this interest showed by the Americans should be 

exploited, especially for Italy and Spain, to overcome the stereotypes of the country of pizza 

and spaghetti and that of jamon and tapas, leveraging on the richness of the local cuisine and 

the quality of the products.

 

It would be wise to monitor the media productions, which are set or features their own 

country, to be always updated on how the foreigners see the nation and to be able to promptly 

react if negative stereotypes are created. 

Relevant is the comparison with the enogastronomy: the 34% of the writings contains 

references, suggestions, and comments on the food and the 22% on the wine. 

Always the 22% contains restaurants’ evaluations and recommendations. 

30

Always talking about stereotypes, it is interesting to see how there are articles

 
31 trying to 

suggest the readers the appropriate behaviour to keep in Italy, which is perceived as an exotic 

location: “So show up on time to that business meeting […] and don't dress like you're in the 

Bahamas.”(Kachka 2008, Etiquette 101: The Mediterranean). Besides it is worrying to notice 

how European cities are compared to Disneyland32

                                                 
29 Michael Haney, Where the wild Boars Are, Departure Magazine, January/February 2008 
30Pasta and pizza for Italy, as well as jamon and tapas for Spain possess high percentage of 

featuring, confirming that stereotypes are easily created in constructing the image of a place. 

(13,6%  of the total articles written on Italy deals with pizza (10,5% with pasta) and 15% of 

articles written on Spain with jamon and tapas). 
31Janet Forman , Business Italian Style, Business Traveler US, September 2008; Boris 

Kachka, Etiquette 101: The Mediterranean, Condé Nast Traveller, June 2008 

. The three nations should reflect and see if 

the commercial policies adopted toward American consumers were appropriate. It is 

32Stephan Wilkinson, A Geological Maelstrom, Condé Nast Traveller, November 2008; 

Michael Kaplan, Barcelona Family Style, Virtuoso Life, January/February 2008 
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important to understand why the European historical offer seems so undervalued and why 

Europe is perceived as an exotic destination.33

Other two phenomena have to be considered. Firstly the importance given to cruises, on rivers 

and in the Mediterranean, which often combine more destinations and represent a convenient 

solution for all those who want to travel without taking care and worrying about the transfers. 

  

 

Returning to speak of recommendations, it is relevant to notice how the 43% of the articles 

suggests an accommodation structure.  

The datum is not a surprise, since according to OTTI (2007a) the vast majority of Americans 

(87%) do not book prepaid packages and just the 40% of those who reserve an 

accommodation relies on the work of intermediaries. Tourist magazines become therefore 

sources of advices, which result more precious for the single coming from a legitimized 

source and concerning distant destinations. A confirmation comes from the fact that these 

reviews translate themselves in detailed descriptions of all the in-room amenities. Interesting 

is that whenever possible the author names all the famous personalities, who have stayed 

there, as if their presence would be a guarantee of high standards and satisfaction, other than 

of high status of the offer proposed. 

This should make those in charge of tourist promotion thinking about the key role that the 

endorsement of national celebrities as ambassadors of the country could play in the American 

market. Further studies could be conducted to understand which are the most popular Italians 

in the United States, to later ask for their collaboration in the promotion of a positive image 

for their nation in their competence’s field. 

The analysis of the tourist magazines hasn’t unfortunately spotted any of these potential 

“ambassadors”. Several living personalities are mentioned, but the number of citations is not 

relevant enough (An exception could be done for Italian fashion designers and Spanish chefs, 

if taken as a group; the 2 countries should therefore work on promoting their excellences in 

these sectors). 

The same popularity gained by the hotels is not registered by the European wellness and spa 

offer. (The same magazines dedicate much more space to these structures while speaking of 

Caribbean and American area).  

                                                 
33This datum acquires more importance considering  that Americans are interested in history, 

since the 13,5% of articles reviewed extensively narrate the story of the destination or of the 

product/entity/... featured.   
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To the tendency of being entertained while on holiday, belongs also the second phenomenon: 

the fashion of performing some activities, attending lessons from cookery to paintings, or 

escorting some worker, especially in the countryside, to experience their kind of life, without 

caring if they are a fake purposely constructed for tourists34

 

. 

Average Italy France Spain 

N° % N° % N° % N° % 

Articles analyzed dealing 

with the country 

- - 121 35,91% 141 40,51% 82 23,56% 

Articles analyzed dealing 

exclusively with the 

country 

- - 89 37,08% 96 40,00% 55 22,91% 

Topic         

Country cited as a leisure 

destination 

146 50,87% 69 55,20% 62 43,97% 43 52,43% 

Country cited. as a business 

destination 

7 2,43% 4 3,20% 1 0,70% 2 2,43% 

City 129 44,94% 52 41,60% 58 41,13% 42 51,21% 

Sea 73 39,03% 38 30,40% 30 21,27% 28 34,14% 

Countryside 49 17,07% 23 18,40% 22 15,60% 11 12,41% 

Mountains 19 6,62% 10 8,00% 7 4,96% 3 3,65% 

Cultural/Historical 

attractions 

85 29,61% 41 33,60% 30 21,30% 29 35,30% 

Museums 39 13,58% 12 9,60% 17 12,10% 20 24,40% 

Gastronomy 97 33,79% 44 35,20% 46 32,62% 34 41,46% 

Wine 63 21,95% 30 24,00% 33 23,40% 19 23,17% 

Hotels 124 43,20% 60 48,00% 47 33,33% 30 36,58% 

Restaurants 63 21,95% 29 23,20% 33 23,40% 17 20,73% 

Wellness 10 3,48% 3 2,40% 5 3,54% 4 4,87% 

Table 7: Analysis of American tourist press: featued topics, number and percentage of 

citation(Sara Bricchi, 2009) 

  

                                                 
34Ultimate European Cruise, Condé Nast Traveller, May 2009  
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7.2.2. Italy 

The total number of articles speaking about Italy is 125, representing the 36% of the total. 

The tone of the texts is for the major part (80%) neutral; for the 17% it is clearly positive and 

in 3 cases negative judgements are expressed concerning: the safety in Rome and Naples and 

the scandals of garbage and toxic mozzarellas again in Naples. 

Being aware of the limitations, these results should however make the Italian government and 

the tourist board reflect, also considering that the country is the only one to receive negative 

remarks.  

Even with small percentages, Italy is again the only country, whose politic seems to interest 

the Americans (since even tourist magazines speak about it). This is a great possibility that the 

Italian government has to sustain the formation of a positive identity. Unfortunately there are 

also associated risks: people tend to simplify the messages they receive with the consequence 

that sometimes information translates in misinformation. In any case Italian politicians should 

be conscious of the fact, in order to be able whenever possible to address and captivate also 

this part of the audience. 

Concerning articles’ topics, Italy is the country having the highest percentage of articles 

explicitly featuring it as a leisure destination (55%) and this is a confirmation of Anholt’s 

analyses (2007b and 2007c), according to which the nation is perceived as a retreatment 

where to escape from everyday-life’s routines. 

It is no surprise then that Italy is not perceived as a business tourism destination (just the 3,2% 

of the articles mention it).35

Just the 8% of the texts mentions instead mountains’. However, again, this is the highest 

percentage among the three countries, and ENIT could leverage on this advantage, when 

wanting to differentiate its offer. The same could be said for lakes, especially those in the 

 

 

The 41% of the articles speaks about cities (confirming that the visit of urban centres is the 

preferred activity of Americans when coming to Europe). It is followed by a 30% featuring 

sea and an 18% dealing with countryside. This last datum is the highest compared to France 

and Spain and can be explained by the Americans’ love for Tuscany. 

                                                 
35However, even offering stunning locations and a lot of possibilities for recreational 

activities during incentives, Italy hasn’t always developed the adequate structures for hosting 

great conventions and meeting.  This for sure has impacts on the way foreigners  see the 

country as a business destination. 
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North of Italy, which have become a trendy destination for tycoons, also thanks to George 

Clooney, who bought a villa located on one of them. 36

Passing to analyse the “entities” mentioned, 70 are the titles expressly dedicated to the 

country. Except the word “Italy” which appears in the 25% of them

 

 

Not so positive is the fact that just 1 article out of 3 speaks about cultural and historical 

attraction (and the number lowers to 10% when speaking of museums). The datum becomes 

worse, if it is considered that, apart from French cultural and historical attractions, these 

results are lower than those of the competitors; and is wide the gap with the Spanish 

museums’ featuring (25%). 

This implies reflections for the government and the tourist board on the policies carried out, 

since there is a misalignment between the perception of American consumers and the 

intended image that the Italian institutions try to suggest. (Italian politicians of different 

parties can be often heard proudly advertising their country as the one, which possesses half 

of the world’s existing heritage). 

If the American press does not confer enough importance to Italian monuments, either the 

readers are not interested, or the magazines give their importance for granted, or 

communication from Italian authorities hasn’t been successful. 

Also the events held in Italy are underfeatured in the American press; the organizing entity 

and the tourist board could have done more to advertise them. 

Importance is instead given to enogastronomy and to the products produced in the country, 

the “Made in Italy”. The productions more mentioned are luxury cars and designed clothes. 

This is a positive signal for the country’s economy, since Italy possesses a variety of quality 

excellences, which could take advantage from. Tourist promotion should underline these 

elements, especially if it is considered that the ENIT’s main target in the United States are 

well-off and wealthy people (attracted by luxury). 

 

Importance is finally given to the review and recommendation of restaurants and hotels: 

almost 1 article out of 2 (48%) suggests an accommodation structure. 

 

37, it is relevant to notice 

which the other places mentioned are.38

                                                 
36This is another confirmation of the importance of popular “testimonials” on the American 

market. 
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The highest number of headings is shared by the main Italian icons of Rome and Tuscany 

with a percentage of 16%, followed by Florence (11,5%) and Venice (8,5%).  

What is interesting is that a 6% of the titles is dedicated to Naples39

Looking at the entities cited in the whole articles the primacy still go to Rome, featured in the 

35,2% of the texts

 and Sardinia.  

Milan, instead, receives just one mention scoring a result worse than Umbria (often seen as an 

alternative to Tuscany), Como and its lake, Apulia and Genoa. This reinforces the idea, 

expressed by Anholt (2007b and 2007c) that Italy is perceived exclusively as a leisure 

destination. 

 

40

Noteworthy are also the percentages scored by Siena (8,8%)

, followed by Florence with the 26,4% and Tuscany (24%). Venice 

confirms its importance, ranking fourth with 23%. The surprises are Milan with 14,5% and 

Naples at a low 3,2%. (However places like the Amalfi coast, Capri, Ravello, Positano, 

Pompei and Sorrento, all score percentages comprised between the 10% and the 6,5%, 

showing a great interest in the area). 

Different is for Sardinia, which is not featured among the relevant positions, unlike Sicily, 

about which speaks the 10% of the articles. 

The 7% of the articles features the lake of Como, and this is another confirmation of the 

popularity of the destination and the importance of the above-mentioned “George Clooney 

effect”. 
41, Bologna (7,2%) and Emilia-

Romagna (6,5%), Palermo (6,5%), Perugia (5,5%) and Umbria (6,5%), Cinque Terre (5,5%) 

and Portofino (5%)42

                                                                                                                                                         
37These and all the following percentages concerning the titles’ analysis for all, Italy, France 

and Spain, are obtained dividing the number of titles in which the entity is featured for the 

total number of articles whose titles mention an entity from that country.  

. 

38The fact of being featured in the title gives much more exposition than a mention in the text. 
39Different localities of the Amalfi coast are also cited, even if the percentage individually 

scored is not relevant from a statistical point of view. 
40The percentages, for this part of the analysis (if not differently stated) are calculated 

dividing the total number of features received by the entity for the total number of articles 

dealing with the country. 
41The importance of Tuscany (and Umbria, seen as its complementary/substitute) is shown 

also by the mention of a lot of Tuscan and Umbrian town and villages. Examples are: 
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Deepening the analysis of the most popular Italian destinations, it should be considered that 

the 25% of articles about Florence deals with the Ponte Vecchio, while just the 18% with 

Uffizzi and the 15% with Palazzo Pitti. Once again, seems that museums are not the most 

popular thing in the United States. Relevant to notice is the 12% of the articles mentioning 

Lungarno, while none of the other Florentine monuments reaches the 10%. 

 

Concerning Rome, the icon of Coliseum (11%) is beaten by the Spanish Steps (13,6%). Again 

11% is scored by the Pantheon, together with another of the city’s symbol, the Trevi Fountain. 

9% of the articles mention the Sistine Chapel and 7% St. Peter Basilica43

The impression that emerges is that, in the case of Italy (but also of France and Spain, as 

evidenced by the data presented below), Americans are not interested in visiting something 

specific (entering monuments or museums), while touring the different destinations; they 

rather enjoy just staying and spending their time in a nice “setting”, characterized by renown 

landmarks. (This explains the relevant percentages scored by “public spaces” like Ponte 

Vecchio and Lungarno in Florence, as well as the Spanish Steps in Rome.)

, while another 7% 

deals with via Condotti, Rome’s luxury shopping street, and, surprisingly, with the exhibition 

area of the Scuderie del Quirinale. 

 

The two most cited entities of Venice, together with the 17%, are instead the Grand Canal and 

St. Mark’s Basilica. 

 

44

                                                                                                                                                         
Montepulciano, San Casciano, Assisi, Pisa, Spoleto, Arezzo, Chianciano, Fiesole, Livorno, 

Lucca, Montalcino, Orvieto, San Giminiano,... 

 

42The only destinations cited from the Italian Riviera are those more commonly associated 

with luxury. 
43It has to be noticed how Rome benefits in tourist term from the presence of the Vatican City 

and its cultural, historical and artistical attractions. 
44The same can be said for the Seine, Tuileries, Rue St. Honoré, Champs Élysées Place de la 

Concrode, Marais, Montmartre,... in Paris, as well as for Las Ramblas, El Born and Paseo de 

Gracia in Barcelona. 
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A confirmation comes also from the fact that Italian monuments and museums are not so 

often mentioned; just the already-cited Ponte Vecchio, Spanish steps and Uffizi are able to 

reach the 5% of mentions on the total number of articles speaking about Italy. 

This should make reflect the tourist board and all the agencies in charge of determining the 

tourist policies on the importance of focusing on the cultural/historical offer when promoting 

the country, since this is not among the top variable considered by the Americans, when 

choosing the holiday’s destination. 

 

Great importance is given to enogastronomy and in particular to food. The top positions are 

occupied by the popular and stereotyping icons of pasta (featured in the 13,6% of the articles 

speaking about Italy), pizza (mentioned in another 10%), mozzarella and parmesan (both 

scoring 7%). 

Fortunately for Italian cuisine, however, even if with lower percentages, a wide variety of 

local quality productions and dishes is mentioned: from ricotta and risotto, to prosciutto, 

carpaccio, granita, pecorino, polenta, tortellini, cannoli, caprese, culatello, pappa col 

pomodoro, porchetta,… 

The same can be said for wine and Italian alcoholic production; other than the worldwide 

known Chianti and Brunello, which are mentioned in the 8% and 5% of the articles, can be 

numbered: Barolo, Vino Nobile, Barbaresco,… as well as grappa, limoncello, Cynar,… 

(interesting to notice how to the latter is even dedicated an entire article). 

These results show that Italy can and should exploit these resources. The positive effects of 

the association between the country and these productions would be double: they would 

impact on tourism (people could opt for Italy thanks to its cuisine) and on exports. 

 

Concerning other Italian productions, featured are the luxury automobile industry and fashion. 

To the first are dedicated a few texts and the names of Ferrari and Maserati are mentioned 

several times; the importance dedicated to fashion is higher. The names of the most important 

designers and brands are featured in nearly the 5% of texts reviewed: Ferragamo (5%) is the 

most cited, followed by Armani, Prada and Verscae at 4%, Cavalli at 2,5%. From these results 

they seems to be the only living Italians (excluded the Prime Minister Silvio Berlusconi) to be 

clearly popular in relation to their country. The same can’t be said for Italian actor/actresses 

or singers. Therefore they seem, taken individually and as a group, the only ones potentially 

capable of becoming “ambassadors” of Italy in the United States, helping the construction of 

a positive image. 
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Italy 
Entity cited in the title N° % 

Rome, Tuscany 11 15,7% 
Florence 8 11,4% 
Venice 6 8,6% 
Naples, Sardinia 4 5,7% 

Entity cited in the article N° % 
Rome 44 35,2% 
Florence 33 26,4% 
Tuscany 30 24,0% 
Venice 29 23,2% 
Milan 18 14,4% 
Amalfi Coast 16 12,8% 
Capri 13 10,4% 
Sicily 12 9,6% 
Ravello, Siena 11 8,8% 
Positano 10 8,0% 
Bologna, Lake Como 9 7,2% 
Emilia Romagna, Palermo, Pompei, Sorrento,Umbria 8 6,4% 
Cinque Terre, Perugia 7 5,6% 
Portofino 6 4,8% 

Entity cited in the articles on Florence N° % on Florence 
Ponte Vecchio 8 24,2% 
Uffizi 6 18,2% 
Pitti Palace 5 15,2% 
Lungarno 4 12,1% 

Entity cited in the articles on Rome N° % on Rome 
Spanish Steps 6 13,6% 
Colosseum,Pantheon, Trevi Fountain 5 11,4% 
Sistine Chapel 4 9,1% 
Scuderie del Quirinale, St. Peter Basilica, Tiber, Via 
Condotti 

3 6,8% 

Entity cited in the articles on Venice N° % on Venice 
Grand Canal, St. Mark 5 17,2% 

Table 8: Analysis of American tourist press:Italian entities cited, number and percentage of 

citation (Sara Bricchi, 2009) 

 

7.2.3. France 

With its 40%, France is the country with more dedicated articles, both if we count those in 

which appears alone and those where is featured with the other nations. However, that the 

percentages differ of few points with those of Italy.  

The tone of the articles is predominantly neutral, with a 15% of texts for which it is clearly 

positive. No negative remarks are expressed. 
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44% of the articles explicitly indicates France as a leisure destination, resulting in a datum 

lower than its two competitors; more are the texts that do not specify, since just one is the 

article in which the nation is addressed as a business tourism destination. 45

                                                 
45In this sense, are to be remembered the efforts sustained by Maison de la France in trying to 

changing the image of its nation, perceived just as a leisure destination, increasing the quota 

of business tourism and the foreigner investments in the country. With this purpose was 

lunched the communicational campaign “The New France”. 

 

Preferred are the cities (41%) and in particular Paris. The French maritime offer, represented 

mainly by Côte d’Azur with its 21% is instead under-reviewed, compared with the 

competitors. Mountains are practically not considered, while with 15,6% the countryside 

receives a discrete attention. This indicates that the efforts sustain by the tourist board are 

producing results. 

Really low is the percentage of the articles dealing with French cultural and historical 

attractions (21,3%), raising again the question of why such a result. 

 

As for its competitors, considerable is the interest for the local wine and gastronomy. (The 

percentage is slightly inferior to that of Italy and Spain and can be explained with the fact 

that, although haute cuisine is worldwide famous, French gastronomy is not characterized by 

a particular stereotyped food, as for Italy and Spain. 

 

Also for France, the magazines dedicate space in reviewing the accommodation structures 

(even if less than for the other two nations) and restaurants. 

Interesting to notice is finally a 7% of articles dedicated to cruises along the rivers and in the 

Mediterranean. The development and the promotion of this kind of offer could represent a 

valuable solution in diversification strategies. 

 

Passing to the titles analysis, those expressly dealing with France are 72. The word “Paris” is 

more mentioned that “France” (20%) with 1 title out of 3. It could be affirmed that Paris is a 

“brand” more powerful than France itself, with all the benefits and risks associated. 

Compared to all the other destinations/entities featured, it is the only one scoring a two-digits’ 

percentage. 

In any case, at the second place in this ranking is Provence (to which are dedicated the 7% of 

titles), followed by Côte d’Azur and Bordeaux (appreciated for its wine) with 4%.  
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For what concerns the analysis of the entire texts, Paris is still the most important entity cited. 

Nearly 1 article out of 2 (47,5%) is mentioning it. This is a confirmation of how powerful the 

“brand” of its capital is.  

With a significant gap, can be found Bordeaux (featured in the 20% of articles) and the region 

of Provence (18,5%). For the first should be noticed how the element of wine production 

plays an important role in the popularity of the area; the same could be said also for the next 

region in the ranking, Burgundy (10%), appreciated for its enogastronomy. 

The tourist importance of the South East of France is confirmed also by the high number of 

mentions received by Côte d’Azur, present in the 9% of the articles, and of its major tourist 

centres: Cannes and Nice (both scoring 8,5%), St. Tropez, with 7% and Antibes with 5%. 

(Not to mention the 5% of Aix-en-Provence and the 4% of Arles and Avignon.)46

                                                 
46However the presence in the French Riviera of  Monaco, with its “aura” of  luxury, certainly 

contributes to increase the flows of wealthy people to the region. 

 

Normandy, which has been mentioned by the New York office’s staff of Maison de la France 

as one of the three major tourist destination in the country together with Paris and the French 

Riviera, is instead named just in the 5% of the pieces, preceded by the Rhône district (7%) 

and scoring the same results of the Loire Valley and the Champagne region. 

 

Analysing more in detail the emerging image of Paris, the entity most named is the icon of the 

Eiffel Tower, with a percentage of 36% of the articles speaking about the French capital (17% 

of the ones dedicated to the entire country). It is followed by another worldwide known 

symbol, the Louvre museum, with the 31% (14% of the total texts on France).  In any case, 

museums do not averagely score great results: the next one is the Centre Pompidou, featured 

in just the 10% of articles dedicated to Paris, followed by Musée d’Orsay and Picasso 

Muséum with the 5%. 

Greater attention is instead dedicated to the Seine (24%), the palace of Versailles (20%) and 

Notre Dame Cathedral and the Tuileries gardens (18%). 

Soon after can be found Rue St. Honoré, the street where the most famous couturiers have 

their ateliers. As a matter of fact, Paris is regarded as a place to visit for all those who want to 

dedicate themselves to the shopping of refined-taste’s clothes, food and wine. Famous and 

appreciated is the French couture, but, differently from the case of Italy, brands and designers 

are not mentioned. 
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Other “shopping areas” named are: the Champs Élysées (13,5% of the articles dedicated to 

Paris), the district of Marais (9%) and Rue du Faubourg (9%).  

  

Great importance is played also by French enogastronomy and in particular by wine. Other 

than the attention dedicated to those regions where they are produced, often cited are also 

Champagne and Bordeaux, as well as, even if with less relevant numbers from the statistical 

point of view, the liquors Cognac and Armagnac. 

For what concerns gastronomy, relevant are the local production and dishes, like fois-gras, 

truffles, escargot, brie and camembert, casserole, oysters, socca, tapenade,... None of them 

reaches the percentages of the Italian icons, but taken together show the importance played by 

cuisine in the French attractiveness. This is confirmed by the popularity of the French haute 

cuisine, both, in terms of restaurants reviews and of chefs’ fame (first of all, Alain Ducasse 

and Yannick Alleno). 

Again interesting to notice is the popularity among the living French of Philippe Starck, 

whose name appears in even the 10% of articles dedicated to the country. 

 

France 
Entity cited in the title N° % 

Paris 24 33,3% 
Provence 5 7,0% 
Bordeaux, Cote d’Azur 3 4,2% 

Entity cited in the article N° % 
Paris 67 47,5% 
Bordeaux 28 19,9% 
Provence 26 18,4% 
Burgundy 14 9,9% 
Cote d’Azur 13 9,2% 
Cannes, Nice 12 8,5% 
French Riviera, Rhone, St.Tropez 10 7,1% 
Lyon 9 6,4% 
Aix-en-Provence, Antibes, Champagne, Loire Valley, Normandy 7 5,0% 

Entity cited in the articles on Paris N° % on Paris 
Eiffel Tower 24 35,8% 
Louvre 21 31,3% 
Seine 16 23,9% 
Versailles 14 20,9% 
Notre Dame, Tuileries 12 18,0% 
Rue St.Honoré 10 15,0% 
Champs Elysées 9 13,4% 
Place de la Concorde 8 12,0% 
Centre Pompidou 7 10,4% 
Marais, Rue de Faubourg 6 9,0% 
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Montmartre 5 7,5% 
Musée d’Orsay, Picasso Muséum, Rue de Rivoli 4 6,0% 

Table 9: Analysis of American tourist press:French entitie cited, number and percentage of 

citation (Sara Bricchi, 2009) 

4.2.4. Spain 

The number of articles featuring Spain, 82, is much inferior of that of France and Italy, 

confirming the minor interest of the Americans for the country as a tourist destination.  

The tone of the pieces is as for the other two countries, predominantly neutral, with a 13,5% 

of positive reviews; no negative claim can be found. This datum suggests a good 

communicational work from the tourist board. As in the case of Italy, Spain is regarded 

explicitly as a leisure destination in more than the half of the articles (52,5%) and not as a 

business one, despite the investments sustained to upgrade the facilities of its major centres. 

The primacy of mentions (51%) goes to city-destinations and relevant seems to be also the 

sea. It has to be noticed, however, how the popular cities of Barcelona and Valencia, are 

located on the sea. (This fact contributes to increase the percentage.)  

The mountains are practically no featured (3,5%) and the countryside receives minor attention 

in comparison with the two competitors.47

Great importance is given to the enogastronomic offer, especially to food. The impressing 

41,5% scored is due to the combined popularity of the renown traditional local productions 

   

 

Also for Spain the percentage of articles dealing with cultural and historical attraction is lower 

than expected (35%). It has to be in any case recognized as it is the country with higher 

percentages for monuments and museums. For the latter the percentage scored (24,4%) 

doubles that of France (12%) and is even more impressive compared to that of Italy (9,6%). 

The data show as Turespaña is doing a good work, since the image resulting from the press 

points in the direction toward that wished by the agency. 

Another confirmation of the good work of the Spaniards arrives from the percentage of the 

events reviewed held in the Iberian country (12%); once again France stops at 7% and Italy at 

5,6%. 

 

                                                 
47It seems that the repositioning of the country carried out by Tourespaña from a “sun and 

sea” holiday destination, to a more complex and rich country is producing at least in the 

United States its results, even if a great deal of work should still be done if the tourist board’s 

ambition is a fair division of tourist fluxes among all the different Spanish regions. 
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(unfortunately often stereotyped) and of the “veneration” for the new Spanish haute cuisine, 

in particular the molecular gastronomy by Ferran Adrià and his followers.  

Great importance and space is dedicated also to the review and recommendation of hotels and 

restaurants. 

 

Passing to the analysis of the titles their total number amounts to 44. Of them, the 32% 

features the word Spain, while the most important entity cited is the city of Barcelona, with 

25%, followed at distance by Madrid with 13,5% and Andalucía (7%); just the 4,5% of the 

headings are dedicated to Valencia. 

 

The analysis of the content of the whole articles, instead, shows how powerful stereotypes are 

in the case of Spain’s image. Other than the symbolic cites of Barcelona and Madrid, among 

the first six entities named can be found: the city of Sevilla and flamenco (16%) and the 

culinary icons of jamon and tapas (15%). 

Despite the good efforts already sustained, the Spaniards still have to work to change the 

stereotyped image that Americans have of them. 

 

As with Paris for France, Barcelona is named in half of the articles dedicated to the country. 

Also Madrid popularity is remarkable, being featured in the 38% of the texts. They are 

followed by Sevilla with 16% (Andalucia scores 7%) and Bilbao, Malaga and Valencia with 

the 11%. 

Appreciated is also the region of Rioja (10%) regarded as the most important district of wine 

production. 

Despite the primacy of Barcelona and Madrid, however, the number of places receiving a 

good coverage is fair; this is an advantage for a country that has as objective the promotion of 

the whole territory and the diversion of tourist fluxes form the Mediterranean beaches to the 

other regions. 

 

Deepening the analysis of the image of the most popular Iberian cities, again, could be 

noticed how Spanish museums receive much more attention, than the Italian and French ones. 

El Prado scores an overall 10% of mentions on the total articles dedicated to Spain and a 

remarkable 29% of those dedicated to Madrid, being the most cited monument of the capital. 

The 19% of the texts on the city speaks of the Museo Nacional Centro de Arte Reina Sofia, 
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while the 13% of the CaixaForum Madrid and of the Thyssen-Bornemisza Museum. (No 

other monument of the Spanish capital receives a relevant number of citations). 

 

The attention to the museums is shown also by the percentages scored by the Guggenheim 

Museum on the total articles dedicated to Bilbao and of the City of Arts and Science on those 

featuring Valencia: in the both cases, 55,6%.  

 

Different is the situation of Barcelona, since none of the city’s museums scores relevant 

results. The Sagrada Familia is just the second most mentioned entity (being featured in just 

the 12% of the articles dedicated to Barcelona); the primacy goes to Las Ramblas with the 

17%, followed by the shopping areas of Paseo de Gracia (9,5%) and El Born (9,5%) and by 

the food market of La Boqueria (7%). The only other monument fairly cited is Park Güell, 

with the 7%. 

 

The figures of the architect Antoni Gaudí and of the contemporary fellow countryman 

Santiago Calatrava receive considerable attention in the magazines analysed, being mentioned 

by the 7% and 8,5% of the texts dedicated to Spain. It has to be noticed also a common 

tendency toward the recognition of Spanish artists and authors. (Among the other Picasso, 

Garcia Lorca, Goya, Dalí, El Greco, Miró,…) 

Considerable space is dedicated to enogastronomy and to food in particular. (Concerning 

wine, the region of Rioja has been already mentioned; the other major production mentioned 

is the Sherry from Jerez). 

Great is the relevance given to the local dishes unfortunately stereotyped of jamon and tapas, 

featured in the 15% of the articles, but also of paella (7%) and gazpacho (6%). 

Remarkable is also the attention dedicated to the new and innovative trends of the Spanish 

haute cuisine, and interest is directed to the figures of the chefs themselves: other than the 

worldwide known Ferran Adrià (that with Calatrava emerges as the most named living 

Spaniard) are mentioned also Juan Mari Arzak, Martin Berasategui and Quique Dacosta. 

Spain 
Entity cited in the title N° % 

Barcelona 11 25,0% 
Madrid 6 13,6% 
Andalusia 3 6,8% 
Galicia, Pyrenees, Basque Country, Valencia 2 4,5% 

Entity cited in the article N° % 
Barcelona 42 51,2% 



Page | 43  
 

Madrid 31 37,8% 
Sevilla 13 15,9% 
Bilbao, Malaga, Valencia 9 11,0% 
Rioja 8 9,8% 
Andalucia, Cadiz, Granada, Santiago de Compostela 6 7,3% 

Entity cited in the articles on Madrid N° % on Madrid 
El Prado 9 29,0% 
Reina Sofia 6 19,4% 
Caixa Forum Madrid, Thyssen-Bornemisza Museum 4 13,0% 

Entity cited in the articles on Barcelona N° % on Barcelona 
Las Ramblas 7 16,7% 
Sagrada Familia 5 12,0% 
El Born, Paseo de Gracia 4 9,5% 
La Boqueria 3 7,1% 

Entity cited in the articles on Bilbao N° % on Bilbao 
Guggenheim Muesum 5 55,6% 

Entity cited in the articles on Valencia N° % on Valencia 
City of Arts and Science 5 55,6% 

Table 10: Analysis of American tourist press:Spanish entitie cited, number and percentage of 

citation (Sara Bricchi, 2009)  
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7.3. ENIT in the United States48

The first line of action is usually performed in collaboration with public agencies and 

administration, which ask ENIT for support in the promotion on a difficult market, like the 

American one. It consists in a presentation of the territory. The image that the organization 

tries to construct is a general concept of Italy, every time “filled” with different and specific 

components, the main of which are: arts and culture, enogastronomy and shopping. The 

purpose is to have people contemporarily appreciating all the different facets of the Italian 

offer, with the belief that Italy is a complex tourist destination. 

 

7.3.1. Philosophy 

In the United States ENIT structures its work according to two main principles: it tries to link 

the more theoretical promotion of the concept “Italy” to the more practical commercialization 

of Italian operators’ offer. 

49

ENIT has 3 offices in the United States: New York, Los Angeles and Chicago. The agency of 

New York coordinates the work of the other ones and supervises also the work of the 

Canadian office in Toronto. The office of Chicago is instead more focused on business 

 

As Maison de la France and Turespaña, ENIT tries in its promotional activity not to focus on 

a region or a city in particular, but there is not equal exposure of every area either. It is mainly 

just those who ask that receive publicity. 

The second pillar of ENIT’s work in the United States is the commercialization of the Italian 

offer, or the endorsement of the commercial penetration of the Italian operators on the 

American territory. The idea is that, in the end, the aim of the promotion is selling; and are the 

operators that propose and sell the offer. Therefore, ENIT intends to work as an intermediary 

to find to the single Italian organizations (which ask its support) the right partner in such a 

wide market, partner, which the single operators would not be able to find by themselves, 

being their funds and connections quite limited. 

This second line of activity is directed more to private companies. 

 

7.3.2. Structure and organization in the United States 

                                                 
48 For further information concerning Italian tourist attractors, tourism’ organization and 

ENIT’s structure/roles see Appendix 12.3.1 
49The risk with such a strategy is that the ”brand Italy”, so constructed, results meaningless, 

void or confusing at the eyes of the consumers, since it lacks enduring elements, while 

possessing always different features. 
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tourism, being high the presence in the region of corporations’ headquarters and the demand 

of incentive tours. 

ENIT does not possess established subunits that specifically deal with particular aspects of 

promotion; the work of the single employees is directly overseen by the director and its staff. 

All the personnel is Italian.50

The aim of “Italy for Life”

  

The American market is considered very relevant by ENIT’s headquarter in Rome; therefore 

despite the crisis, the budget of the United States’ offices has not been cut. 

 

7.3.3. Advertising 

Regarding the advertising and promotional activity, ENIT’s work consists in the choice and 

employment of all the major traditional media for presenting different campaigns. The main 

channels are: web communication, commercials, billboards and advertisement on magazines. 

At the time of the study (beginning of 2009), the Italian tourist board was working 

contemporarily on two campaigns: the 2007/2008’s one, “Italy for Life”, dedicated to the 

press, and the new commercial realized for 2009, “Italia, Much More”. Both have been 

realized at the worldwide level, adapting the message to the target audience, while keeping 

the same basic features. 
51

In the United States “Italy for Life” has been featured in magazines, newspapers and free 

press, on billboards and public transports of the main cities, on internet websites and has been 

shown during the flights to and from America. “Italia, Much more”

, which is the evolution of the previous campaign (“Italia, Opera 

Unica”), is to reinforce the image of Italy worldwide, in order to face the growing 

competition. 5 different advertisements have been realized, concentrating on different aspects 

of the Italian offer: sea, arts and culture, mice, wellness, nature. The focus has been on render 

Italy as a place where to live once-in–a-lifetime experiences. The choice of the images (a 

main one accompanied by three littler) wants to mix worldwide popular locations to more 

unknown ones and is directed to overcome stereotypes, especially in the markets. 

52

                                                 
50This fact could bring to more difficulties in understanding the market, compared with 

Maison de la France and Tourespaña, who have American employees/directors. 
51 See Appendix 12.4 
52http://www.italiamuchmore.com 

, the commercial realized 

in collaboration with RAI for 2009, wants to be more focused on the dream and emotional 

dimension associated with the travel to Italy. The choice of the images is targeted on the 
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different specific markets. Different videos have been realized, featuring the icons of Rome, 

Venice and Naples together with “Italia minore” (all those places rich in history and/or in 

picturesque landscape, but still unknown to the international public).They will be broadcasted 

on the major networks’ channels and on the web.  

For both the campaigns, ENIT makes use of the “Italy Hospitality Truck”, an expandable-

sides truck representing the country wrapped in graphics depicting Italian landscapes and 

monuments, which every year tours the United States, stationing in the main metropolitan 

areas.53

Moreover, in its work of promotion, ENIT can also count, from 2000, on the collaboration 

with ITPC (Italian Travel Promotion Council), a group of 18 travel specialists

 

The truck distributes materials and shows videos of the most important Italian destinations; 

interactive kiosks are installed to enable interested people to search and learn more about the 

country, while customer-service personnel is available to help answering all visitors’ 

questions.  

In conjunction with the stops in the various cities, other events are held to promote the 

country: mainly press conferences and workshops for tourist operators.  

 

7.3.4. Press, PR and media relations 

ENIT also performs an activity of PR and keeps the relationships with the media, in particular 

with the press. References, pictures and information for articles are given to the journalists 

who ask for collaboration; the director grants interviews or sets up press conferences and 

publishes press releases to promote the most relevant events held in the homeland. For this 

activity the tourist board can count on the collaboration of the other Italian public 

representatives based in America: the Consulate/Embassy, the Chambers of Commerce and 

the Italian Cultural Institute. 

Always for the press, but also for tour operators and travel agents, are organized educationals 

to Italy, with the support of the tourist authorities of the regions visited and in partnership 

with Alitalia Skyteam; the last ones brought operators to Sicily, Apulia and Marches, with the 

purpose of training and certificate them.   

54

                                                 
53The 2008’s tour included Detroit, San Diego, Phoenix, Dallas, Austin, Huston, Atlanta, 

Tampa, Venice, Charlotte, Washington DC, Philadelphia, New York, Boston and Chicago. 

 working 

54Auto Europe, Bella Vista, Celtic Tours, Central Holidays, Country Walkers, Distinctive 

Journeys Int., Doorways LTD, European Connection, Europe at Coast, European Incoming 
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prevailingly with Italian incoming operators and destinations, which acts as an advisory 

board. 

In collaboration with ITPC are for example organized workshops and seminars for tour 

operators and travel agents, held in 16 among the major cities in the United States. 

Great importance is given also to the promotion of the single Italian entities, which ask for 

collaboration, being them private companies or public agencies. For the firsts are organized 

meeting with the American buyers. To these encounters take part about twenty Italian 

operators, which are introduced to around a hundred American tour operators and travel 

agencies. Moreover, conferences are done for the single operators, members of “Club 

Italia”55

Finally, ENIT has established a focused communicational plan (done of personalized 

correspondence and private meetings) to try to relate with the “opinion leaders” to obtain their 

approval and so multiply the positive impacts.

, which want to promote themselves in the United States. For the public 

representatives of Italian regions, counties and municipalities are arranged press conferences 

at the presence of the media, where the destinations or relevant events are presented.  

56

ENIT’s participation to the major consumers and trade fairs organized in the United States is 

quite limited. This is probably due to the fact that it is substituted with the promotional 

activity carried out in the different American cities through the “Hospitality Truck”, which is 

seen by the agency as alternative. In the past, participations have been registered to relevant 

  

 

7.3.5. Consumer fairs, exhibitions and events 

                                                                                                                                                         
Service, Experience Italy, Globus, International Kitchen, Parker Villas, Perillo Tours, 

Splendida Italia, TourCrafters, Visit Italy Tours. 
55Club Italia is an association sponsored by ENIT headquarter of all the Italian tourist entities, 

which would like the collaboration of ENIT in their promotional activity. The annual fee of 

€400 permits also to small operators to associate.  Members, which are about 3000/4000, can 

freely make use of the ENIT’s offices and networks abroad and receive help in the 

organization of their advertising activities; can access a dedicated space in the ENIT’s internet 

website with databases of foreigner operators; can enjoy discounts on the price of ENIT’s 

workshops and are constantly updated on ENIT activities. 
56The agency identifies as opinion leaders: _ representatives of the academic/university’s 

world; _actors, directors and TV conductors; _editors of leading magazines/newspapers; _ 

American public authorities; _ market leaders tourist operators.  
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fairs like, “The Los Angeles Time Travel and Adventure Show”, the “Luxury Travel Expo”, 

the “IT&ME” and “The New York Times Travel Show”. At the moment, however, ENIT is 

not present to any of these events, while are, instead, the single Italians regions, or 

municipalities.57

                                                 
57The risk is that these single entities invest much greater amounts of money for their 

promotion with little or no return. (The American market is huge and distant and not all the 

potential consumers are familiar with all the Italian realities; they could be unable to associate 

the destination with its belonging to Italy, and with all the features that its image suggests.) 

  

As already said, events are often organized to advertise a region’s or county’s offer, usually 

associated to a press conference or a workshop, and are on a one-time base. In addition, the 

tourist board try to endorse all the presentations of the media productions featuring Italy or 

shot in the country and to attend the numerous manifestations held as a tribute to the country 

(Italian weeks/days/nights). 

Moreover every year ENIT organizes in collaboration with the Embassy/Consulate, the 

Chambers of Commerce and the Italian Institute of Culture several different events in 

conjunction with the festivities of the Italian Republic and of Columbus’ Day. 

 

7.3. 6. Tourist information centre 

ENIT New York’s agency can be visited only on appointment, not working as walk-in centre. 

This greatly reduces its function of information’s dispenser. A telephone hotline has been 

established, but just with the purpose of requesting/providing promotional pamphlets and the 

magazine published by the New York’s representatives of the tourist board, “Italy Now”. 

The Italians regards internet as the most important channel in the communication with their 

audience. (The risk is not being able to reach those strata of potential travelers not familiar 

with the medium, especially aged people.) 

 

7.3.7. The website: www.italiantourism.com 

Internet is perceived by ENIT as a fundamental channel in the marketing of the country, also 

considering that it enables economies in the diffusion of the promotional material (with the 

upload and update of informative and promotional content). 



Page | 49  
 

 Therefore ENIT has established a dedicate website for each of its most important markets, 

among which the United States58

7.4. Maison de la France in the United States

. The graphic and the contents vary among the different sites 

and are chosen by the overseas delegations to better match the local demand.  

None of the webpages carries advertisements and the site does not allow the visitor to make 

bookings. It just contains the information needed to plan a holiday, the news on the most 

important events and descriptions of the different regions. It is also used by ENIT’s 

representatives to collect data on its visitors to improve the match between agency’s offer and 

American demand. 

Newsletters dedicated to the general public are available online and are updated with a 

frequency of three or four per month. (Specific newsletters and e-mails are then sent to the 

journalists to keep them updated.) 

 
59

                                                 
58 The others are: Russia, Germany, Japan, Korea, China, United Kingdom and Australia. 
59 For further information concerning French tourist attractors, tourism’ organization and 

Maison de la France’s structure/roles see Appendix 12.3.2 

 

7.4.1. Philosophy 

The philosophy behind the work of Maison de la France is quite different from that of ENIT 

and Turespaña. In fact, it does not equally promote the different regions; are, instead, the 

regions, which would like to do promotion in a particular market, to contact the specific office 

of Maison de la France and to allocate there part of their budget. Therefore, they contact the 

American offices, just if they consider that market as relevant for them. (According to the 

agency’s personnel, Americans are quite specific in their tastes, they usually not go 

everywhere in France, but predominantly visit Paris, the Riviera and Normandy, which, as a 

consequence, are the destinations, which invest more in the United States.) Maison de la 

France works as an “antenna”, amplifying the voice of the single entities in a market, which, 

for the United States, is huge, distant and more difficult to penetrate.  

Another difference with the work of the Spaniards is that the tourist board organizes 

promotional activities also for private companies, being them members or not. (Since Maison 

de la France is partially state funded, it is cheaper for these companies advertising through 

them; but also the NTO considers it a win-win situation, since these companies also 

contribute to create France’s fame; moreover, in the end, are all money returning to the 

homeland).  
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For 2009 the American branch of Maison de la France intends to reach the general audience 

through campaigns developed in collaboration with the interested partners on the web and 

through the “FranceGuide”, a magazine published every year by the agency itself.60

Also Maison de la France (like Turespaña) established different subunits for its offices, to 

obtain better performances; however the agency is not structured according to the functions 

performed, but on the “type” of customer served. (Can be detected: the general audience of 

consumers, the trade professionals, the press and the youth sector

  The 

intention is to surprise and to persuade the targeted strata of the population (which are to be 

identified principally with the baby boomers). Great attention is dedicated to the promotion of 

luxury tourism, enogastronomy and cruises and to the practice of niche marketing, since 

according to the New York office’s staff, the future is toward specialization. 

 

7.4.2. Structure and organization in the United States 

Maison de la France has 3 offices in the United States: New York, Chicago and Los Angeles 

(a fourth office in Miami has been closed in 2004). The New York office is that in charge of 

coordinating the work of the others; while it is more focused on the leisure sector (being the 

East Coast the area, where the majority of the holidaymakers comes from), the other two are 

more specialized in business and trade.  

61

Maison de la France differently from the other two tourist boards, which allocate the major 

part of their budget in conventional forms of advertisement, prefers to invest in a lot of 

smaller, targeted and differentiated marketing actions. (The agency developed an umbrella 

brand to support the communications of all the partners.) A lot of attention is always given to 

create a strong and coherent image and France is presented as a destination, which offers 

something rare and specific, a unique travel experience. The intention is to show, at the same 

. A special department has 

been created to deal with publications, since FranceGuide is regarded as one of the main 

promotional pillars.) 

The French tourist board also created a hotline, which can provides help and detailed 

information, both to business and to consumers. 

 

7.4.3. Advertising 

                                                 
60For more details, see the “Press, PR and Media Relations”’ section. 
61It has to be understood as all those, who can potentially bring young people in France, in 

primis teachers, who are encouraged to accompany their students on school-trips. 
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time, the unity and the diversity of France (which possesses different landscapes, climates, 

cultures,…). This is another reason why niche-marketing actions, which permit to highlight 

the specificity of the elements presented, are often chosen. 

The few traditional advertising campaigns realized so far62

Moreover, the agency realizes campaigns to target precise groups in the population, such as 

Hispanics or gays/lesbians. To reach the first ones the radio has been chosen

, have been preferably theme or 

segment based. The catchphrase chosen (“Rendez-vous en France”) has been adapted to 

promote products (ex. “pour le golf, rendez-vous en France”), events (ex. “Rendez-vous au 

Festival de Cannes”), or regions/cities (ex. “Rendez-vous en Alsace”). To these, should be 

added special campaigns expressly developed for strengthening the image of France as a 

business tourism destination (like “Surpender chaque jour en France”). 

The design is always minimal, with usually one big image and few words, to convey a refined 

and glam image of France. The tourist board prefers to advertise on the most popular 

newspapers, rather than on the specialized press, which is however also employed. 

Lately a global campaign has been launched to promote just the French logo; for the moment, 

it is running only in the BRIC emerging markets. 

Great importance in the communication with the general audience is given to internet and this 

is reflected in the advertising strategy, which counts a higher use of banners and pop-ups, 

especially on the main American newspapers’ websites. 

63

Moreover, Maison de la France helps all its members to do promotion in the United States. 

Among the services offered are: the management of sponsored links on the main American 

search engines, the endorsement of particular events/offers of the members on 

, while for the 

second the preferred channel remains the World Wide Web. 

Another targeted initiative proposed to sustain French enogastronomy is the distribution of 

postcards and brochures promoting this kind of offer in the places, where these products are 

consumed, producing a sort of country-of-origin effect. 

www.franceguide.com and the organization of specific press conferences (also in the cities 

not covered by the seminars and the media tour arranged for FranceGuide). 

 

 

                                                 
62 See Appendix 12.4 
63A dedicated contest has also been developed: French regions could collaborate and offer 

stays as prizes (in exchange for promotion). 

http://www.franceguide.com/�
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7.4.4. Press, PR and media relations 

One of the pillars of Maison de la France’s promotional activity in America is the publication 

of FranceGuide.64

Maison de la France also organizes seminars and workshops to train the tourist operators, 

with the aim of advertising France and of introducing its partners to the travel agents of the 

major cities. Lately the French tourist board is reducing the number of the seminars in the 

classic form, to the advantage of the so-called “webinars” (web-seminars)

 The magazine, realized once a year (in February), contains monographs on 

specific themes and destinations and is conceived to integrate itself with the ICTs, providing 

references to websites, where to find more and deeper information on the topic.  Its main 

themes are: arts and culture, enogastronomy, shopping opportunities and history. (A special 

section is dedicated to Overseas France.) FranceGuide is published in English, French, 

Spanish and Portuguese and an online version is also available. A tour around the United 

States is realized with dedicated events to present it to the press and the public. The magazine 

can be then found in airport’s lounges, hotels, schools, universities, French agencies, French 

restaurants and shops, Consulate/Embassy, Chambers of Commerce, French Institutes and 

Maison de la France’s offices (other than being mailed to all those, who request it). A prestige 

edition is also realized with articles specifically developed to promote the luxury offer, 

focused on quality and exclusivity. 

Furthermore, the New York’s agency has the task to maintain the relationships with the press, 

collaborating with the major newspapers and magazines, sending every month to more than 

4000 journalists news and offers. (Upon request it also prepares articles.) 

65

From 2002 has been developed a partnership with The Travel Institute, which enables the 

training of 1500 additional certified agents. 

. 

66

Always directed to the travel agents are the three-days educationals to France. The agency 

organizes also particular educationals for the operators of the incentive sector. They are 

 

(Special seminars are held in Spanish to train the Hispanic agents.) 

                                                 
64The tourist board affirms that 85% of FranceGuide readers are actually travellers to France. 
65Webinars, 4 per year, they are structured in a 5-minutes multimedia presentation followed 

by an interactive session of 20 minutes of questions and answers. 

(http://www.globalspeak.com/uvrs/#) 
66The “France Certified Agents” are then listed on www.franceguide.com and can be searched 

by state of zip code. 

http://www.franceguide.com/�
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distinct from those for the press, which are organized according to specific areas of interest, 

like journalists, who writes on gay tourism, luxury tourism,… 

 

7.4.5. Consumer fairs, exhibitions and events 

Also Maison de la France takes part to the major trade and consumer fairs organized in the 

United States, among which the “Mountain Travel Symposium”, the “Luxury Travel Expo”, 

the “MPI-WEC”, the “IT&ME”. 

Besides, the tourist board organizes every year from 2002 an own trade fair, which sees the 

participation of the most important American operators, which sell France in the United 

States, “French Affairs”. 

Maison de la France takes part every year to the “Conférence Annuelle des Professeurs de 

Français Américans”, with the objective of proposing them interesting packages for bringing 

their students to France. 

To accomplish its tasks of promotion, the agency actively collaborates with the 

Embassy/Consulate and the French Institutes in the organization of events. 

One of the events, which Maison de la France repeats year after year, is the project “Jeunes 

Talents”: 8 to 10 photographers studying in the main Art Schools of the United States are 

invited in France for a week of shooting. 3 or 4 regions collaborate every year to the program, 

hosting them. The result is an exhibition held in Los Angeles, New Orleans and New York, 

which promotes those territories, showing the diversity of France, through the American 

perception of the places. 

 

7.4.6. Tourist information centre 

Despite the reduction of its offices offering this service (due to the high associated costs and 

the low return), the New York’s one still works as a walk-in information centre. Visitors can 

enter and ask their questions to a dedicated person, who will assist them with personalized 

answers. He also helps them, de facto working as a travel agent, if they want to book a trip to 

France, planning with them the itinerary and making the reservations. 

The service is appreciated especially by the older strata of the population67

                                                 
67It is not to be forgotten that Maison de la France in the United States aims to attract 

especially empty-nesters travellers (baby-boomers). 

, which are not 

particularly skilled in the use of ICTs and see in a qualified agent a guarantee of 

trustworthiness. 
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With the same purpose a dedicated hotline has been created, to provide to all the people 

around the country, the possibility to ask specific questions and to receive personalized 

answers. 

The call centre is specialized in offering help also to the business and tourist operators 

 

7.4.7. The website: www.franceguide.com 

Internet is the channel that Maison de la France decided to privilege in the communication 

with the general audience.68 www.franceguide.com Last year , Maison de la France’s website 

(available in 15 languages), has been viewed by more than 7 millions Americans. The site has 

the purpose of promoting the destination, offering information and is a tool for the 

commercialization, since it is possible to directly book trip to France.69

The themes on which the tourist board is currently focusing are: the enogastronomic offer, 

arts and culture

 

70

Www.franceguide.com’s

, urban tourism, luxury,… 

 pages carry advertisements from the different partners of Maison de 

la France71

Always with the purpose of attracting attention, the NTO developed a “vlog”, a video blog: 

Lost in Francelation. Every three weeks is published a new video, featuring the experiences of 

two Americans living in France. As for “Jeunes Talents”, the focus is on presenting France 

, but the agency decided to insert links and banners just from tourist sites and 

related ones, to preserve its reputation. The advertisements are thematically grouped and 

placed only in relevantly related webpages. 

                                                 
68Statistics show that 60% of the Americans who travel abroad now use internet to organize 

their travels. Knowing, however, that the medium, for its nature, cannot reach all the targeted 

segments, the tourist board intends to arrive at them also through FranceGuide and the 

organization of considerable events. 
69This service is regarded as useful, especially in distant countries, since the endorsement of a 

tourist board is perceived as a guarantee of trustworthiness for services, which cannot be 

experienced a priori. 
70A partnership has been realised with Club Chateaux, Musee et Monuments and, as in the 

case of the Spanish/Portuguese collaboration, a game has been realised to encourage the 

virtual discovery of the French heritage.  
71There is the possibility also for non-members to advertise, if their offer is compatible and 

consistent with the image that Maison de la France intends to present. 

http://www.franceguide.com/�
http://www.franceguide.com's/�
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through the perspective of Americans themselves, as this should increase Maison de la 

France’s legitimacy and should stress what the local population considers more important.  

Contests and games, offering prizes like tickets and hotel stays in France, are also 

continuously organized. 

Another service directed to the general public is the e-newsletter, which is sent every month 

to about 500,000 Americans with updated tourist information and offers.72

7.5. Turespaña in the United States

 Every 2 months is 

also realized a specific newsletter on the business tourism offer, distributed to other 200,000 

people. Finally, Maison de la France realizes a monthly newsletter specifically for the tourist 

operators. 

 
73

Turespaña has 4 offices in the United States: New York, Los Angeles and Chicago (as also 

the other two NTOs) plus Miami. (Confirming the major efforts sustained by Spain for its 

 

7.5.1. The philosophy 

What clearly emerged from the conversations with the personnel of the New York office is 

that the main purpose of Turespaña in the United States is the promotion of all the 17 

autonomous regions. 

To better fulfill this mission, the tourist board collaborates with the other main actors 

representing Spain in the region: the Embassy, the Consulate, Cervantes Institute, Istituto 

Reina Sofia, the Spanish Trade Commission and the Spanish Mission to the United Nations. 

The job of the agency consists just in helping the regions with their promotion; the interests of 

private enterprises are not represented, nor commercialization is undertaken (differently from 

what other NTOs do). The philosophy that rules the work of Turespaña is that of equity: it is 

not focused on some regions in particular, but, always according to the interest of the demand, 

it tries to promote all the autonomous communities; at the same time it does not 

promote/suggest an hotel, a car-rental service,…, over another, favoring them, as it would not 

be fair either, considering that the agency is state funded. 

 

7.5.2. Structure and organization in the United States 

                                                 
72E-newsletters archives are available online for a year. 
73 For further information concerning Spanish tourist attractors, tourism’ organization and 

Turespaña’s structure/roles see Appendix 12.3.3 
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promotion abroad.) The most important agency is that in New York, which coordinates the 

work of all the others. 

Every office has an American director (with many years of experience), according to the 

principle that being a United States’ citizen, he/she is extremely familiar with his/her market 

(more than a Spaniard would), and he/she has much more credibility with the local tourist 

industry. 

The structure of the offices is strictly organized; different departments have been established, 

to deal with the different aspects of the country’s promotion. The personnel is strictly 

assigned and only deals with tasks for which has been hired. This configuration permits a 

much higher degree of specialization, and more efficacy in the work performed. To solve the 

possible coordination’s problems the figure of a manager/director has been instituted to lead 

each subunit and to harmonize what done in one with what done in the others.  

 

7.5.3. Advertising 

Spain decided to concentrate itself mainly on the printed media and in the American market to 

focus on the upscale magazines segment. The reason for this choice lies in the consumers, 

which the tourist board would like to target: the wealthier strata of the population. This is 

partly a forced decision due to the unfavorable exchange rate and the economic crisis; but, to 

a certain extent, it is also a strategic one: Spain has invested a lot worldwide to change its 

positioning from a “sun and sea” holiday destination, which attracts the lower tale of the mass 

market. 

To promote their country in the United States, the Spaniards insist on their culture, art and 

gastronomy; beaches are not stressed since find unbeatable competitors in the Caribbean area. 

Spain presents different “types” of printed campaigns74

Turespaña also developed a campaign in conjunction with the Portuguese National Tourist 

Board, under the slogan “Portugal? Spain? Both.”, which shows 3 Portuguese and 3 Spanish 

; in all the cases, however, they show 

at least a half page picture (usually two), the logo of Turespaña, and the text “Smile! You are 

in Spain” and a sort of “smile” to divide the space into two half. Some are dedicated to a 

particular city or region, while other to a theme (like rural tourism, architecture and cultural 

offering, shopping opportunities, beaches, enogastronomy, gay tourism,…) or to an itinerary 

(El Camino de Santiago, La Ruta de Don Quijote,…); others, again, combine two of the above 

themes or a theme and a destination.  

                                                 
74 See Appendix12.4 
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destinations, with the aim of increasing the “awareness for Portugal and Spain as a “must-see 

destination” in Europe”; the idea, realized in 2007 emerged from the results of studies, 

according to which Americans, when travelling to Europe, tend to combine the visit of more 

than one country. From here the idea of promoting the Iberian peninsula as a unique entity, 

offering two distinct culturally-rich destinations in one.75

Always in order to provide more information to the media are regularly organized 

educationals to Spain (in collaboration with Iberia).  They are distinct from the educationals, 

which are arranged for the American tourist operators.

 

The agency supports the production of regional advertising campaigns, which are not usually 

published on magazines, but are more used to accompany the realization of particular events 

held in the U.S.A. and are sponsored by Turespaña. These advertising are in all similar to the 

other ones (same structure, same pictures); they just carry the text “Smile! You are in…” and 

the name of the region, which realized them. 

The goal of all the campaigns is to increase the recognition of the destination Spain and to 

position the country as a place where to live once-in-a-lifetime experiences.  

  

7.5.4. Press, PR and media relations 

Another activity performed by the New York office, is maintaining the relationships with the 

media and in particular with the press.  

Turespaña collaborates with the main American upscale magazines, with the ones dedicated 

to tourism and travel but also with other ones, not so strictly related to tourism. The activity 

consists in announcing on them and in supporting the journalists, who want to write about 

Spain, giving them credits, pictures and information.  

In addition, the director of the New York office constantly elaborates press releases to inform 

about the activities performed and the major events going on in Spain.  

76

                                                 
75A dedicate internet website has been also created: 

 

http://www.portugalspainboth.com; the 

platform is conceived as a guide to provide tourist information and a tool to help the 

American operators to sell the “combined destination”. An interactive game can be found on 

the site, “Exploria”, a virtual journey that allows people to test their knowledge about the both 

countries and to win a vacation in Iberia. Another tool used to help the operators has been the 

arrangement of an educational for the press and the T.O./T.A visiting the two countries. 
76As mentioned above, are not to be forgotten the specific educationals organized in 

collaboration with the Portuguese Tourist Board.  

http://www.portugalspainboth.com/�
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Always directed to travel agencies, every year are organized seminars in different American 

cities.  

 

7.5.5. Consumer fairs, exhibitions and events 

Turespaña ensures its presence to the main trade and consumer fairs organized in the 

American market, both, the one specifically for tourism and those just partially related.  

In the recent past it took part to: the “KNBC Travel and Leisure Expo”, the “Los Angeles 

Time Travel and Adventure Show”, the “MPI WEC”, the “MPI PEC”, the “International 

Market Place”, the “Passport Travel Show”, the “New York Times Travel Show”, the “Gay 

Life Travel Expo”, the “AAA San Diego Travel Show”, the “IT&ME”, the “Luxury Travel 

Expo”, the “Home Based Travel Expo” and the “Cruise 3 Sixty”. 

Moreover, the agency organizes and sponsors some other events, working often in 

conjunction with the other Spanish delegations in the United States: the Embassy, the 

Consulate, and the cultural institutes Cervantes and Reina Sofia. Frequently these events are 

arranged for the different autonomous regions and are repeated every year. The main 

examples in this sense in the city of New York are the Flamenco Festival, organized from 

2001 with the collaboration of Turismo Andaluz and the municipality of Sevilla as well as the 

sponsorship of European Union, and a presentation of the Green Spain to the journalists and 

to the tourist operators, in collaboration with Turgalicia, Basquetur, Asturias and Cantabria. 

Other events of this type are organized even more than once a year, like the food and wine 

tasting from La Rioja, Murcia and Andalucia which runs all along the year. 

Other events are organized just once, on particular occasions. Some of them are still arranged 

in conjunction with the autonomous regions, like the presentation to the Tribeca Film Festival 

of “The fish, the chicken and the king crab” in cooperation with Turismo Madrid and Instituto 

Cervantes, which was turned in an occasion to sponsor the cuisine of the region overseas. 

Other events are held in conjunction with popular private entities, which could promote the 

image of their “country-of-origin”; this is the case of 2008 preseason games played in New 

York and Chicago by F.C. Barcelona exploited by Turespaña and by the Catalan tourist board 

as an occasion to market the region as a tourist destination. 

Turespaña endorses also the media productions addressed to the American market which 

feature Spain and render a positive and attractive image of the country (last year’s examples 

are the movie “Vicky Christina Barcelona” the TV show “Spain…on the road again”). 
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7.5.6. Tourist information centre 

One of the departments established in the New York office is specifically dedicated to provide 

information to the potential tourists directed to Spain. The office is full of promotional 

material and, phoning the call-centre, dedicated operators answer all the questions of the 

travelers. However, the office can be visited only on appointment and does not work as a 

walk-in centre, de facto strongly reducing the importance of the service offered.  

This is not a coincidence, since the Spanish agency regards its web portal, www.spain.info as 

the most complete source of information about the country, as well as the major channel in 

the communication with the “customers”. (Americans are seen as time constrained and 

internet, always accessible, is perceived as the best channel; this position does not take into 

account the fact that part of the population, especially aged people, maybe well inclined to 

travel to Spain, is not familiar with the medium and still prefers the physical presence of an 

operator). 

 

7.5.7. The website: www.spain.info77

The Spaniards view their site as a critical part in their promotion of the nation, since internet 

has become the main source to gather information when planning a trip. Turespaña aims to 

announce itself as the “official” source of information for all what concerns Spain: on 

 

Launched in 2002, the Spanish portal for tourism is translated in 4 languages (Spanish, 

English, German and French) and offers personalized versions for the most important 

markets, including United States; the graphic is the same all over the world and just the 

content changes. This to sustain a global coherent image. 

www.spain.info can be found all the information needed for a trip to the country. The 

interactivity of the medium transforms it in a personalized guide. 

A monthly newsletter is composed by the personnel of the office, providing information, 

which are different from those that can be found on the site and more focused on the interests 

of the Americans. 

It is important to notice that, following the philosophy of guaranteeing equal visibility to the 

different regions, none of the webpages carries advertisements and the portal does not allow 

bookings or transactions, which are left to the private sector.  

                                                 
77Turespaña has another website (http://www.tourspain.es) conceived for a different audience: 

the tourist operators, who can find information about the NTO and can enjoy dedicated 

studies complied by the IET. 

http://www.spain.info/�
http://www.spain.info/�
http://www.spain.info/�
http://www.tourspain.es/�
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 Italy France Spain 

Tourist Flows 
(Sources: OTTI, 

Banca d’Italia, IET, 

Direction du 

Tourisme, 2007) 

●Arrivals from US(2007):2,373,000 

(+8% from 2006; 6,5% of Italian 

incoming tourism) 

●Travel and tourism payments of 

Americans (2007): $4,072 mil. (pro 

capite: ~$1,700; +11% from 2006; 

11,7% of travel and tourism 

payments by foreigners in Italy) 

●Arrivals from US(2007): 2,217,000 

(-1% from 2006; 3,6% of French 

incoming tourism) 

●Travel and tourism payments of 

Americans (2007): $4,804 mil. (pro 

capite: ~$2,150; -4% from 2006; 

13,4% of travel and tourism 

payments by foreigners in France) 

●Arrivals from US(2007): 1,093,000 

(+10% from 2006; 1% of Spanish 

incoming tourism) 

●Travel and tourism payments of 

Americans (2007): $1,797 mil. (pro 

capite: ~$1,650; +18% from 2006; 

3,7% of travel and tourism payments 

by foreigners in Spain) 

Tourist Board ●ENIT 

●Budget: €33,5 mil (reduced in the 

last year of 30%); state funded 

●Maison de la France 

●Consortium of economic interests: 

1400 partners and 14 clubs 

●Budget: € 64 mil.; just partially 

state funded 

●Turespaña 

●Budget: € 148 mil.; entirely funded 

by the public sector 

 

Philosophy ● 2 pillars: _theoretical promotion of 

the general concept of Italy (filled 

every time with a specific content); 

more directed to public entities 

_support to the single actors in the 

commercialization of their offer on 

the American market; more focused 

●Are the single entities to contact 

MDLF and ask for promotion 

(different partners, different 

promotion); MDLF works as an 

antenna: amplify their voice and give 

coherence to the messages 

●Takes care of the promotion 

●Helping the 17 autonomous regions 

in a huge and distant market, also 

through the collaboration with the 

other Spain’s representative in US 

●No commercialization, no 

representation of private companies 

interests 
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on private operators activities also for private companies 

 

●Rule of equity: being state-funded, 

same promotion and visibility to all 

the different regions 

Structure and 

Organization 

●3 offices: New York (which 

coordinates the other), Los Angeles 

and Chicago (more oriented on trade) 

● No subunits and Italian personnel 

●3 offices: New York (specialized in 

leisure tourism), Chicago and Los 

Angeles (more oriented on trade) 

●Offices possess different subunits 

structured on the base of the 

customer served 

 

● 4 offices: Los Angeles, Chicago, 

Miami and New York (which 

coordinate the others) 

●Americans directors: more familiar 

with the market 

● Offices possess different 

departments established according to 

the function performed 

Advertising Strategy ●Traditional media: web 

communication, commercials on 

television, billboards, advertisement 

on magazines 

●”Italy for Life” (visual images) 

●“Italia, Much More” (video) 

●”Italy Hospitality Truck”: mobile 

station representing the country, 

touring the major American 

metropolitan areas. 

●Smaller, targeted marketing 

actions: niche marketing 

●Contemporarily give a coherent 

image of France and showing its 

diversity 

●”Randez-vous en France” (new 

brand) 

●Few thematic traditional campaigns 

on popular newspapers 

●High use of internet: banners/pop-

ups 

● Advertising campaigns, mainly on 

printed media (upscale magazines) 

●Focused on art, culture, gastronomy 

●”Smile! You are in Spain” 

●”Portugal? Spain? Both!”: 

campaign and website in 

collaboration with Portuguese tourist 

board, to jointly promote Iberia 

●Regional advertising campaigns 

(usually to accompany events) to 

increase destination recognition 
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●Specific campaigns for particular 

groups (Hispanics, gays) 

●Various services at disposal of the 

members for their promotion 

 

Press, PR and Media 

relations 

●Relationship with the press 

●Educationals for tourist operators 

and press 

●Seminars for travel agents in the 

major cities in collaboration with 

ITPC 

●Promotion of the single entities 

(Club Italia): meetings with the 

buyers, press conferences 

●Specific communication plan to 

relate with the opinion-leaders 

●Publication of “FranceGuide” and 

“FranceGuide Prestige” (tour and 

events for its launch) 

●Relationship with the press 

●Workshops and seminars in 9 cities 

(also in Spanish) 

●Webinars 

●Partnership with “The Travel 

Institute” for travel agents 

certification 

●Educationals for tourist operators 

and educationals for press 

● Relationship with the press: 

collaboration with the major upscale 

magazines (strictly dedicated to 

tourism and not) 

●Press Releases from the directors 

on the major events held in Spain 

●Educationals for tourist operators 

and educationals for press 

●Seminars for travel agents in the 

major cities 

 

Consumer Fairs, 

Exhibitions and 

Events 

●Scarce participation to the major 

fairs in the United States (use of 

“Italy Hospitality Truck”) 

●Collaboration with the 

Embassy/Consulate, the Chambers of 

Commerce and the Italian Institute 

●Participation to the major trade and 

consumer fairs in the United States 

●Organization of a own trade fair, 

“French Affairs” 

●Collaboration with the 

Embassy/Consulate and French 

● Participation to the major trade and 

consumer fairs in the United States 

(also the ones just partially related to 

tourism) 

● Collaboration with the 

Embassy/Consulate and Spanish 
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●Events organized una tantum, on 

particular occasions 

(special events organized on June 2nd 

and October 12th) 

●Endorsement of media productions 

featuring Italy 

●Organization of events to promote 

the single region or operators 

 

Institutes 

●”Jeunes Talents”: the American 

perspective on France 

 

Cultural Institutes 

●Organization of events repeated 

every year to promote the different 

regions (ex. Flamenco Festival, 

Green Spain) 

●Organization of events running all 

along the year to promote the 

different regions (ex. food and wine 

tasting) 

●Events organized una tantum, on 

particular occasions 

●Events organized with the 

collaboration of Spanish admired 

private entities (ex. FC Barcelona) to 

sustain the country-of-origin effect 

●Endorsement of media production 

for the American market featuring 

Spain 

Tourist Information 

Centre 

●No walk-in centre 

●Hot-line for the request of 

brochures and promotional material 

●Walk-in information centre in the 

New York office, with personalized 

assistance and possibility of booking 

●Phone dedicated hot-line for both 

● Creation of a dedicated department 

inside the New York office, but 

possibility of visiting it just on 

appointment (de facto not working) 
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consumers and professionals  

The Website ● www.italiantourism.com 

● Specific site for the American 

market (different graphic and 

content) 

●Important channel of 

communication with the general 

audience 

●Purpose: offering information and 

promotion 

●Does not carry advertisement and 

does not allow booking or 

transactions  

●Source of data on its visitors for 

services’ improvement 

●Newsletters: for the general public 

(available online) and for the 

journalists (sent via e-mail) 

●www.franceguide.com 

●Internet is the privilege channel of 

communication with the general 

audience 

●Purpose: offering information, 

promotion of the destination and 

commercialization 

●Carry advertisements 

●”Lost in Francelation”, vlog: the 

American perspective on France 

●E-newsletters: for the general 

public (leisure/business tourism) and 

for the tourist operators 

●www.spain.info  

●Most complete source of 

information about the country and 

most important channel of 

communication with the customers 

●Purpose: offering information and 

promotion 

●Does not carry advertisements and 

does not allow booking and 

transactions (left to the private 

sector)  

●E-newsletters: for the general 

public (leisure tourism) 

 

Table 11: Comparison among Italian, French and Spanish NTOs’ activity in the United States (Sara Bricchi, 2009)

http://www.franceguide.com/�
http://www.spain.info/�
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7.6. Final comparison of ENIT’s, Maison de la France’s and Turespaña’s work in the 

United States 

The first relevant thing that emerges is that the arrivals of American tourists in Italy and 

France double those in Spain. 

The fact that United States are not at the moment a relevant market in terms of tourist expense 

for the Iberians (3,7% on the total of foreigners) contributes to show how important the 

Spanish government regard tourism and tourist promotion. As a matter of fact, the budget at 

disposal of Turespaña is enormous compared to that of ENIT (nearly 5 times bigger)78, which 

considers United States its second most important market.79

Concerning the website: just Maison de la France’s one offer booking tools; while 

Turespaña’s one, in accordance to the “anti-commercialization” policy do not feature 

advertising. ENIT’s one should be enriched. Moreover, for the latter newsletters are just 

 

Different is the philosophy behind the three tourist boards’ work: while Turespaña aims to 

promote all the 17 autonomous regions, not contemplating the commercialization (which is 

left to the private sector), ENIT and Maison de la France offer, in different ways and on the 

base of different premises, support to all those (and only those) entities, comprised the private 

ones, which ask for its help in their marketing in America, also sustaining the commercial 

penetration of their operators in the region. 

Of the three NTOs, just ENIT has not hired local personnel and has not structured its offices 

with subunits (the French chose a divisional structure, while the Spaniards a functional one). 

Different is also the advertising strategy: while Maison de la France opted for various, small, 

focused and targeted actions, the Italian and the Spanish tourist boards decided for generalist 

campaigns: in the first case on all the main traditional media, in the second, focused (on the 

press). 

Just Maison de la France offices work as walk-in centres and its phone hotline is the one 

providing the better services: personnel which directly answer to business and leisure 

potential travellers’ questions. (ENIT’s one has as main aim the provision of papery 

brochures, and in case of Turespaña are the offices’ call-centres to answer.) 

                                                 
78Moreover Turespaña is the only tourist board, among those analysed to have 4 offices in the 

United States. 
79With such premises, obviously, different will be the impact of the activities performed by 

the 2 NTOs. 
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posted online, while in the other two cases directly sent (The French office prepares different 

versions for the different audiences.) 

All the tourist boards cooperate with the other representatives and agencies of the country in 

the area; in the case of France, the collaboration is extended to other entities, such as schools, 

universities and even French shops and restaurants. 

Differently from the competitors, ENIT does not take part to the major trade and consumer 

fairs held in the United States and carries out its promotional activities touring the main cities 

with its “Italy Hospitality Truck”; on the contrary, Spain attends also those fairs just partially 

related to tourism, while France organizes every year a own fair: “French Affairs”. 

All the NTOs monitor and endorse the media production featuring their country and/or shot 

there. 

Turespaña is the agency that organizes the major number of events, of different typologies, 

many of which are repeated year after year with the same format. 

The three tourist boards carry out a PR activity principally based on workshops, seminars, 

relation-keeping with the press and educationals (which in the case of ENIT are not distinct in 

those for press and those for tourist operators). In this field should be also signalled the 

collaboration of ENIT with ITCP, the organization of “webinars” by Maison de la France and, 

most important, the publication, always by Maison de la France, of “FranceGuide”, 

considered by the tourist board as one of the main pillar of its promotional activity in the 

United States. 
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8. Discussion 

Seen which is the image that the American tourist press proposes of the three countries and 

which is the activity carried on by the respective tourist boards, can be now evaluated the 

work of ENIT in the United States through a SWOT analysis of its promotional activity. The 

data obtained on France and Spain will be useful to detect best practices, which could be 

implemented also in the case of Italy. 

 

8.1. Review of ENIT’s activity: SWOT analysis 

Before reviewing ENIT’s work, should be listed some important variables independent from 

its activities, which, however, have effects for the agency and the country in general. 

●A first advantage, on which Italy can count while proposing itself in the United States, is the 

high awareness and positive perception that Americans have of the country, as shown by the 

press’ analysis and also by the Country Brand Index by Anholt80

                                                 
80Available at http://www.simonanholt.com 

. According to him Italy is 

particularly appreciated and beats its direct competitors, France and Spain, in all the 

categories created. 

Considered that people tend to maintain the image they already possess, ignoring contrasting 

signals, and that it takes time to change a nation’s image, Italy has a great advantage 

compared to other nations, also whether its promotion policies would not be effective or 

something negative happens in/to the country. 

●The other great advantage independent from ENIT’s actions, is constituted by the strata of 

the population, which are interested in travelling to Italy, the wealthier ones. This brings 

different benefits for the nation; it is higher the average individual travel and tourist payments 

(fact that will translate in a greater multiplier effect for the whole Italian economy); these 

consumers have been less stricken by the economic crisis and the currency’s fluctuations; 

their demand will be more stable and predictable. 

●A disadvantage to be noticed is in the Italian political situation, which historically has been 

characterized by governments with short life, by an alternation of different parties at the lead 

of the country and by a scarce importance given to tourism. The consequence has been a great 

difficulty in the implementation of long-term policies and in the accomplishment of an 

effective promotional work by the tourist board. 

 

 



Page | 68  
 

8.1.1. Strengths 

●Positive is that the agency wants to target the opinion leaders and has developed a specific 

and personalized communicational plan. Among the realities analyzed, ENIT is the unique to 

insert it in its priorities, and this is a sign that it has understood the important role played by 

these figures in the society and the positive effects of their endorsement on the country. 

●Concerning the advertising strategy, ENIT in its communications, while adapting the 

message to its target audience in the different markets, keeps the same basic features 

unchanged. This gives consistency to the message; more coherence is perceived and the 

concepts communicated result stronger and better perceived/memorized. 

●The 2009’s communicational campaigns, “Italia, Much More” gives a concrete contribution 

to the fight of stereotypes. The visual representation chosen is effective in communicating that 

the country offers “much more” than just the usual, renown icons. (The fact that different 

commercials have been realized to better target the different markets around the world is also 

valuable.) 

●Positive is the monitoring and endorsement of all the media productions featuring Italy; in 

this way ENIT can have an updated image of what the Americans think about the nation and 

consequently planning its actions; considering the limited funds at disposal, if positive, the 

NTO can exploit this as free publicity for the country.  

●Interesting is how the tourist board uses its internet website to collect data on its visitors; the 

agency can evaluate the efficacy of its work and plan variations, if needed. (Positive is the 

willingness to improve the service offered.)  

● The idea of Club Italia81

● Advantages come also from the fact that ENIT’s offices around the world are connected in 

a dedicated extranet; information can be shared in real time, and the single agencies, knowing 

 is surely positive in the sustainment of the commercial penetration 

of the single operators on the American market, since coordination and coherence of the 

image proposed could be achieved and the spreading of the funds avoided.  

(Further benefits could be, moreover, achieved, if quality control mechanisms would be 

instituted and the adherence to the club transformed in an adherence to some quality 

standards/principles, which would recognized the excellences; this would help ENIT in 

rendering a more positive image of the country.) 

                                                 
81Club Italia is an association created by ENIT’s headquarter, to permit the single structures to 

obtain collaboration in their promotional activities around the world 
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the situation of other markets and ENIT’s responses, can identify best practices to implement; 

jointly actions could also be carried out. 

 

8.1.2. Weaknesses 

●ENIT’s approach of promoting a general notion of Italy, which every time is filled with 

diverse components, is counterproductive. People tend to simplify the messages they receive 

and to escape the information-overload: presenting them a shifting concept, could generate 

confusion and therefore result in a blurring of the country brand image. 

(It would be less risky and more effective for the agency to individuate some themes 

considered particularly important and on them focus its attention and promotional activity.) 

●Another weakness is the lack of American personnel. In fact, the employment of local 

workforce could help in the comprehension of the local market practices/consumers’ behavior 

(thanks to the belonging to the same culture of the targeted audience) and would enable the 

formation of more and differentiated point of views/innovative solutions. (The fact acquires 

greater relevance considering that the agency’s task is that of sponsoring the image of an 

intangible “product”, Italy, which resides in the mind of the consumers.)  

●The advertising strategy of ENIT comprises the employment of all the major traditional 

media; also seen the limited funds compared to its competitors, this produces a spreading of 

money and the less effectiveness of the promotional activity. (It would be better if the tourist 

board, analyzed the behavior of its target audience, would choose a medium or a few to focus 

its activity.) 

●The fact that the tourist press speaks about problems, like the garbage scandal or the 

pickpocket activity in the main Italian cities, is a sign that ENIT has not work enough in 

trying to address the crises that emerged. (The NTO should instead try to predict which kind 

of events it might have to face and prepare crisis-management plans to deal with the media in 

case they happen.)  

●The promotional activity of the Italian tourist board is not focused on a region or a city in 

particular, but neither it grants equal exposure to every area: just those interested in promoting 

themselves ask and receive ENIT’s collaboration. Such a policy is wrong, since it is easier to 

promote those places, which are already known, and becomes more difficult to divert tourists 

away from the usual attractors/destinations to have them discover the rest of the country.  

●ENIT does not possess established subunits in its American offices. Rationalization and 

division of work, could, instead, bring advantages like economies associated with the learning 

of the job and of the relevant stakeholders.  



Page | 70  
 

●There is a great misalignment between the importance given to the Italian monuments and 

museums by the American tourist press and that by Italian politics and ENIT. Many could be 

the reasons for the indifference, but the fact that competitors (like Spain) can achieve better 

results shows that ENIT’s has not been effective and needs improvements. 

●There are articles written with the purpose of explaining to the readers that Italy is not an 

exotic location; this fact suggests that the work to be done by ENIT for fighting the 

stereotypes and having the American consumers correctly perceive the true identity of the 

country is still a lot. 

●Concerning www.italiantourism.com, wrong is detecting the upload of promotional material 

as the main function of the website. The contents proposed should be much more detailed 

than those currently offered. Internet is the major source of information nowadays, therefore, 

fundamental for a tourist board’s website is the richness and the update of the content 

proposed. (Moreover newsletters are just posted on the site and not sent to a mailing-list of 

interested contacts, receiving less attention and owing less effectiveness.)  

●ENIT has established a hotline, whose main purpose is providing promotional material. Also 

considering that its offices in the United States are not walk-in centers, the service is 

irrelevant and could be expanded to information provision and answers to the potential 

travelers’ questions. 

●“Italy for Life” campaign (whose focus is to render the idea of a country where to live once-

in-a-lifetime experiences) finishes to promote the usual icons and, instead of overcoming 

stereotypes, to reinforce them. Moreover, most of the themes chosen seem to be not so 

relevant for the American audience82

●Italian events do not attract significant attention at the eyes of the American magazines; this 

is another weakness in the promotional work performed by ENIT, which just posts their 

: Italian wellness’ offer finds much stronger competitors 

in the Caribbean; the sea is not the main reason for which Americans decide to visit the 

country; for the M.I.C.E. theme, a dedicate campaign, specifically constructed to target just 

the business audience, would have had better results.  

●The decision of not attending the main consumer and trade fairs has negative consequences: 

firstly giving an advantage to the competitors that participates; moreover, dissipating limited 

funds, since the single Italian regions/municipalities take part, but often it is not clear for the 

American consumers the association between them and their belonging to Italy. 

                                                 
82 It has to be admitted that the themes have been chosen at the headquarters’ level; this opens 

a discussion on the level of autonomy that the overseas office should possess. 
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schedules and descriptions on its website and organizes press conferences. (Ad-hoc 

personalized communication to the opinion-leaders in the field should be advisable.) 

●Among the three countries reviewed, Italy is that perceived more as a leisure destination: a 

lot of work is still to be done for promoting Italy as a business tourism destination (specific 

campaigns should be created on purpose).  

●The educationals sponsored by the Italian tourist board are not divided between those 

specifically dedicated to the tourist operators and those arranged for press, which travel 

together. Considering the fact that the purposes of these trips are different, it would be wise to 

organize separate tours. 

●The “Italy Hospitality Truck” is an ineffective tool of promotion: the truck tours the most 

important metropolitan areas; these human settlements do not have the same characteristics of 

the Italian ones, which possess medium dimensions and a centre, where all the most important 

events’ for the life of the city occur. If in this case, the word-of-mouth is a valuable tool and 

an initiative like this can have great success with limited costs, the same cannot be said for the 

United States, where if not properly advertised the truck could reach a city with hardly no one 

knowing it. (If the purpose is mainly just the one of distributing material and answering 

questions, maybe a dedicated phone hotline and a well-structured website could be more 

effective.)  

 

8.1.3. Opportunities 

●The collaboration with the other Italian agencies in the country (Consulate/Embassy, 

Chambers of Commerce, Italian Cultural Institute) is an opportunity and ENIT should extend 

the cooperation whenever possible. This will enable: the sending of coordinated messages, 

strengthening the importance of the concepts communicated; the avoidance of the duplication 

of efforts and the liberation of resources available further promotional activities.  

●The collaboration with ITPC83

●From the analysis of the press emerges the critical role that the “ambassadors” (renowned 

people, who thanks to their fame legitimize everything they come in contact with) can play in 

the American market. ENIT should continue to sustain its efforts in trying to secure their 

 can bring advantages, since, being them private operators, 

they can work as intermediaries, monitoring and offering feedbacks and suggestion on 

ENIT’s activity in the United States.  

                                                 
83The Italian Travel Promotion Council is a group of American travel specialists working 

predominantly with Italian incoming operators and structures. 
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endorsement and, in particular, that of media celebrities, able to “speak” to a broader 

audience. They could be Italian or American; in the second case, belonging to the same 

culture, they would retain more credibility, with greater positive effects. 

●A great opportunity for the country resides in the development and promotion of a luxury 

offer that well match the American demand (it has to be remembered how travelers to Europe 

belongs to the wealthier strata of the population).This has advantages also in terms of income 

from tourism (higher is the average individual expense) and of image. 

●Great is the space dedicated in the press to enogastronomy, sign that this is a relevant topic 

for the American audience. ENIT could better develop the potentialities that Italy has in this 

sector: something specific could be arranged, trying to exploit a sort of country-of-origin 

effect and to educate the American customers to the consumption of quality productions. 

These could be occasions for fighting the culinary stereotypes and food counterfeiting and 

imitation. 

 

8.1.4. Threats 

●Among the three tourist board, ENIT is the one, which has minor resources at its disposal. 

This is a great potential risk, especially in a period of crisis and recession like this (the 

American market has shrunk and competition has become fiercer). In such a situation, a 

tourist board should invest more to become more visible, or at least not cut funds. 

●Another threat for the country’s image is the possible perception of Italy exclusively through 

the preconception/stereotype of the country of “la dolce vita”; ENIT should work to promote 

the diversity and cultural richness of the Italian offer. 

●ENIT’s website does not allow transactions nor bookings, but, considering the stated 

importance of the commercialization of the Italian offer in the United States, it could think of 

adding this service, which would attract more visitors on the site, also considering that 

France, pursuing a similar policy, has this function. 

●While the theme of cruises seems to gain the attention of the American magazines, there is 

no trace of this phenomenon in the promotional activities of the Italian tourist board. The 

competitors already exploit it. It could be an occasion to attract further travelers or to divert 

them from other areas. 
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Variables independent from ENIT’s activity 
● High awareness and positive perception of Italy by the Americans 

●The strata of the population interested in travel to Italy: the wealthier ones 

●Italian political situation: instability and scarce attention to tourism 
Strengths Weaknesses 

●Target the opinion-leaders 
●In the communication strategy: keep the basic features, while adapting the 
message to target the demand 
●”Italia Much More”: fight the stereotypes 
●Monitor the media production 
●Use the website to collect data on visitors 
●Club Italia: coordinate of the operators’ offer 
●Connect the different agencies in an extranet 

●Present a complex image of Italy with changing components 
●Not to hire American personnel 
●Spread money on all the different media 
●Not to prepare crisis-management plans 
●Not to grant equal exposure to the different regions/operators 
●Not to structure the offices with different subunits 
●Not to adequately advertize Italian heritage and museums 
●Not to effectively fight stereotypes 
●Use the website just to upload promotional material (and not to send 
newsletters) 
●Use the phone hotline just to provide brochures 
●”Italy for Life”: promote the “icons” and choose irrelevant themes 
●Not to participate to the main trade and consumer fairs 
●Not to adequately advertize the events held in Italy 
●Not to develop Italy also as a business destination 
●Not to divide educational for tourist operators from those for press 
●Employ the “Italy Hospitality Truck” (ineffective) 

Opportunities Threats 
●Collaborate with the other Italian agencies in the United States 
●Collaborate with ITCP 
●Exploit the “ambassadors” in the promotion 
●Develop and advertize a luxury offer 
●Exploit Italian enogastronomic offer in the promotion 

●Have minor funds at disposal compared to the competitors 
●Not to be able to change the perception of Italy only as the country of la 
dolce vita 
●Not to develop tools for booking on www.italiantourism.com 
●Not to exploit the promotion of cruises as an attractor to Italy 

Table12: SWOT analysis of ENIT’s promotional activity in the United States (Sara Bricchi, 2009)  
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8.2. Review of Maison de la France’s and Turespana’s activity 

Before pointing out which are the strengths in the work of Maison de la France and Turespaña 

that could be implemented in ENIT’s strategy, increasing its effectiveness, will be quickly 

described the results in terms of tourist flow and image, to which led the strategies performed. 

 

According to OTTI’s (2007c) data, France is the only country, among those analyzed, which 

presents a slightly negative trend in tourist arrival from 2004. This means that Maison de la 

France’s strategy, which possesses different features and can be considered alternative to 

those of its competitors, should receive improvements not to lose competitiveness in the long-

run, maybe adding some of those features, which are traditionally performed by the other 

tourist boards. 

This does not mean that elements of Maison de la France’s strategy are not valuable solutions, 

which ENIT could consider to implement. 

On the contrary, the ideas that Maison de la France has put into practice can be regarded as 

innovative and potentially winning tools, when coupled with a strong and appropriate 

message.   

It has to be noticed, how France, even if with a little gap on Italy, is the country that receives 

more space in the tourist press. This detects a good PR activity that ENIT could observe. 

(Seen the narrowness of the gap, with limited additional efforts the Italian agency could win 

back the primacy for its country.) 

Remarkable is also the work done in the promotion of wine and luxury offer, which both 

characterize the nation in the tourist magazine’s image, while undervalued are cultural and 

historical attractions.  

For the gastronomic offer, perceived and appreciated is “haute cuisine”, again stressing the 

luxury aspect of French offer.  

Concerning the destinations promoted, instead, can be observed as it is just Paris to emerge 

and this could turn into a drawback in the long-run. 

 

The tourist flows of Spain show, instead, a slightly positive trend from 2002 onward; this 

datum seems to indicate that Turespaña has done a good promotional activity. 
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On the other hand, despite the agency’s work and its conspicuous budget, the tourist arrivals 

continue to remain nearly the half of those of Italy and France,84

8.2.1. Valuable features of Maison de la France’s promotional strategy 

 probably due to a structural 

problem of inferior attractiveness of the Spanish offer in the American market. 

Positive results can be detected in the work of the Spanish tourist board. The major 

destinations for tourists in Spain are the cities, as hoped by the agency, whose policy is trying 

to divert fluxes from the costal areas. 

Moreover, the country is the one characterized by higher percentages in the review of its 

cultural and historical attractions and in particular of its museums, sign that the promotion 

carried out has been effective. The same can be said for the events, which seems to be better 

advertised and to receive more attention in the American press. 

Effective are also the promotional efforts sustained to advertise the Spanish enogastronomic 

offer: attention is devoted by the media to the Spanish cuisine, with all the major Spanish 

cooks, who are mentioned several times, differently from what happens for their Italian 

colleagues. 

Work is, instead, to be done to fight the stereotypes linked to the perception of the country, 

which the strategy adopted has not been able to defeat up to now.  

 

●Another positive aspect, which should be adopted by every tourist board, is the fact that the 

agency regularly carries out market researches with the purpose of benchmarking the country 

against its competitors, of monitoring the changes and of revising its strategy according to the 

results obtained. Through a continuous reference to the work of the others, better decisions 

can be taken and best practices, which can be implemented, could be discovered. 

●Remarkable is also the network of collaborations that Maison de la France has been able to 

establish in the American market: other than the Consulate/Embassy, the Chambers of 

Commerce and the French Cultural Institutes, the agency has been able to involve in the 

distribution of its FranceGuide: French restaurants and shops on the territory, hotels and even 

school and universities. Special attention should be given to restaurants and shops, which 

greatly contribute to the formation of France’s image at the eyes of American consumers, 

being the first thing they can directly experience. Through this collaboration, the tourist board 

                                                 
84 This situation is mirrored in the number of articles dedicated to the country, which is much 

inferior to that of the competitors. 
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is able to better monitor, which is the image of the nation they provide and could, in case of 

necessity, try to advise them on how to change for offering a more desirable one. 

●The structure of “consortium of economic interests” permits the French tourist board to be 

always familiar with the different points of view of the various stakeholders/members when 

taking decisions. (The consideration of more and different opinions is also a favorable 

condition to generate innovative solutions). The fact of being under the authority of the 

governmental administration guarantees, in any case, that the interests of single participants 

do not prevail over the entire organization. 

It is interesting how Maison de la France contemplates partnerships with entities not directly 

related to the tourist industry, but representing France abroad for their renown. 

The establishment of different “clubs”, which reunite all the operators and agencies dealing 

with specific market’s sectors, permits the organization to better address the problems of the 

single realities and to provide better solutions. 

Considering that a pillar of ENIT’s philosophy in the United States is the commercialization 

of the Italian offer, the idea of a “consortium of economic interests” and of “clubs” is to be 

considered with great attention. (Club Italia could be developed taking into account the 

French model.) 

●Additional benefits could come from investing in smaller, targeted marketing actions, 

instead of relying on traditional campaigns on the main media, which in comparison are more 

expensive. This apparent “low profile” approach permits to lower the costs (freeing up 

resources, which can be invested elsewhere) and achieve better results in terms of response 

rate. Such a policy should be considered by an organization, such as ENIT, with limited 

funds. 

●Compared to the Italian case, another advantage can be found in the structure of the 

American offices, which possess different subunits; this permits the employees to be more 

trained/knowledgeable and to better focus on their work, which, in turn, should translate in 

better results in the promotional activities. 

●The dedicated hotline created by the French tourist board for the American audience results 

more efficient than ENIT’s one (which just provide papery brochures): it offers answers and 

detailed information to business and leisure travelers. Considering that resources are already 

dedicated, as well as considered the profile of the American tourists to Europe (on average not 

young and therefore not always familiar with internet), ENIT should seriously consider an 

enlargement in the services proposed. 
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●Differently from the competitors, the American offices of Maison de la France work as 

walk-in centers. An agent is present to answer the questions of the potential travelers; keeping 

in mind the more-times cited profile of the American tourists to Europe, the direct physical 

communication and the presence of a “qualified” agent becomes a guarantee of 

trustworthiness. Moreover, the centre, actually, works as a travel agency, since numerous are 

the people, who ask the personnel’s assistance in the booking of their stays in France. This de-

facto is another channel to help the commercialization of the French offer.  

●Maison de la France dedicates a lot of attention and specific initiatives to the promotion of 

the luxury offer. This is an interesting practice that also ENIT should apply for various 

reasons: the American travelers belong on average to the wealthier strata of the population 

and have therefore a higher disposable income; moreover, attracting travelers with more 

spending power means more direct revenues, other than benefits at the image level, due to the 

perception of a stay in the country as a symbol of status. 

●Always speaking of commercialization, valuable is the possibility offered to the visitor of 

www.franceguide.com to directly book online their entire trip to France. The site is perceived 

as a legitimized and legitimizing source of information and the service offered results to be 

useful, also considered its relatively limited costs. 

●Besides, another valuable aspect of the French tourist board’s strategy is the sending of 

specifically targeted e-newsletters: one for the leisure tourists, another with the business 

tourist offer and others specifically dedicated to the tourist operators. Once more, the efficacy 

of this practice (push, targeted communication) is much higher than the one adopted by ENIT, 

which produces just one undifferentiated newsletter and posts it on its internet website.  

●Concerning the activity toward the tourist operators, the features that distinguish Maison de 

la France’s work are: _ the “webinars” (seminars for the agents taught with the use of the 

ICTs) which permits to reach a wider number of participants, independently from their 

physical location; _ the seminars specifically organized for particular market segments or type 

of operators (like those on the gay/lesbian tourism or those in Spanish for the Hispanic 

agents) 

●Another relevant initiative of the French tourist board is, other than the participation to the 

most important trade and consumer fairs in the American market,  the organization of a own 

trade fair, “French Affairs”, which reunites every year all the most important operators selling 

the country in the United States. (The official endorsement of the NTO becomes a guarantee 

of the reliability of participants’ offer)  
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8.2.2. Valuable features of Turespaña’s promotional strategy 

●The first advantage of Turespaña lies in the funding strategy adopted by the government, 

which, recognizing the importance of tourism for the Iberian country’s economy, has heavily 

invested in promotion, with the main aim of attracting more tourists and repositioning the 

destination toward upper strata of the market.  

Despite last years’ crises has hit Spain in a more severe way compared to other countries, the 

government has decided not to close any agency’s office, nor to reduce the funds. 

(This move has to be carefully considered by all the Turespaña’s competitors: they have not 

to reduce their investments, if they want to retain their shares in a shrinking market.) 

●Interesting is also the cooperation of Turespaña with Visit Portugal for the joint promotion 

overseas of the Iberian peninsula as a unique destination. In a market, which sees the 

emergence of new competing tourist destinations, coupled with a general slowdown of the 

tourist industry, coopetition appears as an interesting strategy to survive the current crisis 

retaining importance and market-share. (National boundaries are just relatively perceived by 

consumers belonging to faraway markets; therefore, synergies and complementarities can be 

easier exploited in a win-win situation.)85

●Should be regarded as positive also the choice of concentrating the advertising activity 

principally on a medium, instead of spreading the disposable resources on all the main 

 

●As Maison de la France’s ones, Turespaña local offices also possess established 

subdivisions, which rationalize the work and allow more specialized personnel to focus just 

on one aspect of promotional activity, achieving better results. The offices are lead by local 

directors with many years of experience; being them more familiar with their market, better is 

the network of contacts they are able to establish, as well as higher is the credibility they are 

able to gain. ENIT should carefully consider hiring local personnel. (Possessing workforce 

belonging to different cultures would also stimulate the formation of different points of view, 

the confrontation and the improvement of decision-making process). 

                                                 
85On this matter, it has to be referred about the agreement signed during the Spring of 2009 

between Italy, France and Spain for the joint promotion of the three major European tourist 

destinations in the markets of Eastern Asia and South America, which represents a positive 

first step toward wider initiatives and a stronger partnership http://fr.franceguide.com/Herve-

Novelli-et-ses-homologues-Espagnol-et-Italien-ont-lance-un-plan-d-actions-commun-pour-

promouvoir-leurs-offres-touristiques-aupres-des-clienteles-

lointaines.html?NodeID=1&EditoID=206161 
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traditional media as ENIT. This move permits the Spaniards to invest more in the single 

campaigns, increasing the frequency of the advertisements’ appearance and/or the wideness of 

the magazines’/newspapers’ pool in which they advertise, with positive consequences on the 

consumers’ awareness. 

●Another positive aspect in the work of Turespaña lies in the construction of its internet 

website, which, differently from ENIT’s one, provides detailed information on all the 

different autonomous regions, coherently with the policy of tourist fluxes’ relocation from the 

Mediterranean’s coasts to the other areas of the country. Positive is the maintenance of the 

same graphic throughout the portals of the different regions; this provides a global coherent 

image and strengthens the messages sent by the agency/the chance of a positive reception 

from the target audience. 

●Always with the aim of sending stronger messages (which have more possibilities of being 

retained by the audience), Turespaña organizes events with a format, which is repeated 

unchanged year after year. 

It has to be registered how Spain, recognized the appeal exerted on the Americans by the 

country’s enogastronomic offer, has decided to exploit it in the promotion, hoping in a 

“country-of-origin” effect, which, starting from a high opinion of its products, will advance 

the image of Spain as tourist destination and as a nation. 

(Possessing Italy an extremely rich enogastronomic offer, appreciated abroad and worldwide 

associated to its homeland, ENIT should definitely consider to exploit more this asset.) 

●Another strength, in part possible thanks to the relevant budget at disposal of the NTO, is the 

participation to all the main trade and consumer fairs held in the United States, also to those 

just partially related to tourism. This contributes to generate further awareness about the 

destination Spain. 
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Valuable features in Maison de la France’s 
promotional strategy 

Valuable features in Turespaña’s 
promotional strategy 

●Carry out market researches and competitors’ 

benchmarking 

●Extended the network of collaborations also to 

French shops, restaurants,… 

●Be structured as a “consortium of economic 

interests” and have different “clubs”  

●Invest in targeted and differentiated marketing 

actions 

●Structure local offices with different subunits 

●Have a phone hotline to provides customized 

answers and detailed information 

●Work as walk-in center 

●Carry out specific initiatives for the promotion 

of the luxury offer 

●Provide www.franceguide.com with booking 

tools(and send different, targeted newsletters) 

●Organize “webinars” and diversified seminars 

●Organize “French Affairs” 

●Have a high budget not revised with the recent 

crisis. 

●Actively cooperate with other NTOs for the 

joint promotion of the respective countries 

●Structure the local offices with different 

subunits and hire local, foreign directors 

●Focus the advertising activity on a chosen 

medium 

●Have a website rich in information and 

offering a univocal image of the country 

throughout the main markets 

●Organize events repeated over time and exploit 

the enogastronomic offer for the promotion of 

the country 

●Participate to all the main trade and consumer 

fairs 

Table12: Valuable features in Maison de la France’s and Tourespaña’s promotional strategy 

(Sara Bricchi, 2009)  
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9. Conclusions 

From the study emerges the importance for every country of possessing a strong, positive and 

balanced image to enhance the competitiveness of the same nation and with that, ultimately, 

the wellness and living conditions of its citizens. Therefore, critical becomes its management. 

According to researchers, Italy is known and popular in the United States; however, 

unfortunately, it is to much denoted by the stereotypical image of an exotic vacation’s retreat, 

where to flee daily problems. Data confirm these thoughts: tourist arrivals indicate the country 

as the fourth holiday destination of the Americans worldwide and the tourist press offers an 

analogous picture, highlighting the presence of renown historical icons, a rich enogastronomic 

offer and an appealing lifestyle. 

The value and the complexity of the Italian offer, in tourist and more general terms are not 

recognized and the possibilities of the country, at the moment, not fully exploited. 

ENIT’s delegation in New York, probably due also to the limited funds at disposal and a 

working attitude inherited from years of political instability in homeland, carries on a 

traditional promotional activity principally based on generalist advertising campaigns on all 

the major media, press conferences endorsing the offer of single localities/operators and 

meeting with the American tourist operators. 

More in details, positive and negative aspects in the tourist board’s work have been detected, 

also in relation to the country’s image presented by the tourist press, and it has emerged as 

space for improvement still exists86

                                                 
86Reccomendations to increase the effectiveness of ENIT’s work can be found in the 

following chapter. 

. 

The study of the realities of Maison de la France and Turespaña and of their practices, which 

just in part overlap those of ENIT, has been useful to benchmark the efficacy of those of the 

Italian agency with theirs, as well as to detect some of their positive features which could be 

source of inspiration/directly implemented in its promotional strategy. 

In any case, despite the recommendations that could be offered and the different strategies 

that the tourist board could follow in its activity, at the base of ENIT’s actions has to be the 

principle according to which, the achievement of the best results possible in terms of present 

tourist income should always be coupled with the preservation of the long-term natural, 

artistical and human capital of the nation, as well as of  its image, for the future generations, if 

the NTO would provide a concrete contribution to the formation of a durable reputation for its 

country.  
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10. Recommendations 

Even before offering suggestion for ENIT’s work in the United States, has to be said that 

more funds should be needed to successfully compete against old and emerging nations in a 

mature market that is also experiencing a moment of crisis87

                                                 
87The following advices leave the actual budget constraints out of consideration. 

. The NTO should also think to 

provide its overseas offices with more autonomy, which would enable them to develop a more 

customized and effective promotional activity. (Mechanism of coordination at the central 

level should also be conceived.) 

 

From the study’s results, have besides emerged some concrete guidelines that ENIT could 

follow performing its activities in America with the aim of increasing the income from 

tourism, always preserving the long-term competitiveness (not spoiling Italy’s image for more 

present revenues, instead advancing its reputation). 

●Before planning any kind of action, ENIT should carry out market researches to have a 

clearer picture of the market; monitoring competitors’ activity and reviewing the press and 

media production could also be helpful. 

At the same time, should be prepared plans to deal with unexpected crises or unintended 

image portrayals. 

●A restructuring of local offices should also be conducted: the establishment of subunits 

would consent more specialization and more efficiency. (Personnel with more experience and 

contacts could be hired.) This should be coupled to the employment of local workforce: 

belonging to the same culture of the target audience, it would better understand the market 

and the consumers’ behaviors. Moreover different cultures favor the formation of different 

points of view and therefore of innovation. 

●Seen the current market situation and the limited budget at disposal, in the United States 

ENIT has to extend and sustain its network of collaborations in different directions. It should 

establish partnerships with the foreigner NTOs for the joint promotion of their destinations. It 

should cooperate with the other agency’s offices worldwide, also exploiting the already-

existing extranet, and with the other Italian delegation in America to increase the efficacy of 

its action. The alliance with ITCP should be expanded. And the network of collaboration 

should be enlarged to other realities, even just partially related to tourism, but representing 

Italy on the territory. 



Page | 83  
 

●ENIT should also try to gain the endorsement of the opinion-leaders and the so-called 

“ambassadors” (both, Italian and American), since it is a form of free publicity. Due to the 

fame and trustworthiness they own, positive multiplicative effects could be obtain. 

●If commercialization is one of ENIT’s objective, Club Italia should be developed as an 

association grouping all those who want to promote themselves abroad; it could be conceived 

as an instrument to promote quality standards and a representative body to hear the 

perspectives and interests of the Italian operators. 

●Concerning the promotional and advertising activity directed to the public, money should 

not be spread on all the possible media, but instead focused on a few chosen on the base of a 

market research (increasing the frequency of the message, would increase its awareness). 

Moreover, to a generalist campaign, should be added smaller, targeted marketing actions.88

                                                 
88Before the realization of any campaign, should be decided together with the central 

government, which identity would be presented in the market and which would be the target 

audience. Even if complex, should be developed a unique image of Italy: presenting every 

time a different concept just generate confusion. 

 

●Internet is a critical medium in the information gathering (and in the purchasing process), 

therefore the Italian tourist board has to improve its website: enriching the content, providing 

a univocal image on the different markets and offering booking tools (if the policy is that of 

commercialization). The newsletter should be sent to a mailing-list of interested contacts. 

●Considered the target audience, the phone hotline already existing should be provided with 

additional services, firstly the offer of detailed information and customized answers.  

●The importance of Italian monuments and museums is not correctly perceived: seen the 

value and the richness of the Italian offer in this field they should be better promoted. 

●Since luxury is a feature of the American demand and is compatible with the desirable 

image of Italy, efforts should be put in the development of a luxury offer and in its promotion. 

Italy should be portrayed as a luxury destination and forms of quality standard certifications 

should be created. 

●ENIT should try to better promote Italy’s enogastronomic offer and its quality productions, 

as a characteristic appreciated by the Americans and as way to fight food stereotypes related 

to the country. This would have positive impacts on tourism and also on exports. 

●The most important events held in Italy should be better advertized, in themselves and as a 

way to promote further stays in the area. 
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●Seen the attendance of the competitors to the main trade and consumer fairs, ENIT cannot 

completely avoid its participation; it should communicate it to the other Italian realities, 

which would like to be there, so that synergies in the promotion could be exploited through 

collaboration. 

●Educational for tourist operators should be divided from those for press, having different 

purposes. 

Recommendations 

●Increasing the budget funds and the autonomy of the single offices* 

●Carry out market researches and prepare crisis’ managements plans 

●Restructuring the offices, establishing subunits and hiring local personnel 

●Sustain and extend the network of collaborations 

●Gain the support of opinion leaders and ambassadors 

●Develop “Club Italia” as a representative body and promote quality certifications for its members 

●Advertising activity: do not spread the money on all the media, instead focus on few chosen ones 

●Improving the website (richer content, univocal image, booking tools) 

●Enriching the service offered through the phone hotline 

●Make the Americans appreciate the value of Italian monuments and museums 

●Develop and promote a luxury offer 

●Better endorse the enogastronomic offer, also instituting quality certifications 

●Better advertise the major events held in Italy 

●Attend the main trade and consumer fairs 

●Divide educational for tourist operators from those for press 

 

*not dependent from US’ agencies, but from the headquarter and the Italian government 

Table14: Recommendations for increasing ENIT’s effectiveness in the United States (Sara 

Bricchi, 2009) 
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http://www.portugalspainboth.com/�
http://www.tourisme.gouv.fr/�
http://www.tourspain.es/�
http://www.turismo2020.es/�


Page | 88  
 

  



Page | 89  
 

12. Appendixes 

 

 

 

 

12.0. Appendix tables’ and figures’ index 90 

 

12.1. Questionnaire Used for the Analysis of American Tourist Press 91 

 

12.2. Analysis of American Tourist Magazines 94 

 

12.3. Tourism in Italy, France and Spain: attractors and organization 117 

12.3.1.1. Italy 117 

12.3.1.2. Organization of tourism in Italy 117 

12.3.1.3. Agenzia Nazionale del Turismo, ENIT 118 

12.3.1.3.1. Staff, offices and funds 118 

12.3.1.3.2. Role and activities 119 

 12.3.2.1. France 120 

 12.3.2.2. Organization of tourism in France 121 

 12.3.2.3. Maison de la France 122 

 12.3.2.3.1. Staff, offices and funds 122 

 12.3.2.3.2. Role and activities 123 

 12.3.3.1. Spain 125 

 12.3.3.2. Organization of tourism in Spain 126 

 12.3.3.3. Turespaña 128 

 12.3.3.3.1. Staff, offices and funds 128 

 12.3.3.3.2. Role and activities 128 

 

12.4. ENIT’s, Maison de la France and Turespaña’s advertising campaigns 130 

  



Page | 90  
 

Appendix tables’ index: 

Table1: Analysis of the tourist press: number and percentages of articles per magazine 

reviewed 94 

Table2: Analysis of the American tourist press: number and percentage of total and 

exclusively dedicated articles 94 

Table 3: Analysis of the American tourist press: Articles’ length: number of articles and 

percentages 94 

Table4: Table4: Analysis of the American tourist press: Magazines periodicity: number of 

articles analyzed and percentage 94 

Table5: Analysis of the American tourist press: articles reviewed: title and author 95 

Table6: Table6: Analysis of the American tourist press: topics featured in the articles: 

Number and percentages of citations 100 

Table7: Analysis of the American tourist press: topics featured in the articles: Number and 

percentages of citations (detailed per nation) 101 

Table8: Analysis of the American tourist press: destinations featured in the articles and 

number of citations 103 

Table9: Analysis of the American tourist press: entities cited in the articles and number of 

citations 103 

 

Appendix figures’ index: 

Figure1: New Italian Logo 119 

Figure2: ENIT’s organizational chart 120 

Figure3: New French Logo 124 

Figure4: Organization of tourism in France 125 

Figure5: Tuespaña’s organizational chart 129 

Figure6: ENIT’s advertising campaigns 130 

Figure7: Maison de la France’s advertising campaigns 131 

Figure8: Turespaña’s advertising campaigns 132 

 

  



Page | 91  
 

12.1. Questionnaire used for the analysis of American tourist press 

 

1. Magazine: ________________________     

 

2. Issue’s date: ___________________ 

 

3. Magazine periodicity:   

 _ weekly □          

_monthly □          

_bimonthly □          

_quarterly □ 

 

4. Article length:  

_half a page □       

_a page□      

_2 or 3 pages □        

_more than 3 pages □ 

 

5. Country cited:      

_Italy □        

_ France □          

_Spain □          

_2 or more of the above □ 

5.2. In case in question 5 more than one country is cited, which are the countries 

cited? 

 _Italy □              

_France □          

_ Spain □ 

 

6. Presence of an entity (product, important person, place,…) from the country in the title of 

the article [if applicable]: _________________________________________________ 

[6.2. Entity from the second country [if applicable______________________ ] 
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[6.3. Entity from the third country [if applicable_________________________ ] 

 

7. Article’s tone:    

_enthusiastic□      

_positive □                  

_neutral □               

_negative □ 

 

8. Topic/-s:  

_the country as leisure destination □     

_the country as business destination □   

_ itineraries□ 

 _museums□ 

_exhibitions □            

_events held in the country □ 

_events organized abroad by the country’s entities □   

_sea □     

_mountains □ 

_countryside □     

_city/cities □    

_cultural/historical attraction (monuments) □ 

_folklore (traditions)□ 

 _history □  

_products produced in Italy/France/Spain □  

_fashion□         

_sport □             

_music □  

_theatre □             

_cinema □                 

_gastronomy & local cuisine□               

_wine □ 

_hotel and tourist facilities □                                              
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_wellness and spa offer □ 

_friendliness of local people □  

_nightlife possibilities □        

_other □: ________________________________________________________________ 

 

9. Places, people, products named in the article:___________________________________ 

 

10. Other observations:_______________________________________________________
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12.2. Analysis of American tourist magazines 

 
Table 1: Analysis of the tourist press: number and percentages of articles per magazine 
reviewed (Sara Bricchi, 2009) 
Magazines included in the study Number of articles per  Magazine Percentage on the total 
Asta Network 4 1,4% 
Business Traveler US 11 3,8% 
Condé Nast Traveller 26 9,1% 
Departures Magazine 36 12,5% 
Elite Traveler 12 4,2% 
Global Traveller 40 13,9% 
JaxFax 28 9,8% 
National Geographic Traveler 2 0,7% 
Outside magazine 6 2,1% 
Recommend 10 3,5% 
Travel & Leisure 66 23,0% 
Travel Agent 17 5,9% 
Virtuoso Life 29 10,1% 
Total 287 100,0% 

 
Table2: Analysis of the American tourist press: number and percentage of total and 
exclusively dedicated articles (Sara Bricchi, 2009) 

 Nation Number of articles 
analyzed dealing with 
the country 

Percentage 

Number of articles 
analyzed dealing 
exclusively with the 
country 

Percentage 

France 141 40,51% 96 40,00% 
Italy 125 35,91% 89 37,08% 
Spain 82 23,56% 55 22,91% 

 
Table3: Analysis of the American tourist press: Articles’ length: number of articles and 
percentages (Sara Bricchi, 2009) 
Article lenght Number of articles Percentage 
2 or 3 pages 88 30,66% 
A page 55 19,16% 
Half a page 69 24,04% 
More than 3 pages 75 26,13% 
Total 287 100,00% 

 
Table4: Analysis of the American tourist press: Magazines periodicity: number of articles 
analyzed and percentage (Sara Bricchi, 2009) 
Magazine periodicity Number of articles Percentage 
Monthly 187 65,16% 
Bimonthly 79 27,53% 
Biweekly 17 5,92% 
Quarterly 4 1,39% 
Total 287 100,00% 
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Table5: Analysis of the American tourist press: articles reviewed: title and author (Sara 
Bricchi, 2009) 

Articles analyzed 
Title Author 

… Or the Alps - 
10 River cruises to remember Fran Golden 
101 Top Hotel Suites - 
13 affordable trips to Europe Reid Bramblett  
14 days Sailin the Med Scott Goetz 
20 Life-Changing Trips Stirling Kelso, Bree Sposato and Jennifer Welbel 
4 New Paris Wine Bars Charlotte Druckman 
A Cook’s Tour of Paris Geoffrey Zakarian 
A Food Lover’s Guide to the Côte d’Azur By Gillian Duffy 
A Forum for Business Paris Permenter and John Bigley 
A Geological Maelstrom Stephan Wilkinson 
A godsend Kim Ross 
A Little Piece of Class  G. Y. Dryansky  
A Pleasant Surprise Jacquelene Adam 
A Small Town in Italy Christopher Campbell  
A Three-Star Choice in Ravello - 
A Vintage Affair Peter Hellman 
Affordable Paris Anne Sophie Guerin 
Airline Wine Tasting Darrell Hartman 
All Fired Up Richard Newton 
All in the Family Eunice Fried 
Alpines Adventrues Rick Shively 
Amazing Bridges in the world Jenn Bain 
An insider's Madrid: Agatha Ruiz de la Prada - 
Andalusia Reignites, with Fire, Art and Food Maria Lisella 
Anywhere, Anytime France Jena Tesse Fox 
Art Appreciation Barbara Radcliffe Rogers and Stillman Rogers 
Art: Q+A with a Curator Tina Isaac 
Authentic Tapas in Spain's Rioja Wine Region Bruce Schoenfeld  
Barcelona Mary Wiston Nicklin 
Barcelona Family Style Michael Kaplan 
Barcelona Fusion Culture Maria Lisella 
Barcelona Highlights Anya von Bremzen 
Barcelona’s Secret Block Sarah Wildman 
Bask in Barcelona - 
Best Affordable Beach Resorts - 
Beyond the Louvre Michel Webb 
Bike Italy's Spiciest Island. Stephanie Pearson 
Bold Brews Peter Jon Lindberg 
Bordeaux’s Wine Growing Renaissance Alexandra Marshall  
Bridge the Future - 
Business Italian Style Janet Forman 
Cannes Film Festival Insider’s Guide Lee Marshall 
Capri Reawakens Amy Laughinghous 
Cassoulet Style Sylvie Bigar 
Celebrating the Classics Shivani Vora 
Charter Member Kim Kavin 
Chianti's Comeback Anthony Dias Blue 
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Christian Louboutin, Shoe Designer and Stylish 
Traveler Alexandra Marshall  
Cities of Will  Christopher Hawthorne  
City break:Barcelona - 
Classic Foods of Provence Christopher Petkanas  
Climb Oceanside Crags Christian DeBenedetti 
Condé Nast Traveler: Room With A View - 
Condé Nast Traveler: Room With A View - 
Continental drift Jeannie Williamson 
Cool Travel Jobs: French Swim Instructor Josh Sens 
Creating an Italian Cashmire kingdom in Umbria Christopher Petkanas  
Creative Writing, Italian Style Dani Shapiro 
Cruise Barcelona on a Harley - 
Culinary SeaSon Jeff Khoeler 
Dance the Night Away - 
Deià, Spain Jean Nathan 
Diane von Furstenburg: From Florence Diane von Furstenberg  
Dinner with Florence Justin Paul 
Discovering Italy's Car Culture Robert Levine 
Dream makers - 
Driving Andalusia' olive country Bill Donahue 
Easide Europe  Alexander Lobrano  
Eating and Drinking in Alsace, France Christopher Petkanas  
EF-USA Launches Direct Flights to Puglia - 
Elite Cuisine Worldwide - 
Essentially Paris Ali Basye 
Etiquette 101: The Mediterranean  Boris Kachka  
Europe for less Wing Sze Tang 
Europe’s Best One-Room Spa Sophy Roberts 
European luxury hotels Jena Tesse Fox 
European Plan Jena Tesse Fox 
Europe's New Deal  Ondine Cohane  
Explorations in Haute Cuisine Ben Cramer 
Exploring France’s Basque Country Maria Shollenbarger 
Exploring hidden French islands Christopher Petkanas  
Exploring Northern Italy’s Villa Gardens Mary Tonetti Dorra 
Family Business in Florence - 
Five small-town French cafès Christopher Petkanas  
Florence’s Newest Hot Spots Elettra Fiumi 
Florence's Best Suites Scott Goetz 
Following the Footsteps Richard Newton 
France reinvents fast food Charlotte Druckman 
French Fare  - 
French Feast - 
French Toast Eva Leonard 
From Germany to Spain… - 
From Sea to Shepherds Jessica Mueller 
Getting tipsy every night and gaining weight every 
day: This is how you backpack in Corsica David Vann 
Gild the Lillet Eunice Fried 
Golf in Andalucia with Destination Spain - 
Great Affordable city hotels Sarah Gold 
Great Hotel Mini Bars Stirling Kelso 
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Great Value Vacations  
Ondine Cohane, Alexander Lobrabno, and Brook 
Wilkinson  

Great Volcano Vacations Jeanine Barone 
Guess who is coming to dinner Elaine Glusac 
Hidden Europeans Tours Lesley Savage  
Honeymoon in Italy, now that's amore! Rick Shively 
Hotel Check, Hotel Principe di Savoia Janet Forman 
Hotel Check, Hotel Regina Ally Miola 
Hotel Check, Le Meurice Eva Leonard 
Hotel Check, Marignan Champs-Elysées Paris Howard Weiss 
Hotel Check, Marqués de Riscal Kathleen Squires 
Hotel Check, Park Hyatt Paris–Vendôme Ally Miola 
Hotel Check, Sofitel Paris Le Faubourg Jeff Heilman 
Hotel Check, The Scribe Adam Rodriguez 
Hotel Rooms with a view Gini Alhadeff  
Iberian Journey Phyllis Merés 
In Paris: The Best-Kept Secret - 
Inspirational Architecture Celia McGee 
Is This the Best Little Restaurant in Spain? John Barlow 
Italian Agriturismi Sharry Whiting De Masi 
Italy Promises Deals and Autumn Sunshine Maria Lisella 
Italy Symposium Highlights Sardinia Stillman Rogers 
Italy under $500 a day - 
Italy, a timeless treasure Carla Hunt 
Italy’s Piemonte Positioned to Please Palates Mercedes M. Cardona 
Italy's Bettoja Hotels Arthur Terry 
Italy's Cilento Coast Maria Shollenbarger 
It's beginning to feel a lot like Christmas markets Sara Munoz 
Jet, Set, Go Jason Oliver Nixon 
Jura, France:A countryside escape Claire Downey 
Jurney through Normandy Anne Sophie Guerin 
Kicking Back Barbara Radcliffe Rogers and Stillman Rogers 
La Belle France, Sexiest Romance/Honeymoon 
Destination Carla Hunt 
La Dolce Vita:Honaymooning in Italy Rick Shively 
La Vita, Roma Dale Leatherman 
Legendary Cognacs Larry Olmsted 
Life of the Party Eunice Fried 
Literary Travels Nina Willdorf 
Lower Prices, Greater Value in Off-season Spain Robert Levine 
Macrobiotic Cleansing at Spas Elena Bowes 
Mad for Madrid Ray Chatelin 
Madrid's moment Jeff Khoeler 
Madrid's Street Fashion Catesby Holmes 
ME Barcelona Arthur Terry 
Meet Me in Paris Felicity Long 
Meet Me in Paris/Moscow here We come Jonathan Siskin 
Message in a Bottle Jean Nathan 
Mid Price Hotels in Paris Anne Sophie Guerin 
Molecular Gastronomy in San Sebastián - 
Moving Up - 
My Favorite Place: David Sedaris Dani Shapiro  
My Summer in Tuscany Ruthanne Terrero 
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Naples  Christine Spolar  
Naples: The Case of the Stolen Starter  Tom Downey  
New French Hotel in Provence Richard David Story 
News and Deals For the Global Traveler - 
Not Your Grandfather's Sicily  Ondine Cohane  
Of medicine and Massages Everett Potter 
On the List Anthony DiasBlue 
Only in Tuscany  Dan Hofstadter  
Other Italian Nights - 
Our favourite hotels in Italy Sharry Whiting De Masi 
Our Ratings, Reviews and Recommendations Richard T. Evans 
Our Ratings, Reviews and Recommendations - 
Our Ratings, Reviews and Recommendations Barbara Radcliffe Rogers, Stillman Rogers 
Our Ratings, Reviews and Recommendations Lisa Matte 
Our Ratings, Reviews and Recommendations Leif Pettersen 
Our Ratings, Reviews and Recommendations Barbara Radcliffe Rogers 
Package à la Provençal - 
Palazzo Tornabuoni - 
Pari Fermier: Paris Farmers Market Christopher Petkanas  
Paris Biennale Samson Spanier 
Paris in Spring Sam Lewis 
Paris Ops - 
Paris Photo Samson Spanier 
Paris: Isn't It Romantic  Cristina Nehring  
Parma Perfection: Parmesan, Prosciutto and Pasta Christopher Petkanas  
Perfect Pair Eunice Fried 
Picasso Creates Spain Wine Tour - 
Picasso Party - 
Plan for Special Splashy Events - 
Power House  Susan Hack  
Power to the Arts - 
Prime Time in Perugia - 
Provence: A Place to love in France Carla Hunt 
Regal Reds Eunice Fried 
Reinventing France’s Sailor Shirt Tina Isaac 
Rimini Italy Celebrates a Grand Anniversary and its 
Hidden Treasures Denise Mattia 
Rising Tide For River Cruises Jonathan Siskin 
Roman Revival Maria Lisella 
Romantic Italy Justin Guariglia  
Rome at $599 from Eurofly - 
Ruin Hunting in Tuscany Ferenc Mate 
Sailing to Sardinia Devin Friedman 
Sailings from Genoa/Marseilles… - 
Savoring Burgundy - 
Say Ole! Richard Newton 
Sceptre offers agents a Roman holiday - 
Sea of Dreams Jim Gullo 
Seasonal Spanish Escapes - 
Secret Spots at 6 European Ports - 
Seeking Paris Rental: Must Have Kitchen Judith Jones 
Sheep walking trails in the Pyrenees Brad Kessler  
Show Stopper: Insider's Venice  John Julius Norwich  
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Silversea's Whisper Lark Ellen Gould 
Simple Pleasures in Aix-en-Provence Luke Barr 
Smart Money: Great-Value Vacations  - 
Song of the Siren Debra Bokur 
Spain with the Experts - 
Spa-ing in Sardinia Carla Sersale 
Spain–Malaga’s New Cultural Mantle Maria Lisella 
Spain's Basque country Sara Munoz 
Spanish Lullaby Ally Miola  
Spanish Style Beth Vrabel 
Speciality City Stephaine Curtis 
Speed-Dating Rome Boyd Matson 
Spending $500 in NYC, London, and Paris Elettra Fiumi and Sophy Roberts 
Spiritual Retreat to Lourdes, France - 
Spring in Seville Jena Tesse Fox 
St. Tropez Spa - 
Stamp of Approval Elaine Glusac 
Starck Beauty Dominique Browning 
Statements of Style Michael Webb 
Stroke of Genius  Mark Schatzker  
Summer in Europe: Where to Go and What to Wear Christine Ajudua and Catesby Holmes 
Summertime and the Sippin’ Is Easy Eunice Fried 
Sun, Sea, and Saunas Elisabeth Franck-Dumas 
Surf Trek Mark Anders 
Sweet Suite Perk - 
T+L Picks: Four Museum Meals Anya von Bremzen 
T+L's design awards 2009 - 
T+L's global guide to arts and culture - 
Tea with Marie - 
Tech Tours - 
The “Other” Marais - 
The Apprentice Tim Neville 
The Chateaux- Hotels of Dorgogne and Quercy Anne Sophie Guerin 
The Chateaux Hotels of the Loire Valley Mary Wiston Nicklin 
The Diane von Furstenberg Files: A Day in Deauville Diane von Furstenberg  
The Editor's List Marika McElroy Cain 
The Fame in Spain  Clive Irving  
The Lights Fantastiques Elisabeth Franck-Dumas  
The Other Bordeaux Eunice Fried 
The Secret of the Beans  G.Y. Dryansky  
The Story of Eau  Cristina Nehring  
The Wendy Perrin Report  Wendy Perrin  
The Winning List - 
The World’s Best Free Stuff Jeryl Brunner 
The World’s Top 10 Stargazing Spots Andrew Collins 
Ticket to Truffledom Jessica Mueller 
Tina Brown’s Villa d’Este Tina Brown 
Top 10 Hotel Swimming Pool Views Douglas Rogers 
Top 10 Jet set Events 2009 - 
Top Suites of Milan Kelly Carter 
Top Vacations for the Newly Unemployed Claire Berlinski 
Top winery restaurant Bruce Schoenfeld  
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Top Winter Getaway: Courchevel, France Alexandra Marshall  
Toujours Gamay Alice Feiring 
Travel Bound Reduces Hotel Prices - 
Trek the Alpes-Maritimes Alex Crevar 
Trips that teach Stirling Kelso 
Tuscan Villa Hotels Christopher Petkanas  
Tuscany: Earth, Water & Wine Maria Lisella 
Tuscany's Best Restaurants Valerie Waterhouse 
Ultimate European Cruise  - 
Uncorking Sherry Anthony Dias Blue 
Vacation Packages to Italy with EuroFly - 
Valencia, Spain Pamela McCourt Francescone 
Venetian Class Amy Laughinghous 
Venice’s Literary Timeline Andrea Di Robillant 
Villa to Rent: Como Chic Sarah Smith 
Vinotherapy Ann Marie Gardner 
Vintage Moments - 
Visit Italy’s Winter City Series - 
Vive la France Rick Shively 
Voyage of Discovery  Mark Schatzker  
What $500 Buys In… - 
Where the Wild Boars Are Michael Hainey  
Where to eat in Madrid Anya Von Bremzen  
Wine Essentials from A to Z  Brook Wilkinson  
World's Best Restaurant Views Marnie Hunter 
World's Best Villa Agency - 
World's Best Secret Dining Club Adrien Glover 
World's strangest liquors Lisa Cheng 
World's Top Fast-Food Restaurants Adrien Glover 
Worldwide Guide to Affordable Villa Vacations  Wendy Perrin  
Your next Spring Break Sharlene Breakey 
Your Own Private Tuscany Richard David Story 
Zaragoza’s Moment in the Sun Denise Dube 

 
Table6: Analysis of the American tourist press: Topics featured in the articles: Number and 
percentages of citations (Sara Bricchi, 2009) 

Topic Number of Articles featuring the topic Percentage  
Country as a leisure destination 146 50,87% 
Country as a business 
destination 

7 2,43% 

   
Sea 73 39,03% 
Mountains 19 6,62% 
Countryside 49 17,07% 
City 129 44,94% 
Lake 3 1,04% 
   
Cultural/Historical Attractions 85 29,61% 
Museums 39 13,58% 
Exibition 11 3,83% 
Art 3 1,04% 
Architecture 4 1,39% 
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Gastronomy 97 33,79% 
Wine 63 21,95% 
   
Restaurants 63 21,95% 
Hotels 124 43,20% 
Wellness 10 3,48% 
   
Cruises 13 4,52% 
History 39 13,58% 
Story of… 8 2,78% 
Activity you can do there 12 4,18% 
Folklore 14 4,87% 
Itineraries 62 21,60% 
Events organized abroad 0 0% 
Events held in the country 22 7,67% 
Products Produced in 
Italy/France/Spain 

28 9,76% 

Fashion 12 4,18% 
Sports 14 4,87% 
Nightlife possibilities 4 1,39% 
Friendliness of local people 5  

Other:   
Luxury 14 4,87% 
Nature 11 3,83% 
Transportation 10 3,48% 
Story of… 8 2,78% 
Shopping 7 2,43% 
Politics 5 1,74% 
Literature 5 1,74% 
Honeymoon 4 1,39% 
Conference venues, How to 
behave, religious Attractions, 
Rental agencies 

2 0,69% 

Infrastructures, Fairs, Things 
that can be done for free, 
Guidebook, Hunt, Perfumes, 
Technology, Law, Yachts  

1 0,35% 

   
Table7: Analysis of the American tourist press: topics featured in the articles: Number and 
percentages of citations (detailed per nation) (Sara Bricchi, 2009) 

 Italy France Spain 

Topic 
N° of 

citations % N° of 
citations % N° of 

citations % 

Country as a leisure 
destination 69 55,2% 62 43,97% 43 52,43% 
Country as a business 
destination 4 3,2% 1 0,70% 2 2,43% 
Itineraries 28 22,4% 26 18,43% 15 18,29% 
Museums 12 9,6% 17 12,05% 20 24,39% 
Exhibitions 3 2,4% 8 5,67% 1 1,21% 
Events organized abroad 0 0% 0 0% 0 0% 
Events held in the country 7 5,6% 10 7,09% 10 12,19% 
Sea 38 30,4% 30 21,27% 28 34,14% 
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Mountains 10 8% 7 4,96% 3 3,65% 
Countryside 23 18,4% 22 15,60% 11 13,41% 
City 52 41,6% 58 41,13% 42 51,21% 
Cultural/Historical 
Attractions 42 33,6% 30 21,27% 29 35,36% 
Folklore 6 4,8% 4 2,83% 5 6,09% 
History 16 12,8% 19 13,47% 8 9,75% 
Products 15 12% 12 8,51% 5 6,09% 
Fashion 5 4% 6 4,25% 5 6,09% 
Sport 5 4% 6 4,25% 5 6,09% 
Music 1 0,8% 1 0,70% 1 1,21% 
Theatre 0 0% 1 0,70% 0 0% 
Cinema 1 0,8% 1 0,70% 1 1,21% 
Gastronomy 44 35,2% 46 32,62% 34 41,46% 
Wine 30 24% 33 23,40% 19 23,17% 
Hotels 60 48% 47 33,33% 30 36,58% 
Wellness 3 2,4% 5 3,54% 4 4,87% 
Nightlife possibilities 3 2,4% 1 0,70% 0 0% 
Friendliness of local people 3 2,4% 1 0,70% 1 1,21% 

Others:       
Activity you can do there 8 6,4% 3 2,12% 4 4,87% 
Architecture 1 0,8% 1 0,70% 2 2,43% 
Art 1 0,8% 2 1,41% 0 0% 
Conference venues 0 0% 1 0,70% 1 1,21% 
Cruises 4 3,2% 10 7,09% 5 6,09% 
Fair 0 0% 1 0,70% 0 0% 
Free things 0 0% 1 0,70% 0 0% 
Guidebooks 1 0,8% 1 0,70% 0 0% 
Honeymoons 2 1,6% 2 1,41% 0 0% 
How to behave 2 1,6% 0 0% 0 0% 
Hunt 1 0,8% 0 0% 0 0% 
Infrastructures 1 0,8% 1 0,70% 2 2,43% 
Lake 4 3,2% 1 0,70% 0 0% 
Laws 0 0% 1 0,70% 1 1,21% 
Liquors 2 1,6% 0 0% 1 1,21% 
Literature 4 3,2% 3 2,12% 0 0% 
Luxury 8 6,4% 5 3,54% 2 2,43% 
Nature 6 4,8% 4 2,83% 0 0% 
Perfumes 0 0% 1 0,70% 0 0% 
Politics 5 4,0% 0 0% 1 1,21% 
Recipes 0 0% 1 0,70% 0 0% 
Religious attractions 0 0% 2 1,41% 0 0% 
Rental agencies 1 0,8% 1 0,70% 0 0% 
Restaurants 29 23,2% 33 23,40% 17 20,73% 
Shopping 2 1,6% 4 2,83% 1 1,21% 
Story of… 3 2,4% 5 3,54% 0 0% 
Technology 0 0% 0 0% 1 1,21% 
Transportations 4 3,2% 3 2,12% 3 3,65% 
Walking tours for children 1 0,8% 0 0% 0 0% 
Yachts 1 0,8% 1 0,70% 1 1,21% 
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Table8: Analysis of the American tourist press: destinations featured in the articles and 
number of citations (Sara Bricchi, 2009) 
Entity cited in the title Number of citations 
Italy 18 
Rome 11 
Tuscany 11 
Florence 8 
Venice 6 
Naples 4 
Sardinia 4 
Apulia, Como, Genoa, Umbria, Trevi fountain 2 
Amalfi Coast, Capri, Chianti, Cilento, Milan, Modena, Palazzo Tornabuoni, Parma, 
Perugia, Piedmont, Portofino, Ravello, Sicily, Villa d’Este, Rimini, La Scala, Tyrrenian 
Sea, Parmersan, Prosciutto, Pasta, Costa Smeralda, Castiglion del Bosco, Arezzo, 
Lucca, Serchio Solomeo 1 
  
Paris 24 
France 14 
Provence 5 
Bordeaux 3 
Côte d’Azur  3 
Loire Valley, St. Tropez, Alps, Normandy 2 
Aix-en-Provence, Beaujolais, Burgundy, Cannes, Chamonix, Champagne, Château 
Palmer, Cognac, Corsica, Menton, Mediterranean, Deauville, Dorgogne, Quercy, Fois 
Gras, Courchevel, Petit Bateau, Ile de Re, Jaques Guerlain, Jura, Lillet, Lourdes, 
Louvre, Lyon, Marais, Marie Antoinette, Marseilles, Pays Basque, Phillipe Starck, Le 
Maurice 1 
  
Spain 14 
Barcelona 11 
Madrid 6 
Andalusia 3 
Galicia, Pyrenees, Basque Country, Valencia 2 
Iberia, Ibiza, Lanzarote, Fuerteventura, Logrono, Rioja, Agatha Ruiz de la Prada, San 
Sebastian, Sevilla, Chef Pepe, Navarra, Majorca, Malaga, Zaragoza, Carrer de la 
Princesa, Passeig del Born, Ribera 

1 

 
Table9: Analysis of the American tourist press: entities cited in the articles and number of 
citations (Sara Bricchi, 2009) 
Entity cited in the article                 Number of 

citations 
10 Corso Como 1 
Abbaye de Lerin 1 
Abruzzo 1 
Acciaroli 1 
Acqui Terme 1 
Adriatic Sea 4 
Aeolian islands 2 
Agatha Ruiz de la Prada  2 
Ahetze 1 
Ahrntal Valley 1 
Aiguille du Midi 1 

Entity cited in the article                 Number of 
citations 

Lillet 1 
Limoncello 2 
Limone Piemonte 1 
Lipari 1 
L'Isle-sur-la-Sorgue 1 
Livorno 2 
Locorotondo 1 
Logrono 2 
Loire Valley 7 
Lombardy 3 
Lonja de la Seda 3 
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Aiguille Verte 1 
Ainhoa 1 
Air France 2 
Aix-en-Provence 7 
Alain Ducasse 6 
Alain Dutournier 1 
Alamillo Bridge 2 
Alba 4 
Alberobello 3 
Alberta Ferretti 1 
Albia Gardens 3 
Albunuelas 1 
Alcazar 2 
Alexander Dumas 1 
Alfonso Iaccarino 1 
Alfonso XIII 3 
Alhambra 4 
Alicante 3 
Alitalia 3 
Aljaferia Palace 1 
Allauch 1 
Almeria 2 
Alpine Royal 1 
Alps 6 
Alpujarra Mountains 2 
Alsace-Lorraine 5 
Alta Badia 1 
Amalfi Coast 16 
Amarone 1 
Amboise 1 
Anacapri 2 
Anapo River 3 
Andalucia 6 
Andoni Arduiz 1 
Andrè Soltner 1 
Andrea del Sarto 1 
Andrea Palladio 2 
Anita Ekberg 1 
Antibes 7 
Antigua Casa Crespo 1 
Antonio Banderas 1 
Antonio Ordonez 1 
Anzio 2 
Aperitivo 2 
Apollinaire 1 
Apulia 3 
Ara Pacis 1 
Aracena 1 
Aragona 1 
Aragonese Castle 2 
Arc de Thriomp 2 
Arcetri 2 

Lope de Vega 1 
Lorgues 1 
Loumarin 1 
Lourdes 3 
Louvre 21 
Lozère 1 
Luberon Valley 1 
Lucca 2 
Luchino Visconti 1 
Luciano Pavarotti 2 
Luis and Auguste Lumière 1 
Luis de Gognora 1 
Luis Vuitton 1 
Luis XIV 2 
Lungarno 4 
Lyon 9 
Madame Auguet 1 
Maddalena 1 
Madrid 31 
Magdalena Peninsula 1 
Magliana 1 
Magrais 1 
Maiori 1 
Maison de la Montagne 1 
Malaga 9 
Malasana 1 
Mallorca 3 
Manfredonia 1 
Mangiacane 3 
Manto della Madonna 1 
Marabì 1 
Marais 6 
Maranello 1 
Marbella 4 
Marcel Duchamp 1 
Marcel Proust 2 
Marche  3 
Marche Forville 2 
Marco Polo 1 
Marecchia Valley 1 
Maremma 2 
Maria Luisa di Borbone 1 
Marie Antoinette 2 
Marignan 2 
Marina di Bibbiona 1 
Marinella 1 
Mark Antony 1 
Marques de Riscal  2 
Marques de Riscal (wine) 2 
Marseille 5 
Martigues 1 
Martin Berasategui 2 
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Arch of Augustus 1 
Arch of Constantine 1 
Arezzo 2 
Argeles 1 
Ariege 3 
Arles 6 
Armagnac 2 
Armani 5 
Arnaud Daguin 1 
Arno 2 
Arrecife 1 
Ascione Coralli 1 
Assisi 3 
Asturias 1 
Auditorium Parco della Musica 
(Roma) 1 
Auvergne 1 
Avenue Montaigner 1 
Avenue Montrose 1 
Avignon 6 
Avre River 1 
Baccarat Museum 2 
Baena 2 
Bagni di Tiberio 1 
Baguette 3 
Baie des Anges 2 
Baldassarre Castiglione 1 
Balearic Islands 4 
Balsamic Vinegar 3 
Bandol 3 
Barbagia 2 
Barbaresco 2 
Barcelona 42 
Barcelona International 
Convention Center 1 
Barceloneta 2 
Bardolino 1 
Bari 5 
Barolo 4 
Barrio del Carmen  3 
Barrio Gothic 2 
Bartolomeo Colleoni 1 
Basilicata 2 
Bastide de Capelongue 2 
Bayonne 1 
Beaune 2 
Belice Valley 1 
Bellaggio 1 
Belle Ile en Mer 1 
Benalmadena 1 
Bentaillou 1 
Bercy 1 
Berlusconi 5 

Martina Franca 1 
Marzamemi 1 
Maserati 3 
Massa Marittima 1 
Matera 1 
Matisse 6 
Mazeres 1 
Medici 10 
Mediterranean 27 
Menaggio 1 
Menfi 1 
Menton 2 
Mer de Glaces 1 
Mercantour National Park 1 
Mercatale Val di Pesa 1 
Mérignac 1 
Messina 1 
Mestalla Stadium 1 
Mestre 1 
Mezzegra 1 
Michelangelo 4 
Milan    18 
Milan AC 1 
Milazzo 1 
Millau 1 
Mirabeau Bridge 2 
Mirador del Rio 1 
Mirò 2 
Mirto 2 
Missoni 1 
Modena 4 
Modica 2 
Molière 2 
Molitg-les-Bains 1 
Moltrasio 1 
Monaco 2 
Monet 4 
Monforte d'Alba 1 
Monnalisa 2 
Mont Blanc 1 
Mont Luis 1 
Mont St Michel 1 
Montalcino 2 
Montanas del Fuego 1 
Monte Amiata 1 
Monte Carlo 1 
Monte Fossa 1 
Monte Sant' Angelo 1 
Montebello 1 
Montefalco 1 
Montepulciano 4 
Monteriggioni 1 
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Bernard Henri Levy 1 
Bernini 2 
Betancuria 1 
Beynac-et-Cazenac 1 
Biarritz 5 
Biblioteca Marciana 1 
Bidart 1 
Biennale des Antiquaries 2 
Bilbao 9 
Biros Valley 1 
Biscay 2 
Blue Grotto 2 
Bois 2 
Bologna 9 
Bonnieux 1 
Borca de Cadore 1 
Bordeaux 28 
Bordeaux (wine) 4 
Borghese Gardens 2 
Borgo la Torre 1 
Borgo Marinaro 1 
Borgo San Pietro 1 
Born 4 
Borromean Islands 1 
Bottarga 4 
Boulevard de la Bastille 1 
Boulevard de Lices 1 
Boulevard St. Germain 1 
Bourguignon 1 
Bramante 2 
Brenner Pass 1 
Brera 1 
Bressanone 1 
Breton Coast 1 
Brie 3 
Brigitte Bardot 3 
Brisighella 1 
Brittany 4 
Brouilly 1 
Brunello di Montalcino 6 
Bruschetta 1 
Bue Marino Cave 1 
Bulgari 8 
Bulgari Hotel 2 
Bullfights 1 
Buonconvento 1 
Burgos 2 
Burgundy 14 
Ca' Rezzonico 2 
Ca' Sagredo 2 
Cabourg 1 
Caciucco 1 

Monterosso 2 
Montichiello 1 
Montjuic 2 
Montmartre 5 
Montparnasse 2 
Montpellier 1 
Morgon 1 
Mount Cabrere 1 
Mount Igino 1 
Mounts de Vosges 4 
Moutard 1 
Mozzarella 9 
Mugaritz 1 
Murano 2 
Musée Carnavalet 1 
Musée Chagall 1 
Musée de Beaux Arts 2 
Musée de l'Air et de l'Espace 1 
Musée de Plans Reliefs 1 
Musée des Arts Décoratifs 2 
Musée d'Orsay 4 
Musée Granet 2 
Musée Jacquemart André 1 
Musée National d'Historie 
Naturelle 1 
Musée Rodin 2 
Musei Capitolini 1 
Museo del Flamenco 2 
Museum Matisse (Nice) 4 
Museum Querini stampilia 1 
Mussolini 4 
Nantes 1 
Napoleon 9 
Narbonne 1 
National Gallery of Umbria 1 
Navarra 2 
Navigli 1 
Neaples 4 
Negroni 1 
Nerano 1 
Nero 4 
Nero d'Avola 1 
Nervion River 1 
NH Costanza (Barcelona) 1 
NH Paseo del Prado 1 
Nice 12 
Nîmes 1 
Nive River 1 
Normandy 7 
Noto 2 
Notre Dame 12 
Notre Dame de Agnes 1 
O Cebreiro 1 
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Cadaques 1 
Cadiz 6 
Caen 1 
Caesaraugusta Theater Museum 1 
Cagliari 3 
Cahors 2 
Caixa Forum Madrid 4 
Cal Pep 1 
Cala d'Enserra 1 
Cala Gonone 2 
Cala Luna 2 
Calabria 2 
Caleta de Fuste 1 
Caligula 1 
Calle de Alcala 1 
Calle Marques de Larios 1 
Calle Sierpes 1 
Calvados 1 
Camambert 3 
Camargue 2 
Camigliano 1 
Camino de Santiago 1 
Campania 1 
Campidoglio 1 
Campo Santa Margherita 1 
Campo Santa Maria Formosa 1 
Campo Santa Maria Novella 1 
Can Culleretes 1 
Can Curreu 1 
Canal du Midi 1 
Canal St.Martin 2 
Canary Isalnds 2 
Cannes 12 
Cannes Film Festival 2 
Cannoli 2 
Canonau 1 
Cantabria 1 
Cantucci 1 
Cap Canaille 1 
Cap Ferret 2 
Cape Finisterre 1 
Capitoline Hill 1 
Capo di Conca 1 
Capo Figari 1 
Capo Passero 1 
Capodimonte 2 
Cappuccino 5 
Caprera 1 
Caprese 2 
Capri 13 
Caravaggio 1 
Caravel Quay 1 

Oceanographic 2 
Oliena 2 
Olivier Poussier 1 
Omaha Beach 1 
Onzanine 1 
Opera House (Paris) 3 
Orangerie (Paris) 4 
Orgosolo 2 
Origano 1 
Orosei 2 
Ortygia 2 
Orvieto 2 
Oscar Torrijos 1 
Ospedale degli Innocenti 2 
Osso Buco 1 
Ossuccio 1 
Ostia 1 
Ostuni 3 
Osuna 1 
Ouche Valley 1 
Oyster 3 
Pablo Picasso 24 
Padua 1 
Paella 6 
Palace de l'Etoile 1 
Palace of Arts Reina Sofia 2 
Palacio Real 1 
Palacios de Congressos 1 
Palais de Congres de Paris 1 
Palais de Festivals et de Congres 
(cannes) 1 
Palais des Congres de Versailles 1 
Palais Garnier 1 
Palais Royal 1 
Palatine Hill 2 
Palau de la Musica 
Catalana(Barcelona) 1 
Palazzo Antinori 2 
Palazzo Ca' Zanardi 1 
Palazzo Esposizioni (Roma) 3 
Palazzo Mocigeno 1 
Palazzo Orengo 1 
Palazzo Sant'Angelo 1 
Palazzo Sasso 1 
Palazzo Tornabuoni 6 
Palermo 8 
Palma de Mallorca 3 
Palos de la Frontera 1 
Pamplona 1 
Panarea 1 
Pane Casarau 1 
Pantheon 5 
Panzanella 1 
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Carbini 1 
Carcans-Plage 1 
Carcassonne 5 
Carlton Hotel Baglioni 1 
Carmona 1 
Carpaccio 3 
Carpentras 2 
Carrer de la Palla 1 
Carres St.Luis 1 
Cartagena 1 
Cartalavonu 1 
Cartier 1 
Casa Batlò 1 
Casa Milà 2 
Casale dei Frontini 1 
Casanova 2 
Casanova Rafael Hotel  4 
Casco Vejo 1 
Casentino Valley 2 
Cassata 1 
Casserole 3 
Cassis 5 
Cassoulet 4 
Castel dell'Ovo 1 
Castel Sant'Elmo 1 
Castellana Grotte 1 
Castellane 1 
Castello di Brolio 2 
Castelnaud 2 
Castelnaudary 1 
Castelporziano 1 
Castelrotto 1 
Castiglion del Bosco 1 
Castiglione del Lago 2 
Castillo San Gabriel 1 
Castillo San Josè 1 
Castle of Vayres 1 
Castro del Rio 1 
Catalunia Square 1 
Catania 2 
Cathédral de Chartres 1 
Cathedral of San Salvador 1 
Cattedrale di Sant'Andrea 1 
Cavaillon 1 
Cavalieri Hilton (Rome) 4 
Cave of Arago 1 
Centre Pompidou 7 
Centro de Arte Canarico 1 
Cernobbio 2 
Certona 1 
Certosa di Galluzzo 3 
Cervantes 3 

Panzano 1 
Papagayo 1 
Pappa col pomodoro 2 
Paradores 1 
Parc d'Expositions Paris-Nord 
Villepinte 1 
Parfumes Muséum (Paris) 1 
Paris 86 
Park Guell 3 
Park Hyatt Milan 1 
Park Hyatt Paris Vendome 6 
Parma 4 
Parmesan 9 
Pas de la Cavale 1 
Paseo de Gracia 4 
Pasos 1 
Passignano 1 
Pasta 17 
Pastis 1 
Paul Richard 1 
Pavillon Vendôme 1 
Pecorino 3 
Pedro Almodovar 1 
Peggy Guggenheim Collection 1 
Pegli 1 
Penafiel 1 
Penedes 2 
Penelope Cruz 1 
Peperoncino 1 
Peralada 1 
Périgord 1 
Périgueux 1 
Perugia 7 
Pescara 4 
Pesto 1 
Pestum 1 
Petrarch 1 
Philippe Labbe' 2 
Philippe Raoux 1 
Philippe Starck 14 
Piazza dei Martiti 2 
Piazza dei Miracoli 2 
Piazza del Campo 2 
Piazza del Popolo 2 
Piazza della Repubblica 3 
Piazza della Signoria 2 
Piazza Navona 2 
Piazza Venezia 1 
Picasso Museum (Barcelona) 2 
Picasso Muséum (Paris) 4 
Piedmont 3 
Pienza 3 
Pierre Chareau 1 
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Cézanne 2 
Chambolle-Musigny 1 
Chamonix 4 
Champagne (région) 7 
Champagne (wine) 11 
Champs Elysées 9 
Chanel 6 
Chapel of St. Tarasio 1 
Charco de los Clicos 1 
Charles De Gaulle 2 
Château de Bellet 1 
Château de Chantilly 1 
Château de la Chèvre d'Or 5 
Château de la Treyne 1 
Château de Mercuès 1 
Château de Valmer 1 
Château La Lagune 1 
Château Saint Martin 1 
Chateaubriand 1 
Châteauneuf 1 
Châteaux Colbert 2 
Châteaux d'Artigny 1 
Châteaux de Beauregard 1 
Châteaux de Chambord 1 
Châteaux de Montsoreau 1 
Châteaux de Noizay 1 
Châteaux de Pray 1 
Châteaux de Vauvenargues 1 
Châteaux La Chènevière 1 
Chenonceau 1 
Chez Bruno 1 
Chiaia 3 
Chianciano 2 
Chianciano Terme 2 
Chianti 3 
Chianti (vino) 10 
Cholet 1 
Christian Lacroix 1 
Christopher Columbus 3 
Chueca 2 
Church of Madonna dell'Orto 1 
Church of St. Sulpice 1 
Church of the Fari 1 
Churros 1 
Cilento 2 
Cimetière Père Lachaise 1 
Cimiez 1 
Cinecittà 1 
Cinque Terre 7 
Cipriani Hotel 4 
Circus Maximus 1 
Cisternino 1 

Pietrasanta 1 
Pinturicchio 3 
Piombino 1 
Pisa 3 
Pissaladiere 1 
Pistoia 1 
Pitigliano 1 
Pitti Palace 5 
Pizarro 1 
Pizza 13 
Placa de Naranjos 1 
Plaçassiez 1 
Place de la Concorde 8 
Place de la République 1 
Place des Vosges  3 
Place Gautier 1 
Place Masséna 1 
Place Rossetti 1 
Place Vendôme 2 
Playa Blanca 1 
Playa Grande 1 
Plaza de Cibeles 1 
Plaza de la Almonia 1 
Plaza de la Encarnacion 1 
Plaza de Vazquez de Mella 1 
Plaza del Obradoiro 1 
Plaza Pilar 2 
Pobleado de la Atalyita 1 
Poggio alle Mura 1 
Poitevin Région 1 
Poitiers 1 
Polenta 3 
Pollara 1 
Pompei 8 
Ponsardin 1 
Pont du Gard 1 
Ponte dei Sospiri 1 
Ponte Sisto 1 
Ponte Vecchio 8 
Ponteresina 1 
Pontevedra 1 
Pope Julius II 2 
Porchetta 2 
Port en Bessin 1 
Port Lligat 1 
Port Veil (Barcelona) 1 
Porta Palazzo 1 
Portisco 1 
Porto Cervo 3 
Porto Vecchio 1 
Portofino 6 
Portovenere 1 
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Cite de L'Architecture et du 
Patrimoine 1 
City of Arts and Science (Valencia) 5 
City of Culture of Galicia 1 
Civitavecchia 3 
Claudia Cardinale 1 
Clignancourt Flea Market 1 
Coast Brava 1 
Cochinillo 1 
Coco chanel 3 
Cognac 5 
Col di Tenda 1 
Colle Val d'Elsa 1 
Colmar 1 
Colosseum 5 
Como 2 
Cordoba 5 
Corigliano d'Otranto 1 
Cornetto 2 
Corralejo 1 
Corricella 1 
Corsica 6 
Corso Vittorio Emanuele 1 
Cortina 1 
Cortona 3 
Costa de la Luz 1 
Costa del Sol 4 
Costa Smeralda 5 
Costa Tropical 1 
Cote d'Azur 13 
Cote d'Or 2 
Cotillic  1 
Courchevel 4 
Courgettes 1 
Cours Saleya market (Nice) 2 
Crêpes 3 
Crillon 2 
Cueva de Llano 1 
Cueva de los Verdes 1 
Culatello 2 
Cuneo 1 
Curro Romero 1 
Cynar 1 
Danieli Hotel 1 
Dante 4 
Dario Fo 1 
David   1 
David Munoz 2 
Deauville 3 
Degas 3 
Deià 2 
Deruta 1 
Dheune 1 

Posillipo 1 
Positano 10 
Prada 5 
Priano 1 
Priego de Cordoba 1 
Priorat 1 
Procida 3 
Promenade des Anglais 3 
Prosciutto  6 
Prosper Montagnè 1 
Provence 26 
Puente de la Peineta 1 
Puente del Mar 1 
Puerta del Sol 1 
Puerto Banus 1 
Puerto Calero 1 
Puerto del Carmen 1 
Pula 1 
Puyricard 1 
Pyramyd 1 
Pyrénées 11 
Quartieri Spagnoli 1 
Quenelle 1 
Quercy 2 
Quique Dacosta 2 
Rafael Moneo 2 
Raffaello 1 
Ragú 1 
Ragusa 1 
Ragusa Ibla 2 
Rascasse 1 
Ratatouille 2 
Ravello 11 
Ravenna 3 
Reilhanette 1 
Reims 1 
Reina Sofia (Madrid) 6 
Rémoulade 1 
Renault 1 
Rennes le Château 1 
Renoir 5 
Renzo Piano 2 
Retiro Park 1 
Rhône 10 
Rialto 1 
Ribera de Duero 1 
Riccione Conference Center 1 
Richerenches 1 
Ricotta 7 
Rimini 2 
Rinella 2 
Rio dei Greci 1 
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Diderot 1 
Dijon 2 
Dinard 1 
Dior 2 
Disneyland Resort Paris 1 
Dolce & Gabbana 1 
Dolomite 3 
Domme 2 
Don Alfonso 1890 1 
Donana National Park 1 
Dorgali 1 
Dorgogne 5 
Draguignan 1 
Drome 1 
E. Dehillerin 1 
Ebro River 2 
Echadero de Camellos 1 
Ecole de Beaux Arts 1 
Edith Piaf 1 
Edouard Loubet 1 
Egadi islands 1 
Eglise Saint- Germain-des-Prés 1 
Eiffel Tower 24 
El Arenal 1 
El Bullì 5 
El Cabanyal 1 
El Cordoba 1 
El Diablo 1 
El Greco 3 
El Grifo Museo 1 
El Prado 9 
El Rompida 1 
El Sardinero 1 
Elba 2 
Elciego 3 
Elne 1 
Emilia Romagna 8 
Enzo Ferrari 1 
Eremo della Giubiliana 1 
Erice 1 
Ermenegildo Zegna 1 
Es Molì 1 
Escargot 5 
Espelette 1 
Espresso 4 
Esquelbecq 1 
Etna 2 
Etro 1 
EUR 1 
Eurofly 5 
Exiample Distric 2 
Eze 3 

Riotinto 1 
Risotto 7 
Ritz Carlton Hotel Arts Barcelona 2 
Riva degli Schiavoni 1 
River Tet 1 
Roanne 2 
Roberto Benigni 1 
Roberto Cavalli 3 
Roberto Rossellini 1 
Rocamadour 2 
Rochas 1 
Rodin Muséum 2 
Rioja (wine) 1 
Rioja(region) 8 
Romazzino 1 
Rome 44 
Romolus and Remus 1 
Roncesvalles 2 
Ronchamp 1 
Ronda 1 
Roquefort 1 
Rouen's Chatedral 1 
Route of Tempranillo 2 
Royal Academy of Fine Arts San 
Fernando 1 
Rubens 1 
Rue Charlot 1 
Rue Cler Market (Paris) 2 
Rue de Charonne 1 
Rue de la Paix 2 
Rue de Montalembert 1 
Rue de Rennes 2 
Rue de Rivoli 4 
Rue de Seine 1 
Rue du Faubourg 6 
Rue Meynadier (Cannes) 1 
Rue St. Antoine 1 
Rue St. Honore' 10 
Rungis 1 
Sacre Cœur 1 
Sagrada Familia 5 
Saint Maxime 1 
Saint Reims de Provence 1 
Saint Severin Church (Paris) 1 
Saint-Cirque-Lapopie 2 
Salad nicoise 1 
Salamanca 3 
Salento 1 
Saleres 1 
Salerno 3 
Salina  1 
Salone del Gusto 1 
Salvador Dalì 6 
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Faenza 1 
FAI 2 
Fallas 3 
Faraglioni 1 
Farton 2 
Fattoria di Titiniano 1 
FC Barcelona 1 
Félix 1 
Fellini 3 
Fenice theatre 1 
Ferme de Capelongue 1 
Fernando P. Arellano 1 
Ferragamo 6 
Ferran Adrià 7 
Ferrari 4 
Ferruccio Lamborghini 1 
FIAT 1 
Fiesole 2 
Fiorentina 4 
Flamenco 13 
Flaubert 2 
Fleurie 1 
Florence 33 
Focaccia 1 
Fois Gras 7 
Foligno 1 
Fontainebleau 1 
Fontana della Barcaccia 1 
FOR Gallery (Firenze) 1 
Forcalquier 1 
Forcella 1 
Forio 1 
Formaggio di Fossa 1 
Formentera 2 
Four Season Florence 4 
Four Season George V (Paris) 1 
Four Season Milan 1 
Four Season Resort Provence 1 
Franciacorta 1 
Francis Paniego 4 
Francisco de Quevedo 1 
Franco 1 
Franco Rossy de Palma 1 
François Coty 2 
Fréderic Brochet 1 
French Riviera 10 
Fuerteventura 1 
Galicia 3 
Galileo 2 
Galleria Vittorio Emanuele 
(Milano) 1 
Gallipoli 2 
Galtellì 1 

San Casciano Val di Pesa 4 
San Fruttuoso 2 
San Giminiano 2 
San Giovanni Rotondo 1 
San Gregorio Armeno 2 
San Leo 1 
San Marino 1 
San Michele island 1 
San Millan de la Cogolla 1 
San Quincino d'Orcia 1 
San Sebastian 4 
San Zaccaria  2 
Sancerre 1 
Sanità 1 
Sanlucar de Barrameda 1 
Santa Croce 1 
Santa Maria Castellabate 1 
Santa Maria dei Miracoli 1 
Santa Maria del Fiore 1 
Santa Maria del Popolo 1 
Santa Maria Novella 3 
Sant'Agata bolognese 1 
Sant'agata sui due Volti 1 
Santander 1 
Santarcangelo di Romagna 1 
Santiago Bernabeu 1 
Santiago Calatrava 7 
Santiago de Compostela 6 
Santo Domingo de la Calzada 1 
Santo Stefano 3 
Saone River 1 
Sarkozy 1 
Sarlat-la-Caneda 1 
Sauvans 1 
Savoy 2 
Scampi  1 
Scansano 1 
Schiacciata 2 
Scuderie del Quirinale 3 
Segesta 1 
Segovia 2 
Seine 16 
Sele Plain 2 
Semana Santa 2 
Sénanque 1 
Sentein 1 
Serchio 1 
Serra de Tramuntana 1 
Settignano 1 
Sevilla 13 
Sherry 6 
Sicily 12 
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Garcia Lorca 6 
Gardens of La Mortella 1 
Gargano 1 
Gargas 1 
Garibaldi 1 
Garonne River 1 
Gascony 1 
Gâteaux 1 
Gaudì 6 
Gazpacho 5 
Gelato 2 
Genoa 3 
Geourges Eugene Haussmann 2 
Gerard Depardieu 2 
Gerona 1 
Gers 1 
Giacomo Puccini 1 
Gianduia 1 
Gianfranco Ferrè 1 
Giannutri 1 
Gibraltar 4 
Giotto 1 
Giovanni Bellini 3 
Gironde 2 
Giudecca 2 
Giuliano da Sangallo 2 
Giuseppe Verdi 1 
Givenchy 1 
Giverny 2 
Glacier Berthillon 1 
Gnocchi 1 
Golfo Paradiso 1 
Gordes 1 
Gorges de St Georges 1 
Goya 6 
Gran Canaria 2 
Granada 6 
Grand Canal 5 
Grand Hôtel de la Grotte 1 
Grand Hôtel des Bains 1 
Grand Hotel Et de Milan 1 
Grand Hotel Rimini 1 
Grand Marnier 2 
Grande Armée 1 
Granita 3 
Grappa 2 
Grasse 2 
Graves 2 
Green Spain 1 
Grosseto 1 
Grotta dello Smeraldo 1 
Grotte de Lascaux 1 

Siena 11 
Sierra Nevada 2 
Simone de Beauvoir 2 
Sistine Chapel 4 
Socca 3 
Soller 1 
Solomeo 1 
Sophia Lauren 2 
Soppressata 1 
Sorobollano 1 
Sorolla Palace Hotel 1 
Sorrento 8 
South Tyrol 2 
Spaccanapoli 2 
Spanish Steps 6 
Spargi 1 
Spello 1 
Spiaggia Citara 1 
Spoleto 3 
Spritz 1 
St Hubertus 1 
St Jean de Luz 1 
St Per sur Nivelle 1 
St Pierre des Champs 1 
St. Cyr 1 
St. Emilion district 1 
St. Francis 1 
St. Girons 1 
St. Jean Cap Ferrat 1 
St. Johann 1 
St. Malo 1 
St. Mark 5 
St. Pantaleon 1 
St. Peter Basilica 3 
St. Tropez 10 
St.Lucie 1 
St.Pardon 1 
Stadio Flaminio 1 
Ste Colombe sur Guette 1 
Sthendal 1 
Stiges 1 
Strasbourg 2 
Stromboli 2 
Supramonte 2 
Suso Monastereis 1 
Syracuse 1 
Tangier 3 
Taormina 4 
Tapas 12 
Tapenade 3 
Taro de Tahiche 1 
Tarte tatin 1 
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Grotte de Perch Merle 1 
Guadalquivir River 3 
Gualtiero Marchesi 1 
Gubbio 1 
Gucci 2 
Guerlain 2 
Guernica 2 
Guggenheim Museum 5 
Gustave Eiffel 2 
Guy Martin 2 
Hanbury Botanical Garden 1 
Haro 2 
Hasparren  1 
Heinz Beck 1 
Hemisferic 2 
Herculaneum 2 
Hermes 1 
Hilton Molino Stucky Venice 1 
Hilton Valencia 1 
Honfleur 2 
Horchata 2 
Hospital de la Santa Creu y Sant 
Pau 1 
Hostal de los Reyes Catolicos 1 
Hotel Astoria Palace 2 
Hotel Bufrani Palace 1 
Hôtel Byblos 2 
Hotel Cala di Volpe 2 
Hôtel de Lassay 1 
Hotel della Signoria 3 
Hôtel du Cap 3 
Hotel La Residenza (Venezia) 1 
Hôtel Lancaster (paris) 1 
Hôtel Negresco 1 
Hôtel Plaza Athenee 5 
Hotel Principe di Savoia 3 
Huelva 3 
Hyères 1 
Ibiza 5 
IFEMA Exhibition Center 1 
Ile de Bendor 1 
Ile de la Cite 2 
Ile de Re 1 
Ile d'Ouessant 1 
Ile St. Honorat 1 
Impruneta 1 
Inaki Aspiazu Iza 1 
Indre Valley 1 
Inter Milan 1 
Ionian Sea 1 
Ischia 4 
Islantilla 2 
Islote de Hilario 1 

Tautavel 1 
Tavernelle Val di Pesa 1 
Teatro alla Scala 2 
Teguise 1 
Tempio Malatestiano 1 
Tempio Pausania 1 
Tenerife 1 
Terme di Diocleziano 1 
Terme di Montepulciano 1 
Terracina 1 
The Hospes Palau del Mar 1 
The Intercontinental Paris Grand 
Hotel 1 
The Regent Grand Hotel Bordeaux 1 
The St. Regis (Rome) 2 
The Westin Excelsior (Rome) 3 
The Westin Palace Milan 1 
Thermes of Cluny 1 
Thyssen(Madrid) 4 
Tiber 3 
Tibidabo 1 
Tiburtina Valley 1 
Timanfaya National Park 1 
Tintoretto 1 
Todi 1 
Toledo 2 
Tolono 3 
Torcello 2 
Torre del Oro 1 
Torrenieri 1 
Torres 1 
Torrigiani Gardens 3 
Tortellini 3 
Tortilla de patatas 2 
Toulon 1 
Toulouse 1 
Toulouse-Lautrec 1 
Tour de France 1 
Tournon 1 
Tours 3 
Trastevere 2 
Tremezzo 1 
Tremiti 1 
Trèmolat 1 
Trevi Fountain 5 
Trieste 1 
Trippa 2 
Trocadero 1 
Trocoli 1 
Troisgros 2 
Truffle 15 
Trulli 3 
Tuileries 12 
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Isola Bella 1 
Isola Comacina 1 
Isola Rossa 1 
Italia in Miniatura 1 
Itria Valley 1 
J.K. Palace Capri 1 
Jabugo 2 
Jacopo Pontormo 1 
Jacques Grange 1 
Jaén 1 
Jameros del Agua 1 
Jamon 12 
Jardin du Luxembourg 1 
Jean  François Roquette 1 
Jean Baptiste Colbert 3 
Jean Nouvel 3 
Jean Paul Sartre 2 
Jean Prouvé 1 
Jeanne Lanvin 1 
Jeff Koons 1 
Jerez   5 
Jerez (sherry) 1 
Jewish Ghetto (Rome) 1 
Joaquin Cortes 1 
Joel Thiebault 1 
Josè "Pepe" Gonzalez-Solla 1 
Josè Gomez 1 
Josephine Baker 1 
Juan Bayen 1 
Juan Carlos I 2 
Juan Mari Arzak 3 
Jules Verne 4 
Julie Sohn 1 
Juliénas 1 
Juliette Drouet 1 
Julius Caesar 6 
Jura 4 
La Boqueria 3 
La Concha 1 
La Croisette 2 
La Défense 1 
La Geria 1 
La Giralda 1 
La Pergola (Rome) 3 
La Petit Maison 1 
La Ribida 1 
La Seo 1 
Labastide-Esparbairenque 1 
Lacanau-Ocean 1 
Laglio 1 
Lago d'Orta 3 
Lago Maggiore 1 

Turia River 3 
Turin 5 
Tuscany 30 
Uffizi 6 
Umberto of Savoy 1 
Umberto Panini 1 
Umbracle 1 
Umbria 8 
Urbino 1 
Urrumea River 1 
Vaison la Romaine 1 
Val Badia 1 
Val des Roses 1 
Val d'Orcia 2 
Valcluse 1 
Valencia 9 
Valencia Conference Center 1 
Valencia Trade Fair and Exhibition 
Center 1 
Valensole 1 
Valentino 1 
Valle Blanche 1 
Valle des Merveilles 1 
Valtellina 1 
Van Cleef & Arples 1 
Vanves 1 
Varenna 2 
Vasari 1 
Vatican 6 
Velazquez 2 
Velleron  1 
Venaria Reale 1 
Veneto 5 
Venice 29 
Venice Biennale 2 
Ventimiglia 1 
Venus de Milo 1 
Vermentino 2 
Vernazza 1 
Vernet-les-Bains 1 
Verrucchio 1 
Versace 5 
Versailles 14 
Vespa 1 
Vesuvius 4 
Veuve Clicquot 2 
Via Appia 1 
Via Aurelia 2 
Via Borgospesso 1 
Via Condotti 3 
Via della Spiga 2 
Via de'Neri 1 
Via Flaminia 1 
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Laguardia 2 
Lake Como 9 
Lake Garda 3 
Lake Trasimeno 2 
Lama di Luna 1 
Lambrusco 2 
Lamezia Terme 4 
Lancôme 1 
Languedoc 6 
Lanzarote 1 
Larche 1 
Lardiers 1 
Lardo di Colonnata 1 
Las Dalias 1 
Las Letras 1 
Las Ramblas 7 
L'Atelier Maitre Albert 1 
Lauragais Plain 1 
Lavander 3 
Lazio 2 
Le Baux 1 
Le Bistro Paul Bert 1 
Le Bristole 1 
Le Burn 1 
Le Corbusier 2 
Le Grand Vefour 1 
Le Jules Verne 3 
Le Maurice 5 
Le Mélézin 1 
Le Notre 1 
Le Pharamond 1 
Le Roque Gageac 1 
Le Tholonet 1 
Le Trois Vallées 1 
Le Vau 1 
Leaning Tower (Pisa) 1 
Lecce 3 
Lecrin Valley 1 
Leniscosa 1 
Leon 1 
Leon Battista Alberti 2 
Leonardo da Vinci 1 
Les Baux 1 
Les Calanques 1 
Les Halles 1 
Les Invalides 3 
Lether Market (Florence) 1 
Levie 1 
Lez River 1 
Li Galli 1 
Lido di Venezia 1 
Liguria 3 

 

Via Francigena 1 
Via Montenapoleone 3 
Via Sant'Andrea 1 
Via Santo Spirito 1 
Via Tornabuoni 2 
Via Veneto 2 
Victor Hugo 1 
Vieste 1 
Vietri 2 
Vigo 1 
Vilafranca del Penedes 1 
Villa Belvedere Campoli 1 
Villa Borghese 2 
Villa Carlotta 1 
Villa Corsini 1 
Villa del Balbianello 2 
Villa delle Delizie 1 
Villa d'Este 2 
Villa Durazzo Pallavicini 1 
Villa Ephrussi de Rothschield 1 
Villa Fontanelle 1 
Villa Mangiacane 3 
Villa Melzi 1 
Villa Oleandra 1 
Villa Olimpica 1 
Villa Taranto 1 
Villa Torrigiani 3 
Villagarcia 1 
Villahermosa Palace 1 
Villefranche Sur Mer 1 
Villefranche-de-Conflent 1 
Vin Santo 1 
Vino Nobile 3 
Vittore Capaccio 1 
Vittoriano 1 
Volterra 2 
Vomero 1 
Westin Valencia 3 
Willi's Wine Bar 1 
Yannick Alleno 5 
Yuso 1 
Yves Saint Laurent 3 
Zahara de la Sierra 2 
Zapatero 1 
Zaragoza 4 
Zeffirelli 1 
Zona Savona/Tortona 1 
Zonza 1 
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12.3. Tourism in Italy, France and Spain: attractors and organization 

12.3.1.1. Italy 

Around the world Italy is synonymous of sunshine, good food, music, and romance; style, 

fashion and motors. Tourism in Italy has a long history, from the Roman Empire, to the 

pilgrims during the Middle Ages, to the Grand Tours in the Eighteen and Nineteen centuries. 

Today Italy is one of the top world’s destinations, due to the wide and unique offer it provides 

to its visitors: culture, monuments and artworks but also seaside, lakes and mountains; health 

and wellness tourism; pilgrimages; sports, especially football and motorsports. Also the 

lifestyle has always been a great attractor. 

The most important markets are Germany, United States, France, United Kingdom, Japan and 

Austria. Despite this appeal among the foreigner visitors, however, Italian market is still 

dominated by the domestic demand, which counts for nearly the 60%. (Boniface and Cooper, 

2005) 

Many of the hotels are family-run business and there is no other place in Europe where chains 

are less present than here. 

Tourist attractions are diverse, numerous and spread on the territory; the main ones are: the 

Alps with their skiing resorts (among the others, Sestrière, Courmayeur, Cervinia, Bormio, 

Livigno, Cortina d’Ampezzo and Madonna di Campiglio); the Lombardy Plain’s lakes 

(Maggiore, Como and Garda); Milan, business centre, but popular also for its art, fashion and 

design; Venice, worldwide famous in its being a city on water; the “Italian Riviera” (Liguria) 

and the mass-tourism beaches of the Adriatic Riviera; Tuscany, known for its countryside 

(notorious is the so-called “Chiantishire”), but also for its cultural centers, first of all 

Florence, Pisa and Siena; Rome, the “eternal city”, with treasures produced in 3000 years of 

history and residence of the Pope; Naples and the beautiful and exclusive islands of Capri and 

Ischia; the island of Sicilia and Sardinia. 

 

12.3.1.2. Organization of tourism in Italy 

The presence in Italy, after the Second World War, of governments often expression of weak 

coalitions and having a short life, has had consequences on the management of tourist policies 

by the Italian state. Longer-term provisions have been implemented with difficulty and the 

tourist matter has been assigned from time to time to different Ministries in conjunction with 

other subjects. 
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From the 70’s part of the competences has been transferred to the regions, and the ones acted 

in a different way from the others.89

                                                 
89Mechanisms of coordination, have been in any case established, since the regions cannot do 

promotion abroad unless they received a government’s authorization. 

  

At the local level, Italy can also count on the work of APT (Aziende di Promozione Turistica) 

and on that of “Pro Loco” (voluntary organizations, which organize events at the narrow 

level, revive traditions and try to enhance the appeal of their communities). 

ENIT (Agenzia Nazionale del Turismo), established in 1919 is the agency to which has 

always been delegated the promotion of Italy’s tourist image abroad. With the passing of the 

time, it has constantly been subjected to the Ministry, to which the tourist matter has been 

assigned. 

At the moment, a dedicated Ministry for Tourism has just been established (May 2009), seen 

the importance of the subject on the country’s GDP and its growth potential; nothing can be 

said at this time on its work. At the same time, a new logo has been created to revive the 

country’s image and try to convey an impression of musicality and rigor, an idea of charm 

and quality, characteristics at the base of “Made in Italy’s” productions. 

 

12.3.1.3. Agenzia Nazionale del Turismo, ENIT 

12.3.1.3.1. Staff, offices and funds 

ENIT has its headquarter in Rome, where are located: an office for planning and marketing, 

an office for international relations, growth and shows, an office for advertisement and 

multimedia, an office for information and communication technology, and the technical 

offices: accounting; human resources; planning and method; management, heritage and 

general affairs. 

ENIT has developed a structure of 26 offices abroad; 16 located in 12 European countries and 

10 in the rest of the world, 4 of which in North America: New York, Chicago, Los Angeles 

and Toronto. 

From 2007, all the offices are connected through a private extranet, which enable them to 

exchange and share the relevant information, keeping them confidential; this permits the 

organization to be always updated on the situation in the various markets. 

ENIT is publically funded from the Italian central government and its expenses are included 

in the yearly Financial Act. For 2009, the funds at disposal have been reduced of 32,5%, 

consisting in circa € 33,5 millions, €15,8 millions of which will be used for promotion. 
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12.3.1.3.2. Role and activities 

ENIT was founded in 1919 with the purpose of realizing policies for promoting the tourist 

image of Italy abroad, and of supporting the commercialization of Italian products worldwide. 

Nowadays the activity of the agency is directed to: 

_support the Italian tourist offer in the choice of the foreign markets, in which to advertise;  

this is done through the formulation of a 3-years promotional plan and the implementation of 

yearly executive plans approved from the Ministry; 

_realize and coordinate projects organized together with the different Italian regions, 

providing them an international structure, so that they can reach the right audience; 

_assist all the Italian tourist enterprises, which want to commercialize their products abroad; 

_collaborate with other Italian representatives abroad to promote the image of Italy; 

_collaborate with other organizations and private enterprises to promote Italian tourism 

worldwide. 

Moreover, ENIT deals with: 

_handling the relationships with the foreigner press, tour operators, travel agents and opinion-

leaders; 

_enhancing and increasing the value of the “brand Italy”; 

_providing and distributing tourist information; 

_realizing market researches. 

The agency distinguishes between 2 categories of users for its activities: the demand coming 

from Italian and foreigner tourist operators and the individual demand coming from the 

private, foreigner citizens. 

 

Figure1: New Italian Logo (http://www.enit.it,2009) 
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12.3.2.1 France 

France has been for a long period of time the top tourism destination worldwide in terms of 

arrivals and one of the leading countries in terms of tourism receipts. This is due also to the 

fact that France has been among the first nations to recognize the importance of tourism as an 

industry, setting up a national tourist office already in 1910. 

Thanks to its position and thanks to the fact of being one of the largest European countries, 

France has the advantage of a variety of climates and of landscapes, which translates itself in 

a wider tourist offer.90

It has to be noticed as the development of infrastructures such as the Channel Tunnel or of 

attractors (physical places, like Disneyland Paris or events) helped boosting the numbers of 

 Travelers can also add all the traces left to us by the French culture, not 

to count French enogastronomy.  

                                                 
90Tourism can be more equally distributed on the territory than in other countries with greater 

benefits for the interior regions (and indirectly for the coasts that suffer less of congestion). 

… 

ENIT 
Eugenio Magnani 

Planning and Marketing’s Office 
Marina Cencioni 

International Relations, Growth and 
Show’s Office 

Marco Beruschini 

Advertising and Multimedia’s Office 
Massimo Bartolucci 

Information and Communication 
Technologies’ Office 

Autilia Zeccato 

Accounting Office 
Anna Maria Antonuccio 

Human Resources Office 
Tiziano Ferrante 

Planning and Method Office 
Fernando Zitelli Conti 

Management, Heritage and General 
Affairs Office 

Pio Trippa 

Italian Tourist Offices Abroad 
*Updated June 2009 

Figure 2: ENIT’s organizational chart (http://www.enit.it, 2009) 

http://www.enit.it/�
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incoming tourism too. The major part of travelers to France comes from other European 

countries and many are the excursionists. 

The country has always been popular also as ideal destination for incentive and conventions, 

owing conference venues.  

Tourism is, predominantly, a fragmented industry in France, consisting of small (frequently 

family-run) enterprises. The bedstock clusters in Paris, in the region of Rhone-Alps and in the 

coastal areas, mainly in Provence-Cotê d’Azur. 

Principal tourist areas are: Paris and Île de France: the city offers a wide range of cultural 

attractions, many of which worldwide famous, has a reputation as a centre of high fashion and 

stylish entertainment, as well as stimulates romantic associations in people’s mind; 

Languedoc-Roussillon and the French Riviera, especially famous for its beaches; Normandy 

with Mont St. Michel and the beaches of the Allied landing; the Loire Valley with its castles 

and palaces and the wine-producing areas of Bordeaux and Champagne; the island of Corsica; 

the Alps’ region, destination of skiers during winter and of hikers during summer; Lourdes.91

Tourism in France is represented at the national level by the Ministry for the Economy, the 

Industry and the Employment

  

 

12.3.2.2. Organization of tourism in France 

92

The State Secretary is responsible for the tourist policies, together with the Sub-director for 

Tourism. (He however possesses a more operative nature and also carries out economic 

 and by the national tourist board, Maison de la France.  

From 1982, the tourist policy-making has been appointed also to the 22 regions, which 

possess a Comité du Tourisme. At the local level, every départment has a tourist committee 

too, but they are less effective. 

The industry is characterized by an intense cooperation between the public and the private 

sector, thanks to the syndicates d’initiatives. 

The actors’ coordination is achieved through an Inter-ministerial Commission, which consent 

to all the Ministries involved (Finance, Foreign Affairs, Education, Culture, Sustainable 

Development,…) to be informed.  

                                                 
91Lourdes deserves a special consideration with its 6 millions visitors per year, since its fame 

as tourist centre is not based on a tangible physical resource, but on the vision of St. 

Bernadette. 
92Directly dependent from the Ministry is the State Secretary for the Commerce, Artcraft, 

Small and Medium Enterprises, Tourism and Services. 
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analyses and tourist researches.) They both exert an influence on Maison de la France and on 

Observation, Development and Tourist Engineering (ODIT) France, whose major aim is the 

tourist development of the country through the improvement of the offer and its adaptation to 

the international demand. 

(The Sub-director is also responsible for the “National Agency for the Tourist-Vouchers” and 

the “National Council of the Flowered Towns and Villages”.) 

The other important agency at the national level is the “National Tourism Council”, which 

helps the Secretary in the definition of the policies and is composed of representatives of the 

entire French tourist industry. 

To encourage the development of a longer-term marketing strategy, Maison de la France has 

also established two committees: the International Consultative Committee and the Marketing 

Commission, which work as consultants for the agency, providing feedbacks on the various 

campaigns, and as “ambassadors” of France in their markets. 

A tourist marketing plan has been developed for the period 2005-2010 with the aim of 

improving the fame and the reputation of France as tourist destination, especially abroad, 

showing the quality of the offer and trying to make the audience associating it to the country.  

The plan aspires to a repositioning of the image of France to adapt it to the new tendencies in 

tourism. 

A longer-term plan, “Destination France 2020”, has also been introduced by the Ministry of 

Economy, Industry and Employment in 2008, with the main objectives of creating new job 

opportunities and improving revenues. The plan aspires to: attract new customers, especially 

from the emerging markets, to all the French regions and to update the tourist offer to better 

match travelers changing expectations. 

Always in order to enhance the image of France, at the end of 2008 the government, together 

with Maison de la France, decided to create a new brand logo. 

 

12.3.2.3. Maison de la France 

12.3.2.3.1. Staff, offices and funds 

Maison de la France is composed of a headquarter in Paris and 35 offices abroad, in 29 

countries. Some are housed in Air France’s or Chambers of Commerce’s offices and possess 

shared staff. 

The main tasks of the headquarter, divide themselves in the activity of administration, 

finance, HR management and in that of promotion.  
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The funds of the agency come from different sources: the French tourist board is partly 

financed by the state (in 2007 for € 29,5 millions), partly with the money coming from the 

membership’s fees (always in 2007, € 850,000) and for the major part with the revenues from 

the services delivered (in 2007 € 33,5 millions). The total budget, approximately € 64 

millions, is smaller compared to that at the disposal of the tourist boards, which the French 

government considers the major competitors, especially to that of Turespaña.  

The personnel, composed of 351 people, is partly remunerated by the state (50 people), but, 

for the vast majority, by the members; this enables the NTO to have, in comparison, more 

employees. 

 

12.3.2.3.2. Role and activities 

Founded in the 1987 and placed under the authority of the Ministry in charge with tourism, 

Maison de la France is a consortium of economic interests, a membership organization, which 

counts more than 1400 partners, grouped in 3 main categories: the regional and local tourist 

authorities; the industry associations and the tourist operators; the companies/organizations 

indirectly linked to tourism and leisure activities93

                                                 
93One of the Maison de la France’s strength is the partnership with non-tourist companies in 

the promotion of the country; they believe that “France’s fame as a source of high fashion 

goods and perfumes plays an important role in attracting tourists, who in turn spend money in 

France and abroad in these goods, thereby supporting the business interests of French 

companies”. (Lennon et al., 2006) 

. 14 clubs have been established, covering 

specific market’s sectors (mountains, sea, nature, overseas, heritage, urban tourism, 

pilgrimage tourism, resorts and villages, enogastronomy, wellness/health, golf, naturism, 

youth travels and business tourism) grouping all the interested partners and offering different 

services to the members. 

The mission of the agency is the promotion of the “Destination France” and the coordination 

of the efforts done in the same direction by the other actors.  The primary goal is the increase 

in the length of stays and in the average expense per person. Extra effort is put in trying to 

attract wealthier foreigner tourists and developing quality offer, also considering the concern 

of the board for the entrance on the French market of low-cost operators. 

Moreover, Maison de la France supports its members in the development of their business on 

the international markets and carries out regular researches in the different areas, to 

benchmark France against its competitors and to revise its strategy according to the results. 
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While accomplishing to its tasks, it follows 4 main mid-term objectives: 

 _the strengthening of France attractiveness and the renewment of its image: communications 

have been centered on the French lifestyle. The agency has tried to evoke emotions, not 

forgetting to advertise the quality of the offer; 

_the value creation and the growth of revenues from tourism (with the goal of reaching € 40 

billions in 2010); 

_the promotion of all the different French regions (including Overseas France) in the right 

context and to the right audience, taking advantage of the exceptional richness of the French 

offer; 

_the tourist seasonal adjustment and the development of a year-round tourist strategy. 

Moreover, 3 short-term objectives are also pursued: the provision of new stimuli for the 

growth of the whole industry; the expansion of the customer base to new consumers; and the 

anticipation of the emergence of new markets. 

To be more effective, Maison de la France often works in cooperation with other national 

tourist boards, on specific projects. 

 

 

 

 

Figure3: New French Logo (http://www.franceguide.com,2009) 
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12.3.3.1. Spain 

Spain has been one of the first nations to enter the mass tourism’s market in the 1960s, being 

the most popular holiday destination among the north Europeans, thanks to its sunny 

climate.94

                                                 
94The Spanish government bet a lot on tourism development, abolishing visas for travellers 

from the main European countries already in the late 50s, devaluating the peseta so that 

incoming visitors could always have a favourable exchange rate, granting profitable credit 

terms to developers. 

 The new Millennium, however, has seen the arrival of fierce competitors, which 

offer similar attractions at a lower price, and forced Spain to look for new markets, such USA 

and Japan. The country tried to promote other tourist products instead of beaches, increasing 

the awareness of lesser-known areas, also through the upgrading of the standards; however, 

the task is not so simple, since the image of Spain in the popular culture is the one of “sun, 

sand and sangria”. (Boniface and Cooper, 2005) 

Another problem of Spanish tourism is the seasonal concentration, which is to be added to the 

geographical one and which poses problems of extra-capacity and underutilization. 
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Figure 4: Organization of tourism in France (http://www.minefe.gouv.fr, 2009) 
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In any case, tourism plays a great role in the Spanish economy and greatly contributed to the 

development of Spain in the last decades: it supports 1,5 millions job and counts for 12% of 

the GDP. 

The great part of the bedstock is concentrated in 4 regions: the Balearic Islands, Catalonia, 

Andalucía and Valencia, where are the most popular beaches. 

However, the national tourist board is trying to promote also: the España Verde(Galicia, 

Asturias, Cantabria and the Basque Country), rich in unspoiled sceneries, woods and 

mountains, folk traditions and distinctive regional cuisines; different routes crossing the 

inland (the most important of which are El Camino de Santiago, El Camino de la Plata and  

La Ruta de Don Quijote) at the discovery of an untouched nature and historic monuments; 

Madrid, as the capital rich in artworks, but also with a vibrant nightlife and Barcelona as 

hometown of great artists, rich in monuments, and chic centre of fashion and design; the 

Canary Islands as a destination for adventure tourism. 

 

12.3.3.2. Organization of tourism in Spain 

In Spain a Ministry of Tourism responsible for setting the policies and carrying out the 

promotion has been created in 1951. In 1978 the Constitution, giving power to the new-born 

autonomous regions, allowed the regional governments to determine and develop an own 

tourist policy. 

At the local level, also municipalities have been given the opportunity to govern some aspect 

of tourism and to impose taxes to finance projects in the area. 

Today, tourism in Spain is under the protection of the Secretariat of State for Tourism inside 

the Ministry for Industry, Tourism and Commerce. An Inter-ministerial Tourism Committee 

is also present. To the Secretary directly reports Turespaña. And to the Secretariat pertains 

also the vice-precedence of the Inter-ministerial Tourism Committee, of the Tourism’s Sector 

Conference and of the Spanish Tourism Promotion Council. The fist is a channel for 

coordinating the actions performed by the different actors, while the second works as a 

discussion forum for all those involved in tourism. Finally the last one has the role of ensuring 

that private and public sector’s interests are taken into account when deciding the promotion’s 

and marketing’s policies abroad. 

The Secretary of State for Tourism is also responsible for: the Spanish Paradores, state-owned 

accommodation structures; the IET, an agency responsible for market researches; SEGITUR, 

dealing with the management and the diffusion of the ICTs in relation to tourism. 
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The General Direction of Turespaña has the support of 2 dedicated units and is responsible for 

5 central sub-directions, 32 peripheral tourist offices around the world and Madrid Congress 

Centre. 

The central sub-directions take care of: the promotion of Spain on international markets; the 

planning, goal-setting and evaluation of the NTO’s activity, with particular attention to 

promotion’s and commercialization’s plans; the coordination of tourist offices works; the 

administration of the funding and human resources and the communication of a homogeneous 

“corporate image”; the destination-management of Spanish regions also through a better 

cooperation between private and public operators, the creation of new offers and the reduction 

of seasonal congestion;.  

At the end of 2007 the Spanish government launched two plans: a long term one, Plan 

Integral del Turismo Español Horizonte 2020, and a shorter term one for 2008-2012, Plan del 

Turismo Español 0812. 

Starting from the consideration that tourism is of vital importance for Spanish economy and 

reflecting on the changes occurred in the market in the last decades95

The 17 autonomous regions and the 2 enclaves of Ceuta and Melilla are free in the 

management and in the promotion of tourism inside their territories and abroad; however, 

more and more they carry out joint campaigns with Turespaña and they increasingly use the 

same brand. 

 

 

 

, the objective is to 

increase Spanish tourism’s competitiveness, through the development of environmental, 

social and economical forms of long-term sustainable tourism. To reach this goal the 

authorities intend to invest in innovation, to educate and develop a new generation of 

entrepreneurs, to develop new products and to involve the population. 

With this purpose in mind, the government intends to work toward excellence in the 

management of already existing structures and to develop projects with international aim and 

effects.  

 
                                                 
95The materialization of fierce competitors, able to offer the same attractions for a cheaper 

price and the lack of high-standard’s structures able to attract wealthier market segments. 
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12.3.3.3. Turespaña  

12.3.3.3.1. Staff, offices and funds 

Turespaña is composed of a headquarter in Madrid with a staff of 231 people and of 32 tourist 

offices abroad with a staff of 208 employees96

                                                 
96To these should also be summed 60 employees in the Palacio de Exposiciones y Congresos 

of Madrid. 316 are hired employees, while 189 are volunteers. 

, the vast majority of whom is located in Europe 

(21); 3 are in the Asia/Pacific and 8 in America. 

Despite the crisis, Spain has been one of the few countries, which decided not to close any 

office; neither, the government seems intentioned to reduce the personnel.  

Turespaña is completely funded by the public sector; 85-90% from the central government, 

and the remaining part from the European Union’s Structural Founds and Regional 

Development Programmes. Nonetheless, the NTO is committed to efficiency and 

effectiveness: 40% of the budget is spent on fixed costs (administration, salaries,…) and 60% 

goes directly to marketing and promotional activities. In 2007 it amounted to € 148 millions. 

 

12.3.3.3.2. Role and activities 

The aim of Turespaña is to promote Spain as a tourist destination abroad and to coordinate all 

the promotional activities sponsored by the national government, the autonomous regions and 

the municipalities, also collaborating with the private sector.  

To fulfill its objectives, it follows a marketing plan, which indicates 6 main lines of action, 

which are then operazionalized in an annual plan. 

The main points are:  

_the market surveys: for analyzing the demand on the different international markets, in order 

to understand Spain’s tourist competitiveness. (IET elaborates studies, which are then 

released on Turespaña internet site, at disposal of the different Spanish operators.) 

_the brand image’s formation and communication: the main objective is the production of 

advertising campaigns which increase recognition and show the extension of the Spanish offer 

(changing consumers’ perception of the country as a “sun and sea” holiday’s destination). 

_the development of products and their marketing, to guarantee them the best allocation. An 

intense collaboration with the private sector is carried out. 

_the on-line marketing, to exploit the potential of the ICTs. 
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_the managerial excellence of the NTO to produce the best results achievable through an 

effective leadership and an efficient management of its resources, developing a “corporate” 

culture oriented toward the customer satisfaction. 

_the crisis management to develop mechanisms of suitable response in case of unexpected 

negative events. 

 
  Figure 4: Tuespaña’s organizational chart (http://www.tourspain.es, 2009) 
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12.4. ENIT’s. Maison de la France and Turespaña’s advertising campaigns 
 

 
 

 
 

  
Figure 6: ENIT’s advertising campaign (http://www.enit.it, 2009) 

http://www.enit/�
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Figure 7: Maison de la France’s advertising campaigns (http://www.franceguide.com, 2009) 
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Figure 8: Turespaña’s advertising campaigns (http://www.tourspain.es, 2009) 

http://www.minefe.gouv/�
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