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Abstract: 

 

Because of the increasing competitiveness in tourism, destinations are now struggling to 

distinct themselves and deliver added value in order to meet market's needs. On the other 

hand, thanks to the diffusion of ICT and the consequent information democratisation, tourists 

are now much more empowered and could size their own vacation, surfing destination 

informative websites while still at home. In the light of these considerations the present work 

aims to evaluate how Milan and Copenhagen are responding to the need of a structured 

marketing approach in selling the city as a tourist product. After an analysis of the tourism 

organisation and the on-going marketing and communication campaigns, I‟ve focused on 

wine and food and  the valorisation of local productions.  Through a qualitative comparison of 

the current on-line communication carried out in Copenhagen and Milan, with Spain as a 

benchmark, this paper underline the differences in the strategies highlighting strengths and 

weakness of each approach. Moreover, being Milan the next city for Expo 2015 "Feeding the 

planet, energy for life" this research offers suggestions and future ways of action in order to 

valorise at best Milan's enogastronomy, and offers cues for Copenhagen next moves. 
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Introduction 

 

“Comunque la spedizione mi dava una buona ragione per rimettermi in viaggio, per 

riprovare quella gioia unica che solo i drogati di partenze conoscono, quel senso di libertà 

che prende nell’arrivare in posti dove non si conosce nessuno, di cui si è solo letto nei libri 

altrui, quell’impareggiabile piacere nel cercare di conoscere in prima persona e di capire” 

(Buonanotte Signor Lenin, Tiziano Terzani) 

 

Tourism is a social and economical phenomenon, acquiring increasing importance in the 

modern society: people had always moved over time for several reasons and due to low cost 

vectors, globalisation, and the diffusion of information technologies they are now travelling 

much more often. The economic impact is witnessed by annual WTTC and UNWTO reports, 

while social capital derives from cultures encounter, cultures contamination and mutual 

exchange; in this scenario tourism is, doubtless, an industry to look at, and nations are now 

conceiving tourism as the new successful factor for economic and social sustainability, as 

well as source of competitive advantage, improving national competitiveness and reputation. 

However tourism industry is very peculiar and deserve particular attention: previous tourism 

studies has outlined its fragmented nature (Vanhove, 2005; Scott, Baggio and Cooper, 2008) 

meaning that tourism is organised in separated entities, scattered all over the territory, 

offering products that are complex, multiple and immaterial (Antonioli, 1988). Solutions, in 

order to overcome barriers to product commercialisation, lay in establishing networks of 

suppliers and in the diffusion of a collaborative and cooperative culture, where all the actors 

are acting for the same purpose, under the same strategy. Consequently tourism can‟t help to 

be characterised by an high level of interdependence, essential to market competitive tourist 

products; on the other hand, this require a flexible organisation and a top down managerial 

approach. This is even more relevant when competitiveness is increasing and tourists, being 

more educated and aware, are looking for added services and deserve to experience the so 

called “genius loci” or local culture and traditions, basically the hidden territory‟s 

genuineness. Local production is the natural outcome of this authenticity and consequently 

the winning idea is the valorisation and promotion of this uniqueness, being distinguishing 

element of a specific territory, in a always more interconnected world. Wine and food tourism 

is, in fact, a raising market segment; wine and food are eminent geographical products 

resembling, together with production processes, the complexity and specificity of territories‟ 

culture and history (Antonioli and Viganò, 2004). While planning marketing strategies to 



6 

 

 

 

improve destination‟s attractiveness and competitiveness, public entities can‟t no longer left 

aside enogastronomy and everything linked with local productions, but, on the contrary, it is 

something to take in consideration, noteworthy for market a successful tourist product. In the 

light of these considerations this research looks at how Milan and Copenhagen are responding 

to this new emerging need of market the city and its inner features, focusing especially on 

enogastronomy valorisation. The scope of the work is to  prove that, in order to be successful 

each realities should work on its unique characteristics, presenting selling itself as a 

destination to live and experience. Milan and Copenhagen are in some ways similar but, on 

the other hand, their identity is  made up of very different aspects, upon which they should 

built up their success. My analysis look at three levels: the organisation of tourism, the 

marketing and communication strategy and the local gastronomy valorisation. My 

expectations are  to find diverse key elements and critical factors upon which each city had 

decided to built up its competitiveness, but a similar tourism structure. The focus on wine and  

food make sense out of the next Expo 2015 “Feeding the planet, energy for life”, planned to 

take place in Milan and having as main theme the future of food industry, the implications 

arising from new technologies, creativity and innovation application in food-farming chain. 

Lombardy is, in fact, an area full or resources and enogastronomy pearls, with many diverse 

local identities, ranging from well known productions ( Franciacorta wines or famous dishes 

as Risotto alla Milanese) and other ignored culinary excellences, such as the wine and food 

specialities of Valtellina, the traditional Milan‟s meatballs Mondeghili or small productive 

realities of San Colombano or Mortara. On the contrary, Copenhagen doesn't have a radicated 

culinary tradition but would be very interesting to see how it is dealing with wine and food 

and the dining panorama considering that Noma in 2011 placed first in the S.Pellegrino 

world‟s 50 best restaurants classification. The analysis of wine and food valorisation has been 

made looking only at the on-line communication strategy with qualitative assessments of its 

efficiency and effectiveness. Being wine and food tourism of increasing importance in recent 

years and considering the lately attention given to alimentary education and sustainable food 

production I believe that a deeper evaluation of the current scenario would have been an 

important starting point for the identification and implementation of successful promotional 

strategies, exploiting the power of ICT and web 2.0.  

In detail this paper is divided as following: the first chapter is dedicated to a brief overview of 

the tourist sector and the description of recent structural changes because of globalisation and 

ICT. Following in the second chapter I will present the theoretical framework of destination 

management and destination marketing: a series of guidelines about how to make a 
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destination attractive and internationally competitive. The third chapter is then dedicated to 

Milan: its image, its tourist offer, its wine and food heritage and the description of the actual 

state of art regarding tourism policies and strategies. Finally the last chapter is entirely 

addressed to the case study: a qualitative evaluation of the destination management approach 

adopted by Milan and Copenhagen. The study analyse the tourist offer of the two cities, their 

organisation of tourism, each marketing and communication strategy and, lately, the measures 

adopted for valorising local enogastronomy. In addition, following a series of face to face 

interviews with experts in tourism and restaurant industry, in the last part of my work, I will 

suggest possible interventions, jointly with Expo 2015, to take out the most from Milan‟s 

wine and food local productions.  

In the conclusions reflections about the future moves of both cities are presented together with 

a final consideration about the state of art and the strengths and weakness of each single 

strategy.  
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1. Tourism: a brief overview 

1.1 Tourism: the post-modern scenario 

 

Since his birth every single man has been destined to travel, either for long or short periods, 

either for leisure, business or social reasons: in the past migration fluxes  made up our society, 

laid the foundation for different national identities that now characterise our world. Nowadays 

needs are different: we still have people moving but the majority of the movements are 

temporary.  

The changing point has been the fifties with the birth of mass tourism, and since then tourism 

is “one of the most important economic and social phenomenon of the past century, and 

probably, even for the current one”
1
.  

The incidence is demonstrated by the following data, showing international arrivals and 

receipts in recent years, considering the top five best performers worldwide: 

 

 2000 2005 2006 2007 2008 2009 

1. France 77.2 75.0 77.9 80.9 79.2 74.2 

2. U.S 51.2 49.2 51.0 56.0 57.9 54.9 

3. Spain 46.4 55.9 58.0 58.7 57.2 52.2 

4. China  31.2 46.8 49.9 54.7 53.0 50.9 

5. Italy 41.2 36.5 41.1 43.7 42.7 43.2 

World 682 801 846 900 919 880 

Chart 1. International tourist arrivals by country of destination. Data in millions  Source: UNWTO, 2010 

 

 2000 2005 2006 2007 2008 2009 

1. U.S. 82.4 81.8 85.8 97.1 110.1 94.2 

2. Spain 30.0 48.0 51.1 57.6 61.6 53.2 

3. France 30.8 44.0 46.3 54.3 55.6 48.7 

4. Italy 27.5 35.4 38.1 42.7 45.7 40.2 

5. China 16.2 29.3 33.9 37.2 40.8 39.7 

World 475 679 744 859 942 852 

Chart 2 International Tourism Receipts. Data in billion ($) Source: UNWTO, 2010 

                                                 
1
 Petti C. 2009, pg 32 
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Looking at the aggregate value, in 2009 we had 880 millions of arrivals for a total expenses of 

$852 billions, nearly the double of the receipts recorded in 2000: tourism market is growing, 

and is growing very fast. The mentioned countries, but France that has recorded a small 

variation in arrivals, underwent a period of considerable increase in tourist flows and 

expenses: China and Spain are the two that doubled their volume, boosting the national 

economy. Italy, besides being the only country that recorded a +1,2% against the –4% of 

Europe average for 2009, hasn‟t been able yet to exploit at best its resources as arrivals are 

flowing steadily and much more need to be done to reach France‟s volume.  

Nowadays many countries are bidding on tourism as the engine to boost national economy: it 

generate incomes, ensure positive impacts on national economies, fosters economical 

reinforcement and stability. 

The incidence goes beyond just the direct economic externalities: the Organization for 

Economic Co-operation and Development (OECD) has in fact indicated as a winning strategy 

for disadvantages areas, the integrated valorisation of the natural and artificial local amenities, 

the local tradition and the cultural and the wine and food heritage. As a matter of fact many 

rural areas of Austria, Turkey, Greece, France and USA have achieved good results pursuing 

this strategy, with direct and indirect improvements in all the correlated sectors, such as the 

construction and infrastructure industries, crafts and local productions
2
.  

But this is true also for industrialized countries: investing on promoting and valorising the 

national heritage and its localities will result in achieving either soft and hard benefits: good 

reputation and a strong image, as well as maximize economic flows and investments.  

As a matter of fact, France, that is leading the tourism sector with 74.2 millions of 

international arrivals in 2009, is also scoring very good in the Nation Brand Index. With a 

brand value estimated around $2.787 billions, our main antagonist has gained the 2
nd

 position 

in the world chart, while we are still covering the 6
th

 position
3
.  

The NBI evaluation is made on six different index (Exports, Governance, Cultural and 

Heritage, People, Tourism, Immigration and Investment) and Italy is scoring very good in 

Tourism (1
st
 position above France) and Culture (2

nd
 position after France), meaning that we 

have the potential to be a worldwide economic power. 

 

                                                 
2
 For more information on this, visit the official OECD website  

http://www.oecd.org/department/0,3355,en_2649_34389_1_1_1_1_1,00.html 
3
 Source: Simon Anholt webpage http://www.simonanholt.com/Publications/publications-other-articles.aspx 

http://www.oecd.org/department/0,3355,en_2649_34389_1_1_1_1_1,00.html
http://www.simonanholt.com/Publications/publications-other-articles.aspx
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Nation Brands Index
SM 

 
Overall Brand Ranking  

(Top 10 of 50 Nations)  

             2009  2008  

1  United States  Germany  

2  France  France  

3  Germany  United Kingdom  

4  United Kingdom  Canada  

5  Japan  Japan  

6  Italy  Italy  

7  Canada  United States  

8  Switzerland  Switzerland  

9  Australia  Australia  

10  Spain, Sweden (tie)  Sweden  

Table 3 Nation Brand Index, October 2009. Source: 2009 and 2008 Anholt-GfK Roper Nation Brands Index
SM

 

 

But Italy has never really thought about tourism as a critical success factor for raising up 

competitiveness and attractiveness, none relevant public interventions has been made in order 

to make tourism our strength and, in an era where the economic game is more and more 

taught, strategies should be focused on developing path dependency and not replicable 

resources, that is the cultural heritage with its local productions and traditions. 

However Italy is now moving in this direction: based on World Trade & Travel Council 

calculation the contribution of Travel & Tourism to Italy Gross Domestic Product is expected 

to rise from 9,4% ($217.1 billions) in 2010 to 10,2% by 2020 with an average of +2.4% per 

years; the total investment, counted for 8,3% of the total in 2010 should raise to 8,7% by 2020 

as well as the employment should add two percentage points reaching the 12,1% of the total 

employment
4
.  

Forecasts are, doubtless, positive, and if it is going to be the case, Italy will be able to reach 

the same performance of France by 2020 (expectations for France are 10,2 % of GDP, 12% of 

total employment and7% of total investment).  

Therefore Italy needs to rethink and adjust its public policy, designing and implementing 

strategies able to support the vision of a competitive tourist offer: public interventions are 

highly required, establishing collaborative frameworks where all the actors aren‟t competitors 

but different elements of a whole system. 

A massive structural change is needed to keep up with new changes in the social and political 

environment, brought along by these three factors: 

 

                                                 
4
 Source: www.wttc.org. Data accessed on January 2011 

http://www.wttc.org/
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- The process of globalisation and the consequent increase in the competitiveness of 

other destinations 

- The changes regarding the demand, its purchase and consumption processes 

- The push towards policies of decentralization, leading to an independent valorisation 

of the local territory 

 

Over times Italy hasn‟t been able to adapt to this emerging trends and now, in order to be 

successful, it has to face diverse critical elements (Antonioli, 2002):  

 

1. A wide range of products that actually does not match the real needs and desires of the 

tourist. The supply side too often launch in the market offers that aren‟t personalized 

or based on previous market researches, leaving the tourists not satisfied 

2. A too rigid public intervention, not linked with the market‟s trend and not supported 

by private partnerships 

3. The proliferation of small companies widespread all over the national territory and 

characterised by a strong individual business vision. They are reluctant to establish 

collaborations and to built up an integrated system, making the offer too fragmented to 

be competitive 

4. Few and not efficient marketing strategies, too much focused on the promotion of the 

single products    

 

To sum up Italy is now starting to define new measures in order to overcome the barriers to 

tourism empowerment: new investments and guidelines from the governments and a 

coordinate and collaborative approach, with the final objective of valorising our unique 

tangible and intangibles resources.  

 

1.2 The tourist product 

 

According to Antonioli (2002) “the tourist product presents itself as a sum of services that 

requires the consumer‟s movement from its residential area to the tourist location, mostly 

with a seasonal connotation ”; those services are the result of a co-production process by 

economic as well as non economic actors. 

Those services are complex, for many reasons: 
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- Components are tangible but also intangible 

- Production and consumption of goods goes hand in hand 

- High level of uncertainty: difficulty in decoding tourists‟ needs and high subjectivity 

during consumption 

 

All these three elements make the ex-ante offer‟s planning very critical.  

The product cannot really be tested before launching it to the market, in addition the co-

presence of a pretty much structured economic system (such as the sell of a bedroom) and non 

economic factors, like the public fruition of monuments or amenities, such as beaches or ski 

tracks, makes much more difficult keep the control over tourist products; finally it‟s nearly 

impossible to objectively evaluate the offer because of the high level of subjectivity, 

mentioned above. 

The only way to reduce the risk is then to collect as much information as possible and design 

an offer that match market‟s needs. Suppliers want information from consumers, while 

consumers look for information from suppliers: tourism, compared to the industrial 

production, required an higher volume of information exchange and lives a critical situation 

of information asymmetry. 

In past times this issue was more restricted: tourist flows were lower, the product to be sold 

were single elements, completely detached, such as hotels or specific attractions. People 

usually moved just for long period of vacation and the destination were evaluated more  for 

what they could offer in physical terms: nice hotels near a clean beach. Nowadays tourists are 

no more longer satisfied by this simple product: they want to experience more, they are 

travelling much more often, destinations are unnumbered, raising up competitiveness. 

Consequently an higher volume of information needs to be exchange, within the supply side 

and between the offer and the demand: information have became the product to market as 

much important as the tourist package. 

If we look at the system evolution we can identify a turning point that has pushed toward a 

redefinition of the product to offer. The changes in the social environments happened with the 

nineteen century has required a shift in the organisation of the supply and a consequent 

redefinition of what to offer in order to match the demand‟s needs. In our post-modern society 

travelling to Rome because of Colloseum is no more a satisfactory elements. Of course it is 

still the main attraction and the local authorities should plan and organise a series of services 

that ensure the best fruition (like providing information to tourist upon arrivals, ensuring the 

best conservancy of the monuments or organising an efficient web of public transport) but the 
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modern tourist is looking further. He wants to live an experience while in Rome, its holidays 

it‟ s not just the monuments, he is looking for that thrills that can‟t find while at home in 

everyday life.  

Ejarque (2009) outlined the eight  components of  the modern tourist product: 

 

1. Attractions: the main reasons for travelling such as cultural heritage, wine and food, 

monuments and so on 

2. The territory nearby 

3. The local population, its culture and traditions 

4. Entertainments activities including events or festivals 

5. Collective amenities  

6. The presence of essential services: hotels, restaurants, shops, banks 

7. Transportation and infrastructures 

8. Image 

 

Based on this vision what now is needed to built up a competitive tourist product is a sum of 

tangible and intangible elements, that has to be coherent with the local tradition and 

distributed on the territory by an integrated system of suppliers. 

  

 

1.2.1 The importance of locality in tourism 

 

“Traditions and wine and food heritage, being fundamental elements for the preservation and 

valorisation of cultural identities, are main motivations for tourism and critical success factors 

for a  destination‟s attractiveness.” 
5
  

 

Wine and food has always been a fundamental component in people‟s life: beside being a 

physical necessity, wine and food has a social relevance, it characterizes a territory and it is a 

striking symbol with relevant social value. For those reasons, tourists are looking for wine 

and food both if it is the main motivation for travelling or as the extension of home‟s comfort 

(Quang and Wang, 2004).  

                                                 
5
 Antonioli Corigliano and Viganò 2004; pg. 67  
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Data collected  in a recent studies by ISNART shows the incidence of wine and food tourism: 

in 2008 nearly the 10% of the interviewed incoming foreign tourists indicated the 

consumption of "Made in Italy" products as the main motivation for travelling, while the 

Italian association "Movimento del turismo del vino" estimated that in 2010 the total expenses 

for wine tourists was around 2, 5 millions of Euro for 3,5 millions of international arrivals and 

an overall esteemed value of enogastronomic tourism around 5 billion of Euro
6
. 

The main causes for the increasing attention toward locality and local production could be 

ascribe to four different factors, as outlined by Antonioli (2011): 

 

- The Globalisation and its counter effect of valorising the local production as the only 

way to preserve national identities 

- The adoption of a wealthy lifestyle and the correlated demand for quality products 

- The attention towards sustainable productions, biological production and green 

solutions 

- The self- identification in specific social clusters by what we eat and drink 

 

Therefore the main consequence is the strong demand for wine and food experiences, ranging 

from the mere consumption of local products to the more complete experience of the 

production context, involving the pleasure and the learning dimensions.  

Many destinations are now bidding on wine and food festivals and fairs, on-site tours, visits in 

farms and wine making companies. 

Beside the entertaining facet, a production context is useful for raising up the competitiveness 

and attractiveness of a territory: localities is embedded with values, it guarantees qualities and 

identify a specific service level; the production dimension is, in this context, a critical success 

factor to be exploited in order to produce added value.  

 

1.3 The structure of tourist services suppliers 

 

Defining the supply side is definitely not easy to do as it is made up of many actors, located 

either in the destination or in the country of departure.  

An operative classification of the actors divides the sector in five different groups
7
: 

                                                 
6
 Source Antonioli Corigliano M. and Baggio R. 2011 

7
 This operative classification is based on Baggio, 2004. However many others classification could be found in 

literature: Cooper, 2008; Ejarque, 2009 and Vanhove, 2005 
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- Vectors: all the operators that physically move the tourist: planes, trains, sea and 

ground transportation‟s companies. 

- Hospitality: structures where tourist find accommodation and entertainment services: 

hotels, camping, restaurants and bars 

- Attractions: all the main structures that push tourist to visit that area. Examples are 

museums, theatres, monuments, festival and son on 

- Intermediaries/Distribution: those companies that plan and distribute products or 

tourist packages: tour operators, travel agencies, organisers.   

- Support: public and private institutes or associations that support the other sectors 

providing guidelines, regulations, advices and more. 

 

A further division could be done in public and private entities; the former is acting on a 

national level and is in charge of setting a favourable context to foster the tourism economy: it 

act as policies setter, it guarantee the quality of the offer as well as monitor the trends, in the 

wings when necessary. Examples of measures taken to control tourism industry are the 

following agencies, created by Italy in 2005: 

 

-  “Agenzia Nazionale per il Turismo” with the objective to promote Italy as a whole 

tourist product. 

-  “Comitato Nazionale del Turismo”, a national body defining tourism policies and 

assessing the required investments to be made in infrastructures, transportations and 

promotions 

-  “Osservatorio Nazionale del Turismo” made for monitoring and evaluating the 

competitiveness of our country 

 

Unfortunately the efficiency of those measures is prevented by a non adequate level of public 

investments allocated to the tourism sector and due to a non diffuse openness to tourism: the 

government hasn‟t realised yet the underlying potential of tourism, it hasn‟t planned a 

national long term strategy and not enough attention is given to the launch of new projects, 

market without the proper involvement of all the stakeholders. 

Private companies, on their side, haven‟t been able to carry on an adequate transformation of 

their business vision. If the public sector should promote collaboration to overcome 

fragmentation, private actors should be mentally and operational ready to welcome this 
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challenge. But practically this is not true: still diffused is the mentality to promote its own 

individuality and to focus on products rather than on tailor made tourist products and services. 

In addition globalisation has worsened the situation: hospitalities structures are facing a much 

more strong competition, being very difficult to stand out in the market. Intermediaries, on the 

other hand, have to keep in mind that nowadays the consumer is self planning its vacation. 

The decisional and purchasing process, thanks to new technologies, could be entirely done by 

himself. 

Solutions could be find only in creating systems that link together all the detached realities, 

realising synergies, offering unique experiences expected by consumers.   

As suggested by many scholars (Antonioli, 1999; Scott et al, 2008; Vanhove, 2005) the way 

of action is to built a tourist district, operating with the same logic of the industrial district. 

Theoretically speaking it is possible to incur in several benefits, both for the producer and the 

consumer. The first benefits for the realisation of different types of economies during all the 

phases of the value chain: 

 

- Economies of Scale at the beginning of the value chain in the internal management of 

the common services. It means an higher bargaining power towards suppliers 

- Economies of Scale at the end of the value chain or in the commercial function where 

it is possible to create new centralised distribution channels, enlarge the target markets 

and guarantee a more efficient management of specific segments 

- Economies of scale and specialisation in managing the information, ensuring the 

availability of punctual, precise and detailed information: valuable sources to maintain 

the competitive advantage and ensure the deliver of the proper offer to the market. 

- Economies of scale and scope in the communication. A more efficient and effective 

communication strategy and the chance to sharing the costs. Specialisation in the 

specific marketing strategy addressed to just few targets interested in what the district 

offer 

- Realisation of economies of specialization in allocating resources for sponsored 

projects 

- Economies of agglomeration coming from the opportunity to retain positive spill over 

inside the area (internal production means lower distribution costs) and to keep the 

tourist flow inside the tourist district 
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The overall output is the creation of a quality product that has its advantages in being unique, 

because produced directly in the area, and be addressed toward a specific target, making it 

position on the market very effective. 

Great evidences of the benefit of this method came from the experience in the wine tourism. 

The wine sector had organised itself around the so called “wine itineraries”. Wineries, 

restaurants, farm holydays and local authorities share the same business vision and they 

collaborate to pursuit local development attracting tourist through an integrated offer of 

different services. Virtuous examples are the Franciacorta wine roads or the Sagrantino wine 

road that has been able to package an interesting integrated offer and developing an effective 

on-line communication strategy. 
8
  

In the light of this consideration Italy really needs to move forward and be more reactive to 

market‟s changes. Organization, collaboration and public policies are the three keywords, the 

essential measures to rethink the market model in order to gain market share, maximize 

receipts through effectiveness and efficiency.  

 

1.4 The demand: the aware tourist  

 

“A tourist is any person who stay away from home overnight for a limited time” (World 

Tourism Organization, 1995).  

 

For what concern tourism the demand underwent revolutionary changes in its structure, 

leading to a redefinition of all the system.   

Causes are different: 

 

- Globalisation: it has open up local realities, knocking down the obstacles to business 

and cultural exchange. We are more aware of the external world and consequently we 

know much more better where to go or what to visit 

- Technologies: Internet, in particular, had raise up the bargaining power of the tourist, 

favouring information exchange and decreasing information asymmetry; the 

consumer‟s purchasing process could be entirely carried out personally by the tourist 

making the communication and marketing strategy the most important instruments 

able to attract clients 

                                                 
8
 Evidences about the effectiveness of these strategies are showned in Osservatorio sul Turismo del Vino, 7° 

Annual report by Citta del Vino, Febraury 2009  
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- Post-modern society / Experiencing economy: we are living in an era where 

experience is the main motivational factor for travelling. Tourists are looking for a 

complete experience of the territory, not just enjoying monuments or amenities. 

Traditions and local culture are, then, successful instruments to provide a unique 

travel experience 

- Low cost factor or the liberalization of the transport: Thanks to easier and cheaper 

ways to move around, tourists are now travelling much more often 

 

In the light of the aforementioned issues the modern tourist is now more expert and 

consequently much more demanding; he knows what he wants and, equipped with 

technologies, he is actively searching for it. This implies an higher bargaining power for the 

demand that now is driving the market trends moving the competitive game to prices but, 

above all, to companies‟ abilities to understand and segment the target population, stimulate 

its attention and capture it, by offering exactly what it is looking for.  

In the words of Baggio “the tourism is then one of the latest economic sector experiencing the 

shifting from a “producer-driven market” toward a “ buyer-driven market”. ”. 
9
  

The social revolution of the twenty first century has brought along a big change in tourists‟ 

values and needs; if we consider Maslow‟s classification of needs we are now living in an era 

that is focused on the realisation and identification of the individual through very striking 

symbols. For that reason the person travelling is now looking to satisfy its emotional needs, 

he wants to live an experience and reinforce its self-identification through the confrontation 

with the others: the construction of a self identity for what he isn‟t. 

The local traditions and culture, the social rituals, the environment, in one word the 

destination‟s lifestyle is now the main motivation to travel. If the winning strategy is then 

providing experiences the way to do so is not easy at all. The consumption phase is highly 

subjective, each single individuals wish to get a specific experience based on its personal 

needs: someone is looking for adventure, someone need just to relax, others are willingness to 

do good shopping or visit cultural attractions. Consequently the best way to find out the right 

offer for the specific target is the segmentation of the market. Segmentation is basically the 

division of the target market in smaller groups sharing some characteristics. Segmentation 

could be based on geographical, social or behavioural variables, but in the case of tourism,  

the most appropriate is the segmentation based on lifestyle. Introduced in Italy during the 

                                                 
9
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eighties by Gian Paolo Fabris, this methodology has revealed to be very efficient and to fit 

perfectly with the complexity and divergence of the tourism sector: it is carried out referring 

to A-I-O. A is activities, professions, works, and entertaining; I is referring to hobbies, to the 

attitude toward family and consumption habits while O is linked with political opinions, 

social behaviour and the relation with the external world. The output is the edge of many 

heterogeneous clusters of tourists, that depict the consumers on three levels: the behavioural, 

the emotional and the social ones, giving a complete picture of who the target tourist is, what 

is looking for and which is the best promotional activity to catch him. Lifestyle segmentation 

have unwrapped the demand, revealing many different target market; Ejarque (2009) listed 

the most relevant group that made up the tourist target market: 

 

- Kids & Family, which represent the 75% of the total, are families travelling with kids. 

They are usually looking for relax and free time to spend with kids, they are more 

traditional in the decisional process asking for the support of tour operator or travel 

agencies.  

- LGBT (Lesbian, gay, bisexual and transsexual) a rising market using mostly internet 

in all the phases of the purchasing process 

- LAT (living apart together) looking for fun and discovery, they travel by car and 

evaluate the offer on prices and type of experience 

- DINK (double income no kids), with the highest expenditure they mostly travel by car 

looking for relax and fun 

- Single, the most interesting and advantageous cluster. Singles are willingness to spend 

in average $ 1000 per person for a short break. They are travelling by plane wishing to 

experience fun and unknown cultures, lastly they relay just on Internet as a channel for 

decide and purchase the product 

 

What is remarkable is the increasing importance of Internet as an informative and distribution 

channel. Even if with diverse degree of usage, each cluster exploit the power of the new 

technologies while searching for information or when booking the vacation. This 

consideration leads to the introduction of a new figure in the context of the destination 

management: the prosumer or the coexistence of consumer and producer in a single person. 

Thanks to the diffusion of ICT and the consequent democratisation of the information 

management,  the final consumer is now able to built up its own desired vacation, without 

asking any support to intermediaries; the tourist isn‟t anymore compelled to buy ready-made 
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packages but, surfing the net, he could look for best alternatives and put them together in 

what should be considered as the best option available. This new approach perfectly fit with 

the increasing need for personalization and differentiation that is frequently asked by all the 

market and is well supported by the resources of the web 2.0: bi-directional communication, 

content sharing, peer-to-peer interaction; all these elements provide the consumer with tools, 

immaterial resources and competences to became even the producer of its own realities.  

 

1.4.1 The wine and food tourist 

 

A relevant segment of the demand is the so called wine and food tourist, whose main 

motivation to travel is the experience of the culinary heritage. Wine and food supplies, in fact, 

to different needs
10

: 

 

- Physical needs: the physical satisfaction of eating and drinking 

- Cultural needs: wine and food as representative of a culture 

- Social needs: wine and food as a tool to create and foster social relations and relations 

with the territory 

- Identification needs: wine and food as identification of lifestyle choices and class 

distinction 

 

Travellers could be more interested in one motivations or the others but basically what is the 

aim of their journey is the experience of the product and its context. 

Many of the variables outlined before remain the same even for those type of tourists: they are 

nowadays more educated than ever, they are looking for differentiation, they want an 

experience and they do a great use of world wide web as a source of information, becoming 

"prosumer". 

Previous researches highlighted the identikit of the wine and food tourist: male, aged between 

26 and 45, with a medium-high scholar level, highly social, willingness to discover and to 

consume, moving with personal transportation. Recently it has been demonstrated that the 

                                                 
10

 Many scholars have in the past investigated the motivations behind wine and food tourism. For what concern 

my research references are Hall (2003); Hall, Sharples, Mitchell, Macionis andCambourne (2003); Antonioli and 

Viganò (2004) 
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product and its consumption / purchase isn't the main motivation to travel; the tourist is 

attracted by the scenario, the culture, culinary habits, climate, production processes. 
11

 

Doubtless attractive and profitable is the foreign segment: recent data collected by ENIT 

shown that wine and food is second just to arts and culture for those travelling to Italy; 

researches on tourists satisfaction found out that Italian culinary experiences are rated 7,85 

out of 10
12

 while typical products are bought more often than others and, usually, are even 

purchased while at home, increasing and empowering the brand awareness of "Made in Italy" 

label.
13

 

Recent field studies have identified other possible segmentation, based on level of knowledge, 

specialisation of interests and integration between cultural and tourist experiences. Different 

level pairs with different intermediate profiles, here are presented the three profile with the 

maximum or minimum score:
14

 

 

- Unskilled: tourists without any knowledge of wine and food and not consciousness of 

living integrated tourist experiences 

- Specialised: they have a wide and deep interest in wine and food as well as a 

considerable knowledge of the sector but without any interest in combining wine and 

food excursions with others cultural or entertaining activities 

- Polyedric: willingness to live different experiences, combing sport, arts, culture wine 

and food. They are usually even aware on at least one of the activities 

 

Among those edges there are an unlimited number of other typologies with different attitudes 

and expectations, just to mention a few: "the lovers", "the curious", "sporty", "the art lovers", 

"the picky consumer". The proliferation of target segments is another clear indicator of how is 

important to size specific offer, to integrate the wine and food experience in the bigger 

context and to use the right communication channel, making the consumer active along all the 

purchasing process, from the information research to the post-consumption phase.  

 

 

 

 

                                                 
11

 Croce E., Perri G. 2010 
12

 Source: ISNART, 2004 
13

 Source: Doxa and UIC, 2004 
14

 Croce E., Perri G. 2010 
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1.5 ICT and tourism: what is next? 

 

“The web is the privileged communication medium to supply the informative need of the 

modern tourist and to vehicle offer‟s coherence and consistency as well as to foster the 

product commercialisation” (Gallaway et al, 2008) 
15

 

 

In the light of this brief market analysis it‟s now time to draw some conclusions and see 

where the tourism is moving, which are the future implications of the transition from a 

“destination tourism toward a motivations tourism”. 

As outlined in this chapter four are the causes: 

 

- Globalisation 

- The raise in the demand awareness 

- The development of ICT and the consequent process of democratisation 

- The liberalization (deregulation) of the transport: the low cost factor 

 

As a consequences we have experienced: 

 

- A considerable increase in the market competitiveness which consequently pushed the 

offer to rethink its business models and embrace a collaborative approach adopting a 

co-creation of the added value  

- The raising importance of building the area‟s competitive advantage on the territory.  

“Nowadays the destination marketing as it used to be is death: it‟ time to talk about 

the marketing of product-territory, or the product‟s creation as the strategy for the 

destination marketing”
16

 

- The demand‟s need as the starting point to built up a winning tourist offer and the 

consequent importance of performing a precise segmentation of the target market 

- The incredible and unlimited potential of Internet and web 2.0. On one side it has 

empowered the consumer turning him in a prosumer; on the other side it has opened 

up new challenges for the supply side 

- The need to plan and implement communication and promotional strategies exploiting 

the web‟s interactivity and the bi-directional communication channels 

                                                 
15

 Quoted in Antonioli Corigliano M. and Baggio R. 2011; pg. 76 
16

 Ejarque J. 2010 pg. 3 
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- Emotions and experiences as main motivational factors while choosing and 

experiencing a destination  

 

Considering this context Internet and tourism are perfectly working together. Not for nothing 

Internet and tourism are the two industries that contribute, for the major part, to the world 

gross domestic product: nearly the 11% for tourism and the 8% for ICT
17

. These two 

industries has always been binding together; staring from the computer based system, firstly 

adopted during the fifties to centralize the booking of airlines tickets, we are now approaching 

an era where technologies are at the direct service of the consumer. Tourism has always been 

one of the pioneer sector in developing the latest technologies available : in 2005 in Europe 

tourist companies that had an on-line access were the 91% while the 62% of the 

accommodation services took on-line reservations; in 2008,  the 40% of the reservations and 

the 24% of the worldwide purchase of tourist products has been made on-line resulting in a 

overall value for the on-line tourist business around 50 millions of Euro just in Europe
18

.  

Moreover, as outlined before, tourism could be considered as an information business: 

information exchange occur among and between tourists, intermediaries, suppliers and public 

entities, both for attract new visitors and for maintain and reinforce stable and durable 

relations. As a matter of fact the integration of information technology in tourism brought 

along positive benefits: 

 

- A considerable decrease in the costs of managing all the operative activities 

- A more efficient management of the reservations 

- A more efficient and well timed exchange of information 

- Creation of supplier‟s networks that has generated added value and lead to the 

realisation of economies 

- An overall closer relationship between demand and supply. Thanks to bi-directional 

communication the producer are now listening to the market and offering solutions 

that fit at best the market‟s needs 

- A better perform of CRM and customer retention  

- Creation of consumer‟s communities where to share contents 

- Collecting and storing data to make performance assessment‟s and strategy‟s 

adjustments 
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Obviously managing all this issue is not easy to do. The main challenge is in fact the ability to 

implement a new media strategy that is coherent, timed and in line with the market‟s values. 

Recently, with the advent of the web 2.0. the communication has became much more flat; the 

potential for consumer and producer is priceless but if bad management the business could 

even degenerate, that‟s why now more than ever is important to size services that go hand in 

hand with the tourist‟s needs and capabilities in order to built synergies and maximize the 

consumer‟s utility and, at the same time, companies‟ revenues. 

But, despite the good performance, the on-line channel is still undervalued and not exploited 

at its best; the consumer still needs to be more confident and trustworthy about on-line 

transactions and, on the other hand, many tourist companies and destinations are still lacking 

an effective web marketing strategy. 

The future will be always more directed towards on-line communication, and Italy couldn‟t 

miss the opportunity to innovate its business model in this sense; this is especially true in the 

case of localities production as results from the first research on ICT and wine and food 

tourism showed scarce integrity between tourist contents and the more specific information 

on local production characteristics, or a low level of vertical and horizontal integration in 

tourism. Basically it seems that the sector‟s fragmentation and adversity to innovation is 

reflected in the on-line approach adopted by the actors. 
19
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2. Destination Management 

2.1 Destination management: features and functions 

 

The previous chapter has outlined the importance to built up an integrated system and the 

need to work closely and co-operate to promote and market not just a single service but a 

complete experience: the destination. 

How to differentiate the destination then? Ensuring the fruition of the cultural heritage, 

assembling a wide entertaining offer, providing quality shops and restaurants but, above all, is 

all about giving to tourist the experience of the territory or its local traditions. 

In this setting has developed the destination management organization (DMO) defined as the 

planning and marketing activity to attract tourists: the ideation, planning, implementation and 

commercialisation of the destination‟s integrated offer. 

Tamma (2002) stress its dynamic aim: “the destination management is the sum of policies, 

instruments and organisations shaping their features on the external environments and 

evolving with it.”. 
20

 

To be more specific the destination management involves: 

 

- The creation of a high quality tourist product 

- The optimisation of the benefits, aligning the divergences of the stakeholders 

- The maximization of the tourists‟ expenditures 

- Support the small and medium enterprises in their operational activities 

- Balancing positive and negative effects on social and cultural environments 

 

The process to launch in the market the product destination is pretty long and critical; it 

involves many different activities and  it need the integration of broad competences to ensure 

effectiveness in the following activities: 

 

- Research and intelligence: the analysis of market‟s trends and consumption patterns 

- Plan and development: planning and implementation of the destination‟s  development 

strategy 

- Promotion and marketing: the creation and communication of the destination‟s 

identity and image 
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- Services and commerce: activities linked with delivering information and services 

during the purchasing process and customer management  

- Support to enterprises: monitoring the quality standard and performance adjustment, 

assistance and development of collaborative networks 

- Content management: information and infrastructures management; development of 

the supportive informative systems  

 

Beside an accurate planning and in itinere management of all the above activities, very critical 

is also the marketing plan definition: the strategic and operative measures to be implemented 

to promote and commercialise the destination worldwide. Selling a destination is not as easy 

as promoting a single product, many different variables are affecting the consumer‟s 

perceptions and the co-presence of multiple elements makes the marketing strategy 

management more critical.  

In the following chapter I will present a brief explanation of the strategic and operative 

actions in the context of destination marketing. 

 

2.2. Destination marketing: how to market destinations 

 

The destination marketing, is “the sum of all the activities and processes to connect sellers 

and buyers aiming to answer to tourists‟ questions and reach a competitive place”
21

, having 

the two main objectives of improve competitiveness and raise attractiveness. The latter is 

simply how the destination is perceived by tourists while the former is “the ability to create, 

produce and distribute the products or services to the international market, ensuring at the 

same time an high level of productivity and resources‟ rationalization with the final objective 

of valorise the specificity of the local products and services.”. 
22

  

Obviously the marketing campaign for the destination has to be planned carefully. The 

starting point is a field study of the market situation: the actors involved in the system, the 

demand and the needs as well as the macro environment‟s social and political conditions. 

In order to be effective the marketing strategy should be build up exploiting the strengths of 

the destination and, on the other hand, trying to reduce at best the weakness. Another 

important step is fixing objectives that are precise, clear and measurable. These objectives 
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will be the benchmark to make evaluation and performance assessments after the strategy has 

been implemented.  

Only through the involvement of all stakeholders it will be possible to reach the final goal and 

win the competitive game: nowadays the market is extremely competitive and a non 

collaborative approach won‟t be effective over time; what is needed today is the convergence 

of different resources and skills, the contributions of every single actors working on the 

territory, as the only way to build something not easily replicable is exploiting path 

dependency and local identity. 

The destination vision, or the overall strategy for the destination, could be based on three 

different ways of action: 

 

- Growth strategy: aiming to increase the number of arrivals in the destination. It could 

be carried out with actions focused on products or on markets. 

- Differentiate strategy: is the way to stand out in the market, offering services and 

products that are different, unique. Could be done by targeting just a specific niche of 

the market, for example by offering high quality services at very high prices or by 

counting on offering the best value for money, gambling on low fares and higher 

convenience.  

- Segmentation strategy or offering the right products to the right target. It could be a 

vertical strategy, targeting each segment with one product or service or an horizontal 

strategy which means, starting from a big one segment is then possible to innovate and 

subdivided it in smaller group and then start targeting these growing markets. 

 

The choice has to be made looking at the macro environment in which the strategy will be 

implement and the tools used has to be carefully evaluated trying to be as much creative as 

possible. Whatever is the type selected the strategy should then bring to place the destination 

in the market with a clear and specific, preferably unique, image.  

The destination‟s positioning depends mostly on the vehicle destination‟s image which, in 

turn, depends also on the level of competitiveness.  

A destination is competitive when it has a bigger market penetration than the average, when 

its offer has something more to deliver, when it has been able to create added value. This 

concept isn‟t just referring to the physical number and variety of the attractions but is made of 

both tangible and intangible elements, is what gives a positive connotation to the destination‟s 

experience.  
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According to Ejarque (2009) the added value spring out from personalization or 

differentiation. Personalization is when to a specific target is addressed a specific offer that 

suits at its best the consumer‟s expectation. In this case the added value is perceived because 

of an higher level of costumer‟s satisfaction: he got what he wants. Obviously an effective 

personalization requires an equally accurate segmentation of the market. 

Using differentiation, instead, means focusing on delivering something different, attract 

tourists stimulating interest with the promise of experiencing something new. 

The instruments to communicate this difference is the Unique Destination Proposition (UDP), 

the written communication of the destination as different and unique compared to the market. 

It has to be unique, exceptional, with the right appeal and not replicable. Moreover it has to 

represent the spirit of the destination, being able to describe its strengths through just few 

words. Winning examples are  New York with the legendary slogan “I love NY”  or the 

recent “Incredible India”. Simple but with a strong impact, addressing to communicate 

emotions rather than information, appealing to emotional benefits rather than functional ones. 

Nowadays two are the element that seems to generate the best added value: authenticity and 

innovation. The former could be presented with initiatives that aim to discover the roots of the 

territory, like local speciality and old traditions while innovation is more linked with dynamic 

strategies and a flexible organisations of the system being able to keep up with the rapid 

market‟s changes. 

The added value is also measurable and is important for destinations to keep this value under 

control, monitor its trend and make the right adjustment when relevant. The formula is very 

simple:  

 

Added value: performance/costs 
23

 

 

Where with performance is intended the overall experience‟s evaluation and costs are both 

directly measurable costs (i.e. money) and all the immaterial costs sustained before and while 

on vacation (time spent to get information, opportunity cost). Positive records came out when 

performance is greater than costs, when the tourists perceive a fair or even favourable value 

for money or value for time. 

The other major constituent of the destination‟s positioning is attractiveness. Attractiveness is 

dealing with the image and the identity of the territory. Raising attractiveness deals with 
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coherent and unique identity, communicated through a strong image, stimulating emotions 

and feelings. 

The destination‟s identity can‟t be forge from nothing, it has to be carefully specify starting 

from what traditions and territory are; it has to personify what the destination has been, what 

is now and in which direction it is moving. Coherently with this consideration identity is 

made up of four components: benefits, personality, culture and physical amenities. 

Benefits could be tangible or intangible, personality is the main traits of the destination, how 

is recognised internationally, what is famous for; culture is whatever deals with the social 

environment and the local traditions and attitudes, lastly amenities are all that physical 

attractions, relevant to sustain tourist flows but non sufficient to increase destination‟s 

attractiveness. 

The strategy to built up a good identity is to link the amenities with the culture, sustain the 

destination‟s personality and offer to the market a wide range of benefits which could not be 

find elsewhere, because strictly embedded with the site. 

In order to ensure a proper level of coherence is then necessary to involve all the stakeholders 

in this process and let them share the same identity, every single actors need to take the 

destination‟s identity as a guideline for its own business model. Adopting the same 

framework in fact ensure a higher coordination, a better understanding and a similar approach 

to promotion, as a consequence the final result will be definitely stronger, releasing benefits to 

all the parts involved. 

Image, on the other side, is affected by external parts, and its management is much more 

difficult and critical. Difficult because how the destination is perceived by tourists, or its 

image, is correlated with what is said about the destination by the external world. Media, in 

this regards, has a very relevant incidence: newspaper, magazine, television, internet are 

sources of information that aren‟t under the direct control of the DMO, and what they said 

about the destination highly affect public‟s perceptions. Thanks to the web 2.0 and the 

widespread of the social network this process is much more true and harmful; today is in fact 

possible for anyone to express its opinions and share it with all the world interfering with the 

process of image‟s creation. The challenge that all the destinations are now facing is then how 

to exploit the potentiality of the media and its interactivity turning possible threats in their 

favours.  

Social media and content sharing are too much important and widespread to be totally 

ignored, so the only open path is to work on bi-directional communication, allow to the target 

market to express themselves and learn from them rather than just ignore their voice. 
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If good managed a strong image is an unfailing source of competitive advantage. When an 

image is strong and positive perceived it usually turns into a brand, and here it‟s all the 

benefit. A brand is associated always with specific values and remain much more impressed 

in the head of the consumers, it is often recalled during purchasing process making it stronger 

and stronger over time.  

The trick it‟s all about the ability of the management system of linking the destination with 

specific values, ensure the association of the destination brand with positive feelings and good 

emotions, fostering the storage of good memories in the customer‟s mind. The way to do so is 

working on customer relation management during all the phases of the purchasing process; 

during early stages is necessary to, first of all, raise brand awareness and stimulate interest, 

while the tourist is actually consuming the experience is important to reinforce positive 

feelings, and, finally, during the post consumption and evaluation phases retain and keep the 

tourist interested, pushing the consumer to came back again. 

On a practical level this comes from a precise definition of the immaterial and graphical 

features of the brand. Immaterial elements are strictly correlated with the destination‟s image 

and identity while the graphical element is about the logo: a mix of visual and written 

components. 

In practice different types of brand and logo has been created in the market: from the 

symbolic brand of Paris (symbolic because it strength is the icons of the tour Eiffel) to the 

simplest nominal brand of Brasil, that has nothing more than the name of the destination, 

passing trough the common product brand displaying a famous typical product. However 

what is not to be forgotten is that, whatever is your idea, is very important to always monitor 

the brand‟s lifecycle, trying to reduce the discrepancies between what you want to 

communicate and what is actually perceived by the final customer, eliminating or managing 

the external interference of third parts. Just as example Italy lacks a catchy brand. The logo, 

displayed below, is nominal, without an unique selling proposition, nor a playoff, just the 

name Italia with a small string recalling the national flag. 

For Michela Vittoria Brambilla, Italian minister of tourism, the logo represents:  

“Tidiness and severity together with the typical Italian musicality and the frivolity that 

characterises the unique Italian lifestyle” but the public‟s perception isn‟t actually the same: it 

is considered boring and with no appeal. “Magic Italy go home” is a facebook group of 3,258 
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people that doesn‟t like at all the new brand affirming that “the logo, as it is, is offensive for a 

nation whit a decent and sometimes glorious project oriented culture”.
24 

 

Fig. 1. “Magic Italy” logo, June 2009 

 

 

2.2.1 What to sell: territory’s “genius loci” 

 

As we have seen the latest issues in tourism are: 

 

- Personalization: destination should work on personalization to design a differentiated 

offer to satisfy peculiar consumers‟ needs 

- Motivations: emotional factors are rather more important than functional needs: 

tourists ask for experiences 

 

This has lead to the diffusion of the destination marketing: how to organise and market a 

destination making it competitive and attractive. If we turn to analyse marketing strategy it‟s 

important to define a proper marketing mix: product, place, price and promotion. Leaving 

aside price, place, promotion and product are relevant element that, in the context of DMO 

acquired specific features.  

Differently form what you could think the destination is not actually the product that we sell. 

The destination is the setting, the context in which tourist products are offered. In order to 

attract tourist flows is necessary to design a series of additional benefits and services that 

complete the package.  

In literature (Antonioli et al, 2004; Petti, 2009; Croce et al, 2010), the discussion is about 

creating a tourist district, or to set up a network of actors, operating in different fields but 

sharing the same beliefs, and business vision. The district would act in a framework of co-

creation, valorising and promoting the overall system, not just their own business. In the 

context of wine and food tourism the product to be sold is the territory, the area, or, better to 
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say the production context. Visiting a territory, living the local setting, understanding the 

culture is the real experience. The additional benefits to be offered are therefore those that 

promote the value of the territory, its typicality, its local production, its intangible 

characteristics, developed over time and strictly linked with history. The added value, the 

source of competitive advantage steams directly from the display of the production and local 

setting: the territory and its natural resources, the supply chain, the production process, the 

local products, the culture and values of the local population, their attitude and knowledge. 

Every single actors has to size its specific offer in the context of the territory, emphasizing the 

uniqueness of its products but remaining coherent with the locality and respectfully of the 

territory. Ensuring a proper quality, would develop over time in good territory reputation: 

products originated in that area would be associated with high quality standard, the origin 

itself would be a guarantee and tourism, consequently, would likely became the sustainable 

factor for economic development. The aim for any area with a gastronomic relevance is then 

to create a brand for its territory associated, whereas possible, with distinctive values and 

products. Of course this process is the result of a well managed and timed strategy: the ex-

ante definition of fixed objectives, the proper involvement and integration of all the 

stakeholders, a favourable setting for visitors, a rigid control and a dynamic structure. 

  

2.2.2 The tourist card 

 

Tourist cards are the marketing tools used to commercialise a territory and its resources; by 

bonding together a series of tourist services, commercialising them under just one product, is 

possible to market an attractive and unique local experience.  

The card gives to holders a series of benefits and advantages in terms of time and cost savings 

and it is also a very efficient information medium addressing tourist flows to minor sites and 

attractions. The combined effect is therefore a better tourist experience, valorising the 

destination and improving the destination‟s image; for destination management the card 

ensures, instead, a control over tourist flows, data collection and the integration of  scattered 

actors. 

Operatively speaking three typologies of card are possible: 

 

- The very basic tourist card that gives to holders the right to have reductions on 

entrance tickets for monuments and attractions 
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- All inclusive card: the tourist pays a fixed amount and then he has unlimited free 

access to all the attractions included in the network 

- Pay as you go card, basically a tailor made card, the tourist decided which are the 

attractions that he wants to visit and he pays a variable amount  

  

Many cities‟ municipalities had already set up their own tourist card, varying for operative 

and strategic characteristics. Just to name a few, in Europe, we have Berlin, Amsterdam, 

London, Copenhagen, Madrid, Rome but even smaller cities such as Genoa and Turin. Cards 

has limited availability, free public transports, free entrance in museums, and few includes 

benefits in shops and restaurants. The card is then a powerful tool but, for the moment, its 

potential is restricted to a traditional approach and a traditional tourist fruition. With the 

advent of tailor made breaks in the future would be necessary to adapt cards and think about a 

wider usage of this instrument, in the context of valorisation of territories‟ cultures. 

 

2.2.3 The on-line distribution   

 

“Ict development is not the goal but the medium to be implemented for boost the development 

of destination management […] is right from integration that competitiveness arise not from 

technology.” 
25 

 

In the context of the promo-commercialisation the web has an important function: 

 “a destination‟s website is the fundamental element for the promotion and promo-

commercialisation of a territory, is the centre of the entire communication and, at the same 

time, the starting and ending point of all the correlated activities. It is right the glue between 

the territory and its public as it represent the tourist organisation and the management. Briefly 

the site reflects the destination in every of its aspects. ”
26

  

Well designed websites have positive effects not just on the virtual image of the destination 

but even on the real one (Baggio 2005; Hahn et al. 2003): multimedia, interactivity, non 

linearity and immediacy are the key characteristics upon which could be created added value. 

Thanks to the web is possible to target diverse and distance segments, stimulate interests and 

give visibility to different aspects of the destination, such as its culture, its traditions and its 

locality.  

                                                 
25

 Petti C. 2009  
26

 Pesarini S. 2010; pg. 7 



34 

 

 

 

The vacation begins on-line: the tourist get in touch with the destination, evaluate the offer 

and decide. Therefore nowadays is even more important to plan an on-line communication 

strategy and catch the tourist from the very begging of his decisional process. In literature has 

been discussed three different approaches for destinations‟ promo commercialisation 

(Ejarque, 2009; Petti, 2009; Antonioli et al, 2011): 

 

- Informative approach: is the simplest way to built up the destination‟s portal. The web 

is used simply as an information display whit lists of restaurants, hotels and cultural 

attractions. No market segmentation‟s no appeal in the offer provide: basically a not 

efficient marketing tool. Examples of this approach are the so called displayed 

websites 

- Indirect promo-commercial approach: is the evolution of the aforementioned example: 

a portal with information and some visual appealing elements (virtual tours and photo 

gallery). The approach is indirect because the role of the DMO and the role of privates 

is detached: the former promotes the services offered by privates. Database websites 

are typical of this approach 

- Complete promo-commercial approach: is the best way to organise for 

competitiveness. The DMO assume the role of strategic director of the tourist offer but 

also it is the intermediaries between demand and offer. All the relevant information 

are on-line, is also possible to make on-line reservations and purchases. Mini-market 

websites, supermarket websites and marketplace websites are the three different 

examples of this approach. In details: mini-market websites are destination‟s portal 

with e-commerce or on-line reservation systems, the offer is pretty small. At a 

secondary level we have the supermarket websites: information database and 

reservations system in real time. Finally the marketplace websites, as the name 

suggest, display a wide range of products: accommodations, tours, entrance tickets, 

tourist cards, all purchasable on-line. The services are usually organised following a 

market logic: B2B and B2C, and towards specific targets of demand. 

 

Those three different approaches vary for level of integration and competitiveness. These two 

variables are positive correlated with the richness and completeness of the contents: display 

websites are poor marketing tool, that don‟t require high integration, web marketplace are 

very powerful marketing instrument that need system‟s integration, collaboration among 

actors and a continuous update.   
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Furthermore aesthetic has a great importance when setting up a destination portal. The layout, 

the graphical organisation and the multimedia features are what impress users at first, they are 

the factors upon which stimulating interest while contents, instead, influence satisfaction and 

retention.  

The Italian online travel market continues to grow faster than the European average and is 

expecting to reach 22% through 2010, surpassing the European average
27

.  

No more time wasting, Italy need to be conscious of the increasing importance of the on-line 

tourism and start to implement a on-line tourism strategy passing through a change in 

business culture and vision, because managing efficiently the technologies is a source of 

competitive advantage but it isn‟t the final solution. 
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 http://www.newmediatrendwatch.com/regional-overview/103-europe?start=2  

http://www.newmediatrendwatch.com/regional-overview/103-europe?start=2
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3. Milan and tourism 

3.1 The tourism’s incidence in Milan’s economy 

 

When thinking about Milan tourism is definitely one of the latest associations to come up, the 

metropolis is one of the most important economic hub of Italy, leaving no space for the idea 

of a city to visit and discover. However the economic impact of the tourism sector on Milan is 

pretty relevant, because of an established business segment and due to an increasing interest 

of leisure tourists in Milan.  

Milan, in fact, has been ranked one of the top forty-one place to visit in 2011 for the “New 

York Times”: it is said to be the new hot spot for art and culture, the new trend setter in 

fashion and design, basically a city with a notable creative attitude. This is especially true if 

we look at the data gathered in the chart above: the arrivals trend is steadily increasing, 

reaching more than 3,5 millions in 2009. 

 

Graph 1 2006 – 2009 Tourist arrivals in Milan. Source: Osservatorio del Turismo, 2010 

  

As said before, the main problem for Milan is the relevance of the business segment; this 

cause an high seasonality in the tourist flows especially in spring (March, April and May) and 

early autumn (September and October), when major fairs are held in the city. Evidences come 

from a study carried out by “Università Cattolica del Sacro Cuore” that has also outlined the 

highly business oriented Milan‟ s tourist offer: more than the 60% of the registered arrivals 

choose four or five stars hotel accommodation (while the national average is three stars hotel), 

the average day expenditure is pretty high with a value esteemed around 312 €, spend mostly 

for accommodation and shopping. Therefore the tourism experience of Milan is pretty 

restricted, Milan is famous for shopping and for its business attitude and the cultural and 

entertaining offer is mostly ignored with few exceptions such as La Scala Theatre, the Duomo 

Cathedral or DaVinci‟s Last Supper. Deserve a mention the dining offer, again because of the 
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high incidence of the business segment
28

; Milan has, in fact, a wide range of restaurants, 

many internationally awarded, as well as a considerable and interesting wine and food 

tradition made up of wines coming from the all province and typical product, always being 

part of the collective imaginary of Milan and its inhabitants. 

In conclusion Milan has an interesting and quality tourist offer, Milan has incoming tourists, 

Milan has even the economic resources to be competitive, so let‟s try to understand why the 

tourism isn‟t boosting itself. 

 

3.2 The image of Milan 

 

“It‟s the creation of new relationships between the society and the physical space, which, 

based on new values and new imaginaries, gives to the city new meanings and an original 

aspect […] in the modern city the visual consumption of view ranges from the pure image 

consumption to the material and experience consumption such as buying traditional products, 

visiting a museums or be part of an event immersed in that typical atmosphere recalling the 

genius loci of the place” 
29

. 

 

The urban tourism is a new emerging trend dated back to the late eighties. Thanks to low 

costs vectors and a general increase in life‟s‟ standards, people started to move towards cities 

for short breaks. Atmospheres and contexts are the main influencers for cities‟ attractiveness: 

tourists want to live the traditions and experience the city as a whole, from its cultural 

heritage to city dwellers‟ attitude.  

As a consequences the more the city‟s ability to build up an effective image, fulfilling social 

and cultural needs, the more the increase in visitors arrivals and tourism economic incomes. 

But building up an effective reputation is not easy to do: the process is influenced by many 

external variables and therefore required an high level of control and a dynamic plan. 

Nowadays the major interference is operated by  mass media, influencing the way how the 

city is perceived: “ Commercials, television, cinema, newspapers, fashion magazines, 

websites are the creators of the urban  attractiveness as well as the magnetic effect that they 

have on the different contemporary publics: bigger, international and culturally and socially 

diversified, basically a global public”
30

. A research conducted by IULM University in 2008 

                                                 
28

 VV AA. 2005 
29

 Ibidem p. 131 
30

 Roditi G. (Edited by) 2008; pg.121 
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shows, through a qualitative and quantitative evaluation of selected German, French and 

English articles, having Milan as subject, how Milan is perceived internationally.  

The graph illustrates the situation:  

24%

16%

10%

5%

31%

Fashion 

Arts & Culture

Economy

Tourism &

Territory

Media &

Entertaiment

Others

 

 

Graph 2 Articles by contents in foreign press, data collected in 2007. Source: “Europa vede Milano”, IULM 

University, February 2008 

                                                    

Milan, therefore, is mostly associated with fashion and shopping (24%), with a clear focus on 

the annual Milan fashion week and the design fair “Il salone del Mobile”. The second big 

group is arts and culture with 16% of dedicated articles but, again, it‟s all about the most 

famous attractions (La Scala theatre or Duomo Cathedral); then it comes economy and 

business, because of Milan stock exchange and service industries the city is well known as 

being Italy‟s economic capital. Tourism and territory, instead, is not of particular interest for 

foreign press as media and entertainments, even if Milan is the headquarters for many media 

and entertaining companies.  

Others results underline Milan‟s inability to communicate a clear identity as the city‟s 

adjectives fluctuate between “global”, “expert”, “creative” and “rich” and Milan as “cold”, 

“inhospitable”, “false” and “unsafe”
31

. Milan is perceived as an economic capital, modern and 

dynamic but also chaotic and grey, Milan is one of the most important worldwide fashion 

capital, elegant and stylish but expensive and not accessible for mass market, Milan has 

culture and history but they aren‟t integrated nor communicated effectively. Combining the 

                                                 
31
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output of another qualitative investigation of Milan and its image
32

, carried on through 

interview to national and international opinion leaders and stakeholders, the overall scenario 

isn‟t positive at all: 

 

- Big discrepancy between how Milan is internationally perceived, how Milan is 

national perceived and how Milan perceive and promote itself 

- A non efficient exploitation of its strengths: Milan is relaying just on being the fashion 

capital, leaving aside other unique characteristics that could instead be drivers for a 

competitive strategy 

- A passive image building: Milan is not an active co-author in the representation of the 

city made by media, coming out with a weak and not precise identity 

- The lack of investments in promotional activities addressed to make Milan‟s 

personalities widely known and appreciated (media, science, innovation, territory, 

cultural attractions) 

- The inability of integrate the city with the different excellences. Fashion, design, fairs, 

health care are innovative per se, they are acting individually without a common 

strategy  

 

A massive intervention is then required and cannot be postpone any more: Milan needs a top 

down approach, public policies that push the formation of collaborative approach among 

private actors in order to create a new brand for the city, supporting the construction of a new 

innovative image and a strong identity linked with Milan‟s peculiarity and strengths.  

 

 

3.2.1 Milan and its territory: the wine and food driver 

 

The aforementioned results depicted the non favourable situation of Milan regarding its image 

and attractiveness as tourist destination, or, its limits in being a destination just for business 

and shopping purposes. Beside fashion and economy Milan has a lot to offer, it has an 

interesting and peculiar legacy from its glorious past, it has traditions, and a cultural heritage 

coming both from the city itself and the whole region: the territory nearby is per se an 

                                                 
32

 “Brand Milano”: a qualitative research to identify new strategy for valorising Milan‟s territory. The research 

has been conducted by IULM University in collaboration with public entities (Milan‟s municipality and Milan‟s 

province) and published in 2008 
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estimable asset, especially for its local production. Looking again at the data collected by 

IULM Univeristy, tourism and territory factor is divided as following: 

24%

30%

19%
8%

11%

Tourism 

Transportation

Territory

Environment

Wine & Food

Others
 

Graph 3 The composition of “Tourism & Territory” factor. Source: “L‟Europa vede Milano”, IULM University, 

February 2008 

 

 

Transportation is related mostly with Alitalia and Malpensa airport, high quality hospitality is 

also a relevant topic while restaurant industry, and wine and food in general is not rightly 

treated. Opinions on Milanese‟s dining experience are in contrast with positive and negative 

rating, while no words are spend on local production, and culinary tradition. 

Referring to “Brand Milano” research, it came up that Milan has many symbols linked with 

wine and food:  

- La cotoletta alla Milanese 

- Risotto alla milanese 

- Ossobuco 

- Il Panettone 

- La Cassoela 

- La Michetta 

- Il Campari  

 

Even if ignored by the majority, Milan‟s municipality has established the De.Co or 

“Denominazione Comunali”: a distinction assigned to specific products, belonging to the old 

Milanese traditions including widely known dishes but even old ones that are now forgotten. 
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The last update in 2008 recognised: Michetta, Panettone, Cassoela, Risotto alla Milanese, 

Ossobuco, Minestrone alla Milanese, Costoletta alla Milanese, Mondeghili (meatballs), 

Rostin nega‟ a (veal), and Barbajada (an hot beverage made with coffe, cream and chocolate). 

For what concern the territory nearby the wine and food component goes around the wine 

production, with at the top the Franciacorta area and its sparkling wine.  

Due to the increasing relevance of the wine and food tourism and the necessity to preserve the 

local production, since 2005 Camera del Commercio Milano together with others associations 

has established the “Denominazione di Cucina Ambrosiana” (DeCA), a quality recognition 

for restaurants that have in their menu at least five traditional dishes, made with local seasonal 

products; in Milan area 84 are the restaurants awarded with this mark.  

Other similar initiatives are the quality certification for the typical Christmas dessert, “Il 

Panettone” given just to whose is producing it in accordance to the original receipt, and the 

predisposition of diverse quality labels to identify those local products produced under 

specific process, respecting the tradition and the environment. Moreover, among the 202
33

 

typical products, there are 13 DOP (an EU quality assessment for local products) and 8 IGP or 

the label certifying the provenience of a specific product. Concerning wines, there are 20 

DOC and 5 DOCG in the whole Lombardy while just one DOC in Milan‟s area, the San 

Colombano al Lambro DOC, a red wine made of Barbera, Croatina and Rara grapes.  

Moreover, field study on incoming tourists
34

, shown that Milan‟s wine and food is rated 8,00 

out of 10, doubtless a good result but not so satisfactory if we consider that, for leisure 

tourists, wine and food score is second last above architecture.  

 

Graph 4 Tourists‟ perceptions on Milan‟s cultural offer. Average score on numerical scale from 1 to 10    

Source: First report on Milan‟s competitiveness, January 2010 

                                                 
33

 Products recognised as typical by the « Ministero delle politiche agricole, alimentari e forestali”, June 2008  
34

 Results from “First report on Milan‟s competitiveness”, January 2010 
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In conclusion the wine and food could potentially be a real driver for the tourism economy of 

Milan and its territory: the lack in efficiency has to be addressed to an not efficient internal 

communication rather than to a lack of resources. 

“The destination promotion is now more than ever interconnected with the valorisation of the 

typical products”
35

, therefore giving a new image to the city of Milan, raising its 

competitiveness in line with others European capitals, has to pass trough the establishment of 

preferred channels to communicate region‟s locality.  

 

3.3 The tourism system in Milan 

 

The aim of this chapter is to describe the current scenario in tourism offer regarding Milan 

and the whole Lombardy: the policies implemented, the critical factors, the public 

interventions and the future expectations. 

The territory is doubtless one of the best in Italy for the variety of offers and for 

infrastructures: cultural tourism in historical cities, such as Milan and Bergamo, adventurous 

and sporty vacation on the mountains, wellness and relax on Como lakes, international fairs 

and events held on a regular basis in Milan, local interesting realities such as Mantova and 

Cremona, wine and food itineraries (Franciacorta wine road, Valtellina and Garda area) the 

industrial excellence of Monza Brianza district are just examples of what you can experience 

while travelling in Lombardy. So what makes the tourism so underdeveloped? Why 

Lombardy isn‟t one of the leading region when speaking about attractive destinations? It has 

natural resources, it has cultural attractions, it has infrastructures, it has services, it has 

monetary resources, and entrepreneurial attitude, it is just lacking a system and a long term 

approach. 

If we goggle the key word “Milano” 113.000.000 results show up, the official Milan  tourism 

portal is at fourth place, while typing “Milan” it does not event appear in the first page. “Visit 

Milan” and “visit Milan” return the same problem: the municipality website is bad located 

and not really valorised
36

.  

However we could count around eleven web addresses that gives information regarding Milan 

and help to plan a visit to the city. The drawback is the fact that none of them is well 

managed, in most cases owned by private companies, the main scope isn‟t tourist information 

                                                 
35

 Antonioli Corigliano M. et al, 2004 
36

  search made in December 2010 using Google search engine 
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and territory valorisation but the promotion and selling of travel agencies tourist services. 

Consequently the information selection is based on business relations and therefore couldn‟t 

be objective. The following chart, presenting the main characteristics of the analysed 

websites, summarise the situation: 

 

URL Type Languages Owner On-line  

reservation 

on-line  

purchase 

Web 2.0 

Ciaomilano.it Informative Ita/eng/chines

e 

Kiwi Milano Booking.com no No 

Milano24ore.it Indirect 

promo-

commercial 

Ita/eng/germa

n 

Milano24ore Venere.com Just 

MilanoCard 

No 

Milanoweb.net Informative Ita/spa/Fr/eng  booking.com no No 

Milanofree.it Informative Ita/eng/russia

n 

milanofree venere.com no forum 

Aboutmilan.com Informative English  booking.com Milano Card, 

Last supper 

tickets 

No 

Hellomilan.it Informative English Art’idea s.r.l no no No 

Milanoinfo.eu  Under construction 

Visitamilano.it Informative Ita/eng Provincial 

administration 

no no No 

Turismo.Milano.it 

(official Milan 

webiste) 

Informative Ita/eng/chines

e 

Municipality external 

websites 

no No 

Table 1 Milan‟s informative website characteristics, January 2011. 

 

To sum up: two out of eleven web addresses are held by public institutions while the others 

are privately owned without any partnership with the municipality, making the sites not 

objective and not complete in providing information. In addition sites are on-line windows 

display, the e-commerce functionality is restricted to MilanoCard purchase and on-line 

reservations services are all managed by third parts; finally they lack in interactivity and in 

multimedia contents, few languages options are available and the sites have a bad usability 

level.   
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4. Milan and Copenhagen: similarities and differences in destination management 

4.1 Case context & research questions 

 

So far we have demonstrated the strategic role played by tourism in sustaining and developing 

national economies and the common marketing strategy adopted by destinations to be 

competitive and attractive. In this scenario each destination should refers to general guidelines 

but size a specific position in the market, looking for differentiation and distinctiveness. In the 

third chapter it came up how Milan is widely perceived: a fashion capital, an economic hub 

and a incubator for creativity. Unfortunately Milan isn‟t associate at all as a place to visit per 

se (evidences are the preponderance of business tourists over leisure ones and the average stay 

around 2,2 days), but once in town the tourist services matches tourist expectations for 56% 

of the sample, while for the 40% of the sample the services even exceed expectations
37

. 

Considering also the recent municipality intervention in tourism planning, there are wide 

margins for improvements and Milan would potentially be, in the very next future, an 

international tourist destination. Deserve a mention, in this regard, the universal exposition to 

be held in Milan in 2015: an occasion to redesign Milan, empower its infrastructures, re-

launch its image worldwide, built awareness and spread consciousness even among residents.  

On the other hand Copenhagen has the same problem: low tourism flow mainly due to its 

high competition. What is very interesting to see in this regard is how the two cities are 

responding to this problem, what are the actions to be implemented to increase their 

attractiveness and promote the city internationally.  

Copenhagen and Milan are very different realities, with different strengths and weakness: the 

aim of my study is therefore to see the measures taken by the municipalities to valorise their 

resources and be competitive.  

For Milan this exercise would be much more easier as it has intrinsic resources ( wine and 

food, artistic masterpieces, historical monuments) linked with the widespread positive 

feelings toward Italy and the Italian culture; while for the Danish capital selling itself would 

not be very immediate, suffering high competition and not favourable natural resources. 

Considering these different situation I‟ve decided to investigate and compare the two 

approach on three different levels: the organisation of tourism, the marketing strategy 

implemented and the wine and food component. 

The choice to focus on enogastronomy has been made in respect to: 
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 Data collected for the fist Milan‟s competitive report, January 2010 
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- The increasing importance of locality and typical production in tourism (already 

mentioned in previous chapters) and wine and food as a critical success factor to boost 

territory‟s attractiveness. 

- The coherence with Expo 2015 theme: “ Feeding the planet, energy for life”. Expo 

2015 will be an extraordinary universal event displaying tradition, creativity, and 

innovation in food industry. The sub themes are connected with different facets, from 

the application of science, technology and innovation in the food supply chain to food 

culture and food lifestyle passing trough dietary education. 

 

More specifically the research questions are the following: 

 

1. How Milan and Copenhagen are organising for tourism? Which are the organisational 

structures adopted? Which are the two different marketing strategies implemented? 

How they communicated their USP, how they promote their distinctiveness?  

2. Considering wine and food, how the two cities are strategically exploiting this driver? 

Is wine and food a critical factor of their marketing strategies? Are they efficiently and 

effectively using the on-line channel to promote gastronomy? 

3. In the light of Expo 2015 Milan‟s wine and food valorisation is a not to be missed 

opportunity, how Milan is organising for this? Which are the expectations of the 

people involved and which strategies would be potentially implement in order to be 

successful? 

  

4.2 Methodology 

 

The methodology adopted is based on qualitative data collection, both for Milan and 

Copenhagen. Regarding the first research question I‟ve carried out structured interviews to 

main tourism organisations: in the case of Copenhagen we have  Wonderful Copenhagen and 

Visit Denmark, while for Milan I‟ve interviewed the Head of Identity ad Tourism policy.  

The wine and food incidence has been assessed through a qualitative evaluation of selected 

website, talking about wine and food in the two cities. All the analysed websites are public 

portals, with an informative or indirect promo commercial approach. Italy and Denmark has 

been compared also to Spain as a benchmark, being a successful case in this regard. 

The sample encompasses national, regional and local websites:  
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1 www.turismo.milano.it   Official Milan’s tourist portal 

2 www.visitamilano.it Milan’s province tourist portal 

3 www.turismo.regione.lombardia.it Lombardy tourist portal 

4 www.italia.it Italy’s official tourism portal 

5 www.buonalombardia.it Regional website focused on wine and food 

6 www.denmark.dk Danish official tourism portal 

7 www.visitdenmark.dk Official Denmark tourist website guide 

8 www.visitcopenhagen.dk Official Copenhagen tourism portal 

9 www.barcelonaturisme.com Barcelona’s official tourist portal 

10 www.spain.info Official Spain’s tourism website 

11 www.gencat.cat Region Cataluyna official web page 

 

The qualitative evaluation is based on predetermined qualitative index, following the 

evaluation scheme used by Baggio in assessing European cities‟ portals competitiveness. The 

list of characteristics has been previously adopted to the case of wine and food and the result 

are 25 index, divided in four categories (first impression, visual display, informative contents, 

interactivity and services). After that has been assessed an objective evaluation on the 

presence / absence of 18 attributes, necessary as the literature on on-line destination 

marketing.  

By combining the two results is possible to induce an heuristic qualitative index: 

 

QI = (Average Evaluation value) x (% covered services) 

 

This index is useful to make an overall evaluation of the communication medium features and 

could be easily used for comparison across sites. 

Lastly, the in-depth examination of Milan and its strategies for Expo 2015, has been based on 

a brief questionnaire, administrated to a simple sample (n=72) of people not from Lombard, 

and on 8 unstructured in depth interviews to different opinion leaders working in restaurant 

and tourism industries.  

 

 

Following the list: 

http://www.turismo.milano.it/
http://www.visitamilano.it/
http://www.turismo.regione.lombardia.it/
http://www.italia.it/
http://www.buonalombardia.it/
http://www.denmark.dk/
http://www.visitdenmark.dk/
http://www.visitcopenhagen.dk/
http://www.barcelonaturisme.com/
http://www.spain.info/
http://www.gencat.cat/
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1. Dr.ssa Giulia Crivellini,  Comunication and External Relations Division for Expo 

2015  

2. Dr. Massimiliano Taveggia, Head of Identity and Tourism policies, Milan 

Municipality 

3. Dr.ssa Alessia Del Corona, Cultural Promotion and Cooperation Division, promotion 

and communication services, Milan Municipality 

4. Dr.ssa Francesca Tasso, Director of Artisitc collection for Castello Sforzesco 

Museums and author of “I Sapori dell‟ Arte – guida gastronomica ai Musei del 

Castello Sforzesco-“ Skira, 2010 

5. Chef Carlo Cracco, Owner and chef at Cracco (two Michelin stars), Milan 

6. Chef Claudio Sadler, Owner and chef at Sadler (two Michelin stars), Milan 

7. Chef Davide Oldani, Owner and chef at D‟O (one Michelin stars), Milan 

8. Marco Monti, Manager at Da Giacomo Restaurant and Giacomo Arengario, Milan 

 

4.3 Data presentation 

4.3.1 Milan is Tourism: Milan’s marketing strategy 

 

As evidenced previously Milan has many websites that, more or less, try to valorise the city, 

providing tourist information to incoming visitors. However the major of this unsuccessful 

websites are private initiatives whose main objective is to make private business, not the one 

of promote and market Milan per se. Nowadays the only actor    addressed to the organisation 

and control of the tourism system is the local public entity. From the data collected it came up 

that the municipality is now working on collaboration and integration, trying to figure out a 

shared marketing strategies, doing partnership with private actors.  

So far the tourism policies were decided just internally, and implemented without the support 

of a integrated web of actors of the local tourism industry. Funds come just from the national 

government and local authorities, therefore is pretty difficult to ensure high quality and well 

managed services. The managerial approach isn‟t efficient at all, it isn‟t transversal, nor 

independent from the politics, and the result is scattered intervention not supported by an 

integrated vision.  
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However it seems that something is changing: in July 2010 the municipality launched the new 

marketing campaign aiming to valorise the whole territory, making Milan an attractive and 

competitive brand worldwide: Milan is tourism. 

The whole project has as main goal “the development and valorisation of Milan as tourist 

destination” and has been developed in partnerships with several important private entities. 

The public sector wish to enhance and improve the city experience both for tourists and for 

residences, turning Milan into a better place to live and visit. As a consequence the project 

includes activities supporting the incoming flows but also measures to create a common 

ground, a shared vision of Milan as a liveable city with a lot to offer and to experience. This 

because, branding a big metropolis means, first of all, to involve the citizens and improve 

their personal perception of their locality. The starting point has been the construction and the 

communication of a new image for the city, and the creation ad hoc of the brand Milano to 

reinforce the city‟s awareness in the international market.  

The channels used are the off-line channel with traditional tools such as conference, paper 

advertisings, press releases and the on-line one with the establishment of the city‟s portal 

providing diverse information for incoming tourists and residences. The municipality had also 

market a wide range of products and gadgets branded “Milano”, sold in different shops and on 

the website. AmaMI card is the official tourist card of Milan, launched in July 2010, 

including a series of benefits for incoming tourists. The margin for success is pretty high but 

in the case of Milan it doesn‟t seem so. In August one of the major newspaper had reported 

the poor communicational efforts: no advertising or poster out in the city nor in-store 

promotion. Furthermore the majority of municipality‟s employee ignored the card‟s existence 

and the help line was not able to assist and provide any information
38

. Baggio et al (2011) 

have assessed an evaluation of Milan‟s portal, making comparison with others European 

cases, and findings aren‟t satisfactory: 

 

                                                 
38

 “AmaMi, la carta semi-clandestina” in La Repubblica Milano, 10 Agosto 2010 
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Graph 5 European city portals qualitative index. Source: Turismo & Web 2.0, January 2011 

 

Milan scores quite good in respect to others Italian city, but isn‟t competitive at all on an 

international level. The portal is very rich graphically, is well organised but the informative 

content is not complete, and it has no interactivity. European cities, instead, are exploiting the 

potential of the web 2.0 and their portals are rich in interactivity and content sharing, while 

Milan hasn‟t developed yet all that bi-directional on-line tools (forum, social network links, 

comments, webcam) that ensure  a proper involvement of the target.  

 

4.3.2 Milan’s marketing strategy SWOT Analysis 

 

Following is the SWOT analysis of Milan‟s marketing strategy, highlighting the most relevant 

features: 

 

 Internal factors External factors 

Positive Strengths: 

not replicable resources 

path dependency 

business segment 

Opportunities: 

partnership/collaboration 

cross marketing 

leisure segment 

ICT 

Expo 2015 

Negative Weakness: 

poor communication 

branding strategy 

no segmentation 

Threats: 

high competition 

negative perceptions of the city 
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Milan current scenario isn‟t really competitive. The city has a great potential: natural and 

artistic resources, cultural heritage and traditions and a good reputation for business tourism 

but is lacking in leisure segment. Even if recently the municipality moved in the direction of 

valorising leisure segment the measures are poor: communication not effective and a branding 

strategy not appealing (lacking a catchy USP and an identity). The market is not segmented 

and therefore the tourism offer result to be confused and not properly coherent with the 

different target.  In order to overcome the high national competition and change the negative 

diffused perception of Milan as a grey city the next steps have to be centred around the leisure 

segment, establishing partnerships and collaborations across public and private actors, as well 

as improve the bidirectional communication with the final consumers through a massive 

implementation of ICT. 

 

4.3.3 Copenhagen: live the Nordic experience 

 

Tourism organisation in Copenhagen goes around basically the two main organisations: 

Wonderful Copenhagen, focus just on market the Danish capital and Visit Denmark, which 

instead, works for promoting the whole national territory. 

Even if those are two separate entities they are working jointly, pursuing the common 

objective of attracting a great number of international, value-generating visitors to 

Copenhagen and the whole Denmark. 

 

4.3.3.1 Wonderful Copenhagen  

 

Wonderful Copenhagen (WoCo) is a “Business Fund” owned by the Capital Region with a 

number of partnership with public institutions such as VisitDenmark, the Municipality of 

Copenhagen, ministries and so on. Their main income are funds from the Region estimated 

around 4 mio DKK per years but, they also get financed by national programmes, EU-funds 

and others. While approximately 60 to 80 mio DKK come from sponsorship and revenues 

from tourist information office. 

They are mainly independent concerning marketing strategies but, especially for special 

projects or events, they collaborate with external partners setting down shared guidelines. An 

example is the current campaigns, in concordance with public entities, aiming at promoting 

Copenhagen as a green and eco-friendly city. 
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While public sector is setting guidelines and is defining the priorities WoCo is helping to 

promote green  solutions and sustainable meetings targeting the already profitable MICE 

segment. 

WoCo is also a partner in the destination brand management: in order to increase Copenhagen 

distinctiveness and attractiveness, it has been recently developed the Copenhagen brand: 

“Copenhagen - open for you”. The brand want to communicate the openness of the capital: 

open in the business sector (being flexible and organised), open in culture (known as safe, 

democratic and tolerant), open in its  organisation and in its offer (Copenhagen is creative, 

accessible, and  green).  

Together with this strategic idea, Copenhagen has released also a Copenhagen city card, 

optimizing the time spent in the city and giving benefits to tourists.  

In addition WoCo is doing a great job in communicating all these activities: the channels used 

are either the on-line and the off-line ones; the tools adopted encompass recent technologies 

such as web 2.0, banners, Google ads, viral and social marketing to more traditional campaign 

such as hard copy, brochures, press releases and participation in tourism fairs.  

But much more must be done to strengthen Copenhagen position as a worldwide destination 

and is right up to WoCo to implement the new measures: for WoCo management next 

priorities lies in enhancing the image of the capital as the ideal destination for green and 

sustainable tourism and creating synergies with the nearby territories adopting a so called 

inter-regional approach, working together with other cities, regions and countries. 

 

4.3.3.2 VisitDenmark 

 

VisitDenmark is the other significant organisation based in Copenhagen, with a strategic role 

in destination management. 

VisitDenmark is a private entities, with a Board of Directors and a Management Group. The 

head office is in Copenhagen while there are many external branches: in Germany 

(responsible also for Austria and Swiss), in Norway, Sweden, UK, Holland, USA, Japan, 

controlling the entire Asian/South Pacific area and in Italy, also responsible for France.  

The organisation is clearly structured having two level for each branches: at the first level we 

have business development, management secretariat, economics, IT and administration, while 

the second level is composed by Knowledge and analysis, strategic marketing, press & 

communication. 
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As for WoCo, the organisation is mainly sustained by public funds from the Economics 

Ministry even if they benefit from private partners investments. VisitDenmark is part of a 

wider tourism organisation that works jointly in order to reach objectives efficiently: in its 

everyday life they always work with the public sectors as well as they relay on partnerships 

and collaborations with many other private entities in the tourism industry.  

VisitDenmark conceive itself as a necessary but not sufficient element in tourism 

management; its operative strategy goes hand in hand with the strategic decision taken on an 

higher level, in conjunction with several actors of the tourism sector acting on a national, 

regional and local level.  

The strategy is entitled “Our Journey - the joint strategy for Danish tourism towards 2015” 

with the final goal of enhancing Denmark‟s competitiveness and attractiveness winning 

market share from rival countries in Northern Europe
39

. In this scenario VisitDenmark is 

playing a crucial role, having the objective of attracting a larger number of international, 

value creating visitors to Denmark. 

In the strategy document it is outlined the main competences and the intended actions upon 

Visit Denmark. In details, core competences are the following: 

 

1. To have a strong relation with the core partners to brand Denmark as a travel 

destination, by developing and implementing goal-oriented, co-ordinated and efficient 

marketing strategies, projects and activities, built upon knowledge and matched with 

the need of the tourists within the different markets. 

2. To be the preferred experts when it comes to documenting the value of tourism, new 

trends,   tourists needs and measuring effects. 

3. To lay down the agenda for the development and completion of effective and 

coordinated on- and offline branding communication platforms for the international 

marketing of Denmark as a travel destination. 

4. To be on the forefront when it comes to upcoming events, activities and trends, so that  

we can take full advantage of marketing possibilities. 

5. Strategically use of press and communication in international marketing 

 

All the aforementioned competences are implemented considering the keys factors of: 

                                                 
39

 The New VisitDenmark, strategy toward 2017. Denmark aims at increase the value of Danish 
tourism industry more than the turnover with at least a growth of 12 DKK billion. Downloadable at 
http://www.visitdenmark.com/NR/rdonlyres/B65E738A-14E6-4E3D-A27F-
2A2BB0C44584/0/VDK_strategi_2017_VerUK.pdf) 

http://www.visitdenmark.com/NR/rdonlyres/B65E738A-14E6-4E3D-A27F-2A2BB0C44584/0/VDK_strategi_2017_VerUK.pdf
http://www.visitdenmark.com/NR/rdonlyres/B65E738A-14E6-4E3D-A27F-2A2BB0C44584/0/VDK_strategi_2017_VerUK.pdf
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- Destination management approach: Denmark promoted as a territory, long-term 

marketing approach  

- Focus on international marketing 

- Relevance of a precise and clear targeting of the market 

- Exploiting the power of the new Technologies: web 2.0, social and viral marketing 

 

To sum up VisitDenmark‟s expectations are to increase the tourism turnover in Denmark, by 

targeting, with specific and innovative ad hoc marketing campaign, different profitable 

markets using a destination management approach and communicating the brand “Denmark”.  

A for WoCo, the organisation is an active partners of the project Copenhagen - Open for you 

and it‟s also working on wide spreading the new brand either in the on line and off line 

channels. 

But VisitDenmark has different ideas for the very next future, Copenhagen is not just a 

destination associated with green culture and sustainability but strengths lays also in 

gastronomy, arts and design. Even they have less local power VisitDenmark wish to enhance 

gastronomy and culture sectors. 

 

4.3.3.3 Copenhagen and the wine and food driver 

 

Doubtless Copenhagen isn‟t one of the first city associated with wine and food but, on the 

contrary, it has one of the best dining experience of the entire Europe. Wine and food tourism 

is of growing importance and Copenhagen had understood it very well: for WoCo the way is 

to establish the right partnerships with private actors, while for VisitDenmark gastronomy is a 

critical successful sector for local tourism and the most important things to be done is to keep 

the lights on its developments and communicate them to potential targets. 

The question is therefore: how a city like Copenhagen without a strong food culture and 

tradition, without a strong reputation as Italy or France, could became one of the  desired 

destination when it comes to dining? 

The issue will be investigate deeply in the second part of the following chapter, for the 

moment what is necessary to know is that the Danish capital is one of the greatest example of 

a city that has bidden a lot on enogastronomy as an attractive element and distinctive factors 

in destination management.  
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So far Copenhagen has the best restaurant in the world, the best chef 2011 and many Michelin 

starts restaurants
40

: in addition several food and dining events and festivals are held all over 

the year. Pretty unusual for a nation that do not even have     favourable weather conditions 

for farming and wine making
41

.  

 

4.3.3.4 Copenhagen marketing strategy’s SWOT Analysis 

 

In conclusion I would like to assess the SWOT analysis for Copenhagen general marketing 

strategy, highlighting strengths and weakness: 

 

 Internal factors External factors 

Positive Strengths: 

- Collaborations  

- Partnerships private/public 

- Branding strategy 

- Targeting 

- Multimedia/ICT 

Opportunities: 

- Sponsorships 

- Sustainable/green trend 

- Inter-regional approach 

- Wine tourism 

Negative Weakness: 

- USP (open) could have negative 

connotation 

- complex organizations 

- not favorable natural conditions 

Threats: 

- high competition of Nordic 

countries 

 

Copenhagen‟s SWOT analysis return satisfactory results: segmentation and targetization is 

discriminate in order to expand the market, while branding strategy is necessary to create 

awareness, stimulate interests and built up Copenhagen‟s positive reputation. Supporting 

communicational efforts with ICT is the perfect way to engage and attract visitors, including 

younger segment. 

Partnerships and collaborating across public and private sector, on the other hand, ensure 

integrations of tourism offer. But Copenhagen has to be aware that its complex structure 

(made up of many actors from different fields) require an high level of  coordination and 

integration and a rigid control. Copenhagen destination marketing strategy is young, this 

                                                 
40

 Noma gain the first place in S.Pellegrino 50 world best restaurants while Rsmus Kofoed had been awarded as 

the best chef for 2011. Copenhagen, also count 13 Michelin starts in total, assigned to 12 different restaurants. 
41

 Beside its rigid temperature Denmark is producing wine: there are small vineyards in Jutland and Lolland 

growing various grapes varieties, mainly Cabernet Cortis. In addition in 2007 a Don‟s Cuvee sparkling wine 

from Skaeresogard Vin won a silver medal in the Effervescents du Monde wine competition. 
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initial phase is critical to establish the right bases to be successful in the future. The Danish 

capital should pay a lot of attention towards external market, and plan the right steps to 

contrast the high competition of others Nordic countries, sizing up a specific nice in the 

market. 

 

4.4 Data analysis: Milan Vs Copenhagen 

4.4.1 Milan and Copenhagen: similarities and differences in tourism system 

 

In the previous chapter I have presented the state of art of the organisation of tourism in the 

two metropolis. Based on the data collected I‟ll now compare the two different approaches, 

evaluate similarities and differences and estimate their effectiveness and efficiency. My 

comparison will be made basically on three levels: the organisation of tourism, the 

promotional and marketing strategies and, the relevance of wine and food tourism. 

After that I„ll go in depth on assessing the promotional strategy adopted in order to valorise 

the wine and food segment, the measures implemented in the on-line communication; in the 

final part I will also present possible future actions to be implemented in order to make, 

especially in the case of Milan, wine and food heritage a relevant asset. 

 

4.4.1.2 Tourism services and entertain offer in Milan and Copenhagen 

 

Milan and Copenhagen are two pretty different realities, both in terms of territory, culture, 

population and tourism services. A comparison between the two could seem useless but, on 

the country, I believe that would be really interesting. Milan as well as Copenhagen are not 

the top of mind tourism destinations but they have a lot to offer.   

Milan is favourable by the fact of being part of Italy, however, being centrally located and 

well interconnected with the rest of Europe it is more the starting point of any Italian 

holidays: tourists pass through Milan just for a couple of days and then move to others more 

touristic Italian sites.  

However Milan has a good accessibility: it is served by three airports (Linate, the domestic 

airport, Malpensa, located right outside the city and Orio al Serio, the low cost scale), it has 

three railways stations and  a pretty efficient highways networks.  

Looking at Copenhagen the scenario is very similar: the Danish capital is also very accessible: 

Copenhagen has the biggest Nordic airport and therefore is the starting point for any trip in 
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the Nordic countries. Relevant are also sea connections: Copenhagen has a very important 

harbour with connections to all the rest of Europe.  

Malmo bridge, connecting Copenhagen with Malmo, is the longest railway and road bridge in 

Europe and since it‟s opening in 1999 it favoured road connections between Copenhagen and 

the Scandinavian area. 

Tourism services are on average in both cities: :in Copenhagen  the number of hotels raise up 

from 78 (total of 11.657 numbers of rooms) in 2007 to 84 (total of 28.461 numbers of rooms) 

in 2010
42

 while for Milan, hotels were 230 (20.388 rooms) in 2007 and in 2010 were 242 

(23.874 rooms)
43

.  Both cities have high quality hotels and a wide offer: from youth hostels to 

fancy hotels and worldwide renewed chains. 

Even the dining panorama is satisfactory: Copenhagen is doubtless the perfect destination for 

food lovers: restaurants from all over the world, traditional Danish  ones or international 

alternatives. Next to budget restaurants Copenhagen has 10 Michelin restaurants. On its part 

Milan is also a gourmet city: beside the relevant culinary tradition, Milan is the home of many 

awarded chef and has one of the best and wider dining scene of the entire Italy, with six 

Michelin star awarded restaurants. 

Turning to cultural and artistic resources there is much to say: Milan isn‟t famous at all for its 

culture and cultural heritage but, actually, there is a lot to see and do. Beside the Duomo 

Cathedral, the Sforzesco castle and Da vinci‟s Last Supper Milan has the first and only design 

museum of Italy; since 2011 Milan has also a modern art museum and in 2012 it will be open 

also the contemporary art museum. In addition the artistic scenario is filled with art galleries 

and the famous design district: all over the year there are international art and design fairs. 

Beside the famous Scala Theatre Milan counts more than 30 theatres, while during summer 

international music stars have their live shows in San Siro stadium. And if isn‟t enough 

tourists could just enjoy a walk in the historical centre, visiting tiny museums, old churches 

and discovering the secret of the Navigli canals. 

On its part Copenhagen offers also cultural and artistic alternatives. The Danish capital is now 

leader in design and sustainable architecture, as well as it is establishing a vivid art system. 

in the city arts lover would enjoy national museums like the National Art Gallery, the Ny 

Carlsberg Glyptotek or the Rosenborg Castle while just outside the city there are the Arken 

museum of modern art, Louisiana museum of modern art and many historical castles 

                                                 
42

 Source: www.statistikbanken.dk Data regarding Copenhagen and province. Just hotels with minimum 40 beds 

had been considered. 
43

 source: Milan‟s Chamber of Commerce www.mi.camcom.it Data do not consider hotels with 1 or 2 stars. 

http://www.statistikbanken.dk/
http://www.mi.camcom.it/
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(Kronborg Castle, Frederiksborg Castle just to name a couple). In addition to that 

Copenhagen is full of design hotspot: from the Danish Design Centre to showrooms and 

design shops and the famous Design week with exhibitions in public spaces and design events 

and talks. 

The ex Meatpacking District is now the new trendy area where famous art galleries have their 

headquarters: V1, Bo Bjerggaard, the tea room Tante T, and Butcher's Lab  are all located 

here, next to very popular bars and nightclubs. 

To sum up either Milan and Copenhagen have a wide and interesting tourist offer: their 

strengths is the fact that are business cities with a tourist aims where any person could find 

something to satisfy its personal taste.  

Consequently the strategy to valorise tourism should pass through and effective segmentation 

of the offer and a peculiar targetization, to be paired with a punctual, clear and creative 

communication strategy. 

 

4.4.1.2 Tourism organisation in Milan and Copenhagen 

 

Differences in tourism organisation are pretty clear  for the two realities: if we consider the 

Danish capital the organisation of tourism is definitely structured,  organised around fixed 

objectives and mission in a long term vision.  

Private actors, operating in different sectors, collaborates, being partners of specific 

programmes and sharing a common vision for tourism in Denmark. These collaborations are 

in a way controlled and regulated by the public entities through the specification of strategies, 

objectives and guidelines as well as elongation of funds and financial support. 

As a consequence the tourism system in Copenhagen is on one side structured and well 

organised, but on the other hand is also pretty independent as public policies do not impose 

but just set a general frame where, private actors, could size their role and contribute actively 

in the process. 

Positive aspects of this approach encompass the high dynamism of the structure, its 

flexibility, the possibility of adapt much quicker to changes in the internal and external 

environment. 

Negative aspects are an high need of coordination, in order to ensure a proper level of 

integration. In this regard the public element is crucial: it has to control the acts of the singles 

entities and come in when necessary. 
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So far Copenhagen did a very good job: the organisation is working properly with different 

separate organisations acting on local, regional and national level. Public funds are distributed 

based on single needs and the actors are collaborating working together rather than against 

each others.  

On the contrary in Milan the system is much more different: tourism organisation is left to the 

public entity and Milan‟s municipality has responsibilities and competences on a local level. 

Partnerships with private are few and not strategic, there isn‟t a long term approach, nor a 

shared strategy. 

The public is not efficient in tourism management, probably because of a considerable lack of 

competences and resources, but, on the other hand, private interventions is not stimulated and, 

therefore, the tourism system in Milan isn‟t actually a system. It could be rather described as 

many single different entities operating for themselves, pursuing their personal goals and 

strategy. Milan need a cross sectional approach, and the definition of a big picture that has to 

come from above, if it wants to be more competitive. 

Considering also the big extension of Milan metropolitan area this is not easy to do for Milan: 

it‟s a matter of culture and organisational approach rather than a intended decision. The 

practical re organisation of tourism must goes hand in hand with a changing in the 

mentalities: working together do not means loosing interests and incomes, but, on the 

contrary, for some industry, is the right way to achieve good results, maximize profits and 

exploit at best resources.  

Milan should learn from Copenhagen that integrate different business is possible and is also 

profitable; tourism encompasses diverse aspects: from regulations and polices up to the local 

municipalities, to tourist services up to restaurants, hotels, and private companies (tour 

operators, travel agencies and so on) and is impossible to have all these competences under 

just one control. In conclusion delegation and collaboration are the critical success factor 

when it comes to tourism organisation, Copenhagen seems to have understood, Milan not at 

all. 

 

4.4.1.3. Marketing and promotional strategy: a comparison 

 

Comparing the two cities many differences lies also in the marketing and communicational 

strategies of the two cities. As outlined in the second chapter when we talk about destination 

marketing the concept is a bit different from the traditional marketing approach. In my 

analysis marketing strategies are those actions, aimed to achieve pre established objectives, 
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that have as main focus the destination per se. The product is the city itself with its natural 

and artistic resources, with its culture and traditions, but also with its tangible and intangible 

services (hotels, restaurants, museums, theatres, info point, on line reservations and so on).  

As evidenced during interviews Copenhagen has written down a  strategy that resume the 

vision, the way to be undertaken in order to be successful up to the next years.  

The main features of this strategy are: 

 

- The ideation and communication of a brand and a USP for Copenhagen: “Copenhagen - 

open for you”  

- A punctual segmentation of the market, and tailor made tourist offers 

- A massive communication of a green and sustainable lifestyle/experience 

      - Events and fairs that function as tourist attractor to stabilize tourist flows over the year 

If we consider the classic 4Ps of the marketing mix, Copenhagen mix would be as following: 

 

Product: 

Copenhagen is an experience. 

Different experiences (green 

tourism, leisure tourism, 

cultural tourism and so on) 

target  specific market‟s 

segments 

Price: 

not considered in my research 

Place: 

The product Copenhagen is 

sold on-line and off-line. 

Distribution is therefore 

capillary and complete 

Promotion: 

Branding strategy: USP to 

establish positive feelings in the 

consumers. 

Promotion differentiated based 

on international market‟s 

features. 

 

Without having not replicable and unique resources, Copenhagen did a great job in inventing 

and market a complete new product- destination, targeting ad hoc all the segment.  

Both Wonderful Copenhagen and Visit Denmark identify specific cluster that are now being 

pushed much more than the others: for the former priorities must be given to emphasize green 

tourism; Copenhagen is presented itself as one of the most eco-friendly cities in the world 

thanks mostly to the biking culture of the Danish. But Copenhagen is also caring about green 

architecture and green food production as well as sustainability in industry processes. In my 

opinion this is for sure a good way to pursue (considering the world attention addressed to 
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this theme in current time) and Copenhagen, being already a leader in this scenario, should 

keep on and defence its position. On its part VisitDenmark confirm the importance of the 

green culture, but conceive sustainability more as a critical factor in building Copenhagen‟s 

identity.  

VisitDenamrk insist also on culture, design and gastronomy: especially the latter is seen as 

strategically for fostering tourism flows over the whole year. 

Milan, on the contrary, has a totally different background and a consequent different strategy. 

First of all Milan benefits of the good national reputation and, on its part, has also an 

interesting cultural heritage per se and the reputation of European fashion and shopping 

capital. 

All these characteristics should make Milan one of the top most visited cities in Europe, but it 

isn‟t the case. Milan suffers a bad city‟s image due to the inexistence of a specific marketing 

strategy. 

Compared to the virtuous example of the Nordic capital Milan do not have a strategy 

document, therefore the actions implemented by singles aren‟t part of a wider plan and thier 

effectiveness is low. The city‟s municipality is now trying to set up an effective marketing 

strategy, with the following aspects: 

 

- The ideation of Milan‟s brand: Milan is tourism 

- Selling of spin-off products to improve awareness 

- Focus on Milan as the capital of fashion and design 

- Attention to the business segment and fairs 

Looking at the 4P‟s of the marketing mix: 
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Product: 

Milan is anchored to the 

past; the destination isn‟t 

characterized by specific 

features.  

Milan is still about fashion 

and shopping 

Milan as a business centre 

Price: 

not considered in my 

research 

Place: 

Distribution of Milan 

internationally is poor: 

Milan do not use the on-line 

channel properly 

Promotion: 

Low effectiveness of 

branding strategy (no USP, 

no identity) 

Communication not 

segmented; 

Traditional channels 

 

To sum up Milan is focusing on narrow markets and is still too much anchored with the past. 

Instead of concentrate on fashion Milan should innovate, explore new ways and market itself 

with a new identity. 

Communication and promotion is not efficiently using latest technologies, but, above all, 

Milan‟s resources (artistic sites, monuments, museums with unique art works, the Navigli 

area, wine and food heritage) aren‟t valorised at all. 

Everything is wrong: the brand, that doesn‟t communicate a reason why; the image, too much 

focused on fashion and business tourism, the communication tools, too traditional, the system, 

not integrated. 

However, based on the data collected, it seems that something is changing: Milan had realized 

that it is loosing competitiveness and Expo 2015 is seen as the big chance to launch the 

metropolis worldwide. And is right because of the upcoming Expo that, in my opinion, Milan 

should make wine and food the leading factors of this big change. 

 

4.4.2.3. The role of wine and food for Copenhagen and Milan management 

 

For both cases wine and food is playing a crucial role in the city‟s lifestyle: both cities has 

well known chefs and Michelin restaurants, Copenhagen has Carlsberg brewery and a more 

beer oriented culture, while Milan is surrounded by territories dedicated to wine making and a 

historical wine culture. The main difference lies in traditions: Copenhagen has an excellent 

gastronomy but is all based on international cuisine, Denmark doesn‟t have food production 

or typical products, nor even a proper food traditions. On the other hand Milan has culinary 
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traditions that goes back to middle age, traditional receipts has been handed on generations. 

Famous chef challenge is to adapt the classical regional dishes to modern time, balancing 

diverse influences. Copenhagen fortune, on the other hand, is based right on the 

contamination with others cultures, mostly French and Italian. Thanks to a favourable 

economic and social environment has been possible for gastronomy to born and grow, 

supported and reinforced by an impeccable communication and promotion. 

Instead in Milan public intervention is now increasing little by little: certification of regional 

cuisine assigned to restaurants, certification of traditional regional dishes, enogastronomy 

events dedicated to specific products, and the definition of wine and food itineraries in Milan 

and in the nearby territory.  

Unfortunately what is still not working is the communication: all these activities are unknown 

by the market. In the following part I‟ll go in depth regarding the on-line communication 

strategy for wine and food, explaining in details the reason of this failure. 

 

4.5 Data analysis: qualitative evaluation of the on-line communication  

 

Based on a qualitative assessment of the on-line communication strategy for Milan, 

Copenhagen and Barcelona I had investigate the main differences in the three approaches, 

identifying what should be done to valorise wine and food.  

The data output is displayed above
44

: 

 

Graph 6 National tourism webistes‟qualitative index for enogastronomy promotion. Personal elaboration on 

collected data, January 2011 

                                                 
44

 Detailed data are showed in Appendix A and Appendix B 



63 

 

 

 

Graph 7 Regional tourism websites‟ qualitative index for gastronomy promotion. Personal elaboration on 

collected data, January 2011 

 

 

Graph 8 Cities tourism websites‟ qualitative index for enogastronomy promotion. Personal elaboration on 

collected data, January 2011 

 

Concerning Italy the scenario isn‟t positive at all; wine and food is poorly communicated and 

promoted at any level; strong weakness are found in different categories: 

 

- First Impression: first impression lacks considerably in brand identity and graphic 

characterisation. There aren‟t specific logo, colours or images, and the functional 

division of contents isn‟t well logically planned. (As example Milan‟ s enogastronomy 

page isn‟t arranged in where to eat, typical products and cuisine, gourmet shops and so 

on, and restaurant search engine is accessible only from the section plan your trip)  
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- Visual Display: the usage of images and graphic elements is one of the poorest 

element. Generally speaking images are few, not high quality and not well balanced 

with the texts. Italy do not use multimedia contents properly, any of the portals has 

web TV, none multimedia itineraries while just three has interactive maps (Spain and 

Denmark instead count on visual impact to retain visitors, stimulate interest and 

engage) 

 

- Informative Contents: contents are poorly written and not complete. The official 

Milan tourism site do not even has recipes nor a detailed description of typical 

products; the sample lacks even in wine and food itineraries and in territory 

description, presenting enogastronomy without its context of reference.  

Buonalombardia.com is the only virtuous example in this regard: it frames regional 

production context, from the classification and presentation of the typical products to 

the explanation of the production process, it also has a section dedicated to alimentary 

education. However the biggest drawback is the static information presented, after 

visiting the websites for the first time the tourist has no interest in visiting them again. 

Availability of foreign languages limits in general to English, while Denmark and 

Spain offer a much more wider range (up to 24 for visitdenmark.com) 

 

- Interactivity and services: Interactivity has the lowest score: none of the websites 

(Italia. it is the only with an interactive community sharing comments and 

suggestions) has set up interactive services and bi-directional communication 

opportunities. Only Milan is Tourism has its personal fan page on facebook and 

twitter, but in all cases there is no space for comments and opinions sharing, no forum, 

not even an on-line platform for questions and answers. Remarkable is event the 

underdevelopment of e-commerce and on-line reservation system that, instead, have a 

great potential in maximising tourists expenditures and satisfaction. However even 

Spain and Denmark seem reluctant to interactive contents: only Barcelona has e-

commerce, while only Denmark.dk displays culinary video  

 

In conclusion Spain and Denmark‟s strategies are doubtless much more effective, beside 

Cataluyna‟s website both countries had set up complete, well designed promo commercial 

portal for the valorisation of their wine and food heritage. Visitdenmark.dk had been able to 
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promote and communicate enogastronomy in the right way, making it the strengths of 

Denmark‟s tourism offer. 

The combined effect of the two portal is even stronger: the communication is coherent, 

focusing on specific target with high quality restaurants ( many awarded with Michelin stars) 

and on specific market, with biological production. Denmark did a very good job in building 

up its gastronomy, it has developed a great integrated offer, and communicates it properly 

exploiting at best the on-line channels and multimedia services. 

On the other hand we have Spain, a country that has lot in common with Italy in terms of 

tourist attractions, not by chance Spain is in fact our main competitor, being at 3
rd

 position in 

tourist arrivals. So what lead them to the top? 

From the qualitative evaluation of the websites, it clearly emerges the effort in binding 

together enogastronomy and the territory. Product characteristics, area of origins, processes, 

in a word the entire production context is presented in Spanish portals, especially in the 

national one. The strengths of this approach is right in the ability of Spain of building up 

integration among enogastronomy, culture and territory. In practice this is achieved thanks to 

several cross-links driving the user to other site‟s pages, correlated to the product, and thanks 

to a box where are listed cultural, natural attractions nearby. Spain is also leading for 

interactivity and e-commerce solution: itineraries are purchasable on-line and a strong 

emphasis is addressed to users‟ involvement. 

Compared to Spain and Denmark, Italy lacks integration, valorisation of local excellences and 

general guidelines. In addition the layout isn‟t catchy and interactivity not developed (even if 

this is a common drawback). Even if out the scope of this research it‟s important to underline 

the absence of mobile services and downloadable applications; smart phones and mobile web 

are markets in expansion, trends to take in consideration supplying the consumers properly. 

 

4.5.1 Data analysis: the public and private intervention to strengthen Milan’s 

enogastronomy 

4.5.2 Wine and food in Milan: measures in action and general perceptions 

 

Milan is fashion, tourists come here attracted mostly by fashion and design and correlated 

events, but competition is increasing and many other capitals are moving in the same 

direction, selling themselves as shopping capitals providing exceptional shopping experiences 

for so called shopping breaks. London, Paris and Dubai are leaders in this regards while 

Wien, Copenhagen, Abu Dabi are planning specific strategies to became shopping 
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destination, supplying the lack of cultural and natural beauties. The leadership of Milan in 

fashion is therefore threatened (the situation is even worst if we add the embedded Italian 

aversion to innovation and valorisation of younger generations). Milan could still relay on its 

reputation as fashion capital as main attractor but, then, it should think about a wider offer, an 

integrated valorisation of its territory. Milan has several areas of opportunities to exploit, 

mostly thanks to the high reputation of “Made in Italy” associated not only with final products 

but with know how and craftsmanship. Evidences are found in the questionnaire 

administrated to 72 non Lombard; at the question “Made in Milan” is mostly associated with, 

the answers were divided as following: 

 

74%

8%

3%

1%

Fashion

Design

Wine and Food

Arts

Football
 

Graph 9 “Made in Milan” associations. Data collected in January 2011 

 

Even if fashion and design are still the most recalled, wine and food is a growing field, an 

area of interest for the majority of interviewed: 54 % of the interviewed said that wine and 

food heritage is a strong motivation to come and visit Milan. Interesting is the 13% declaring 

that they aren‟t enough aware about enogastronomy to take a decision. Data confirm, on one 

side, the bad communication and promotion of locality and, on the other hand, the great 

potential of success in making Milan‟s wine and food an attractive and retention factor for 

incoming visitors.  If a lot is still to do to built up reputation, starting from a re organisation of 

the tourist services, the potential is high as the optimism and the general confidence in Expo 

2015. 

From the conducted interviewed to opinion leaders it came up, on one side, again the 

evidences for the need of a top down approach that valorise and integrate Milan‟s tourist 

offer, and, on the other side, some interesting starting points and thoughts to built up a new 
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approach, to spread a different culture, an innovative vision and interpretation of what is, in 

modern society, the tradition and how to promote it efficiently.  

From the public sector point of view the policies implemented are moving toward filling the 

gap between tourist and territory. The scope is to reduce the distances of demand and supply, 

delivering services, information and providing quality certification. Both Dr. Taveggia, head 

of identity and tourism public policies for Milan,  and Dr.ssa Del Corona, project manager for 

promotion and communication services sector, underlined the direct and indirect municipality 

interventions in recent times aimed at integrate and develop Milan‟s identity. 

As examples Milan is indirectly supporting many enogastronomic events and enogastronomic 

itineraries (in partnership with Papillon organisation): those measures, having promotional 

and educational value, enhance product‟s awareness but also communicate the quality behind 

homemade productions. Milan municipality has also directly organised enogastronomic 

itineraries, named 100 Milano, that exalt traditional porterhouses, cafes and bars, bakeries and 

pastry shops where to taste and delight the senses. Besides achieving commercial objectives 

these itineraries are also able to bring out the identity of the area, the authenticity of Milan, 

now sunk under industrial production, and the modern frenzy.  

Different quality awards have been also established: the already mentioned De.Ca, the happy 

hour quality sign and the traditional Panettone recognition. In Del Corona opinion, the 

creation per se of the Cultural Promotion and Cooperation Division is an evident sign of a 

change in public policy, now more addressed toward integration: in regression time, is 

necessary to built up partnership and work conjointly, create and make a system in order to 

realise economic and social benefits.  

Unfortunately, as evidenced in my analysis, the problem is still the poor communication: 

those measures aren‟t properly promoted, the website www.100milano.it, containing the 

details of wine and food itineraries, do not appear when typing Milan on major search engines 

nor it has a link on official Milan‟s tourism website. Brochures given at tourist info point 

aren‟t satisfactory, presenting just  a list of suggested traditional restaurants, and a osseous 

presentation of regional wine and food asset. 
45 

As a counterpart there are exponents of the restaurant industry that are speaking out against 

public intervention, reporting a diffuse neglect regarding wine and food, and territory 

promotion. Famous chef Carlo Cracco, Caludio Sadler and Davide Oldani deplore the 

                                                 
45

 When asking for informative booklets regarding Milan‟s wine and food, info points in Cairoli and in Central 

Station deliver just the general guide “You & MI” and the practical guide to Milan, containing just a list of 

suggested restaurants. Both are Province initiatives while Milan municipality do not provide anything 

http://www.100milano.it/


68 

 

 

 

insufficient authorities‟ intervention, both on Milan‟s territory and abroad. Marco Monti, 

highlighted instead the need for new communication channels; the off-line word of mouth is 

no longer sufficient to survive, new interactive approach, and direct contact with final 

consumer are the keys for success. As a matter of fact, his restaurants Giacomo and Giacomo 

Arengario are among the fewest with personal facebook pages updated on a regular basis, 

that, he declares, win great success among the public. 
46

  

 

4.5.3 Working on Expo 2015: balancing innovation and tradition  

 

Based on the diverse impressions collected during interviews, Expo is a not to be missed 

opportunity to launch Milan worldwide. As it was for the previous edition held in Milan in 

1906, beside big construction projects, re qualification of industrial area, enhancement of 

public transports and the enlargement of exposition and research centres, Milan would be the 

magnet for economic and social development in food industry. 

The focus will be on wide spreading healthy alimentary habits and sustainable production 

process to provide food that is sufficient, healthy and sustainable.   

As outlined by Dr.ssa Giulia Crivellini, Expo will be an opportunity to open up dialogues 

regarding sustainability, traditions and innovations, all passing through the valorisation of 

local traditions and territories. “Expo as a platform for culture encounter and social exchange” 

said Crivellini, a vision that is even more relevant when the setting is a multicultural 

metropolis as Milan, where cultures integration pass mostly through food and dining.
47 

Another point of investigation, strictly linked with Expo, was the role of tradition in our 

society and the actions taken to preserve it and pass it onto next generations.  

An interesting point of view came out while discussing with chefs: beside the slightly 

differences in their personal culinary orientation, all of them underlined the dynamism of 

wine and food traditions. Cuisine evolves because of changes in consumption habits: what 

people used to eat long time ago is not anymore suitable for modern time. Lombardy culinary 

tradition is made of poor ingredients, very caloric as food was conceived as mere physical 

nourishment; nowadays current lifestyles turned body strengths into mind capabilities, the act 

of eating, therefore, involves now more than ever mental wellness and it requires quality of 

raw materials and sustainability. In this scenario, Carlo Cracco conceives the cook not as a 

                                                 
46

 Ristorante da Giacomo facebook page  has 258 likes since May 2009;                                                          

Giacomo Arengario facebook page has 79 likes since its birth in January 2011 (Data updated on 10/02/2011) 
47

 Just think about the big debate for the opening hours of Kebab shops in Milan, or, conversely, the great public 

recognition given to many exotic restaurants such as Nobu or Finger‟s  
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tradition keeper that repeat again and again the same recipes but more as a modern interpreter, 

contextualising food.  

Davide Oldani describes its cooking “less is more”: original recipes are undressed of heavy 

elements but enriched with flavours, because eating is tasting the food, is experiencing the 

territory behind, with its history as well as its modern characteristics.  

Claudio Sadler, from his part, argued how speaking about regional cuisine is now senseless. 

Thanks to rapid and easy connections, supply of raw materials is no more restricted to local 

territory; Milan, for example, is holding the supremacy for the most fresh fish in whole 

national territory, and it isn‟t on the sea. The motivation to choose a restaurant is now the 

quality of the offer, the trust in the name of the restaurant, or, in many cases, its being trendy 

and fashionable. Eating is a cultural fact said D.ssa Tasso, but, I would add, eating is also a 

social phenomenon. 

 

Limitation of my thesis 

 

The present studied tried to frame the current scenario analysing some of the aspects that play 

a crucial role in destination marketing. 

Assessing the SWOT analysis concerning cities‟ marketing strategies the  variable price has 

been left aside, as my aim was to focus on strategically communication and organisational 

steps. A further limitation concerns cities‟ brand value: it would have been necessary to asses 

the effectiveness of the two branding strategy looking at tourist income and tourism arrivals 

flows over year but I wasn‟t able to collect those data about Denmark and Copenhagen. My 

brand evaluation is, therefore, based just on qualitative index and isn‟t supported by 

quantitative data. 

Finally the focus on wine and food took in consideration only the major gastronomy 

productions: regarding Milan I have considered in my analysis only the most famous food 

productions and I have interviewed just internationally relevant opinion leaders. Looking at 

Copenhagen I had to left aside the Danish wine productions as its volumes are small and wine 

tourism isn‟t considered a critical segment by the local tourism organisations.  

Future researches, would necessary need to investigate deeply the demand and its response to 

local marketing strategies working both on qualitative and quantitative data.   
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Conclusions 

 

The present work have looked at tourism and  its role in post modern society. Given the fact 

that it is of increasing importance, being the new engine for economic and social 

sustainability of nations, I‟ve decided to investigate the current scenario, the policies and 

strategies implemented to maximise economic returns. Globalisation and the diffusion of ICT 

are the two main factors that open up a totally new era in tourism management, forcing 

destinations to adapt and adjust their strategies. For the first time who is driving the market 

are the consumers, no more the suppliers: destinations can‟t no more relay just on their 

natural and cultural attractions, tourists are no longer satisfy by luxurious hotels or a nice 

beach, they are asking more and they can pretend it. Increasing competitiveness, low cost 

vectors, a tourist that is more aware and educated, short break vacations, and the new 

consumption habits, emerged with the experience economy, are the causes of the structural 

change undertaken by tourism industry. On the other hand existing literature identifies a 

raising interest in discovering and experiencing territories‟ authenticity: wine and food 

tourism is, then, a growing market as enogastronomy and local production are direct 

expression of the so called “genius loci”, the particular atmosphere, the lifestyle, the locals, 

the social, human and production context characterising the territory. If with globalisation 

apparently is possible to have the world in just one street, the counter effect is right the 

physical movement, travelling to distant places to experience the genuine of the culture. In 

this scenario, communication strategy is the key, for destinations, to exalt their realities 

making it attractive, pushing consumers to action. The on-line channel fits perfectly in this 

regard and meets consumers‟ needs of immediacy and security, reducing the perceived risk 

providing end consumer with information and visual preview of what he is going to consume. 

Another relevant feature is interactivity: opinions and comment sharing, creation of 

communities and virtual visits are additional functions, that empower consumers and improve 

the tourist experience. On-line communication strategy therefore has to be linear, interactive, 

graphically interesting, catchy, emotional but, above all, true and integrated. In the light of 

this theoretical framework my work takes shape right in the need of investigate how much 

Milan and Copenhagen are doing in destination marketing, promoting their territories 

worldwide. Given the increasing competition of  other cities, it is now very important to 

define and implement a clear marketing strategy, supported by an effective communication. 

Milan and Copenhagen are two    important cities: cultural and business centres, accessible: 

places where to find unique stories, and incredible attractions. But they suffer the 



71 

 

 

 

competitions of top touristic destinations and therefore they are now struggling to overcome 

the communication barriers and present themselves as valid tourist destinations. This study 

looked at how the two cities are organising for changes in the tourism industry with a specific 

focus on wine and food valorisation. In this regard the on-line channel  is critical to promote 

territory‟s authenticity, decoding a specific message to the potential market: Milan as well as 

Copenhagen are realities with specific identities and unique aims, visiting Milan and 

Copenhagen is an experience involving all the five senses. 

Even if Copenhagen and Milan have similar tourist services (a developed MICE segment, a 

vivid cultural offer, a wide range of hotels and fined restaurants and an high accessibility 

trough air, and earth ways) the destination marketing approach of two cities differs on three 

levels: organisation, marketing and communication strategy and wine and food valorisation. 

Concerning organisation Copenhagen is organised around solid mixed partnerships: the 

public entities set guidelines  and final objectives while single goals and ways of actions are 

left to private actors that could decide independently their strategies and eventual 

collaborations with third parts. Funds came mainly from Region, national programmes and 

eventually EU.  

Milan, on the contrary, do not have a proper tourism organisation: everything is left to the 

municipality that is in charge of defining strategic actions and implementing operational 

measures. Private actors are acting per se, without being grouped under an organisation: this 

system lacks a shared vision and shared objectives resulting in a not integrated tourist offer.  

Copenhagen marketing strategy is the key element of its success: the campaign has been 

developed around a branding strategy and a very peculiar market segmentation. Copenhagen 

present itself as an Open city, offering diverse entertaining activities to any target: from 

children to adults passing trough university students; from Danish people to new profitable 

segments of Asia and Australia. 

In addition communication is perfectly integrated with latest ICT: Copenhagen uses both 

traditional and on-line channels to spread awareness. Remarkable is the official city portals 

filled with any information and multimedia contents to engage and stimulate interests.  

Milan is again loosing in this context, the implemented branding strategy lacks in 

distinctiveness: there is no USP and Milan identity do not came out. Without the support of a 

market segmentation the city‟s offer is not valorised and many interesting attractions are 

ignored by the majority. In addition communication efforts do not help to solve the situation: 

the communication is still too much traditional and the on-line channels potential isn‟t exploit 

at its best.  
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Regarding wine and food valorisation there is much to say: considering that wine and food is, 

for Milan, part of its aim and for Copenhagen is a strategic asset I would expected to see 

innovative, creative and effective communicational strategy implemented in both cases.  

Although Milan will host, in 2015, Expo exhibitions a proper enogastronomic heritage 

valorisation is missing.  

Comparing to Copenhagen and Barcelona, Milan and the whole region isn‟t exploiting wine 

and food properly. Communication isn‟t integrated, it lacks interactivity, and a catchy 

graphical connotation; few images and videos, nor community building and bi-directional 

communication. In addition informative contents are not integrated, there is no organisation in 

their display and the information vehicle aren‟t complete. But, more important, the problem 

relay in  static communication, and, differently from Spain, what is missing is the production 

context valorisation: wine and food is not the mere description of traditional recipes or the list 

of traditional restaurants, territory‟s valorisation encompasses the wider promotion of the 

production process, the principles and values that had moved, and still guide, local 

productions. The competitive advantage of countries such as France, Spain and Denmark has 

to deal with their inner ability of branding their products, telling a story, associating their 

typical products with specific values and images, making them very recognisable among all 

the others. As an example Copenhagen present itself as a green city, and the whole wine and 

food production goes around green and biological products. Another competitive factors is its 

restaurants‟ reputation, build around creativity and international cuisine
48

 and kept alive by 

cooking festivals held on a regular basis in the Danish capital. Barcelona and Catalan region, 

on the contrary, exploited the uniqueness and the path dependency behind their typical 

productions: communication stresses the local origin of raw materials and the Spanish culture 

reflected in traditional plates made of high quality, tasty and colourful ingredients
49

.  

The SWOT analysis of cities‟ destination marketing strategy returns interesting findings: 

starting from similar conditions Milan and Copenhagen deal with totally different situations. 

On one part we have the successful example of the Danish capital that had settled down an 

organic and mixed managerial structure, it is bringing on an innovative communication using 

all the tools at its disposal. But, as this is just an early stage, the city need to move on 

carefully: its structured is functional but also complex: many actors are involved, pursuing 

                                                 
48

 In 2011 Copenhagen had been warded with 11 Michelin star assigned to 10 restaurants. cuisine orientation 

ranges from French gastronomy ( Kong Hans Kaelder, Formel B, The Paul) to modern Danish cuisine (AOC 

aaro & co, Noma, Kokkeriet and Nimb) passing through Italian tradition (Era Ora). 
49

 Barcelona has been awarded, in 2011, with 21 Michelin stars assigned to 20 restaurants. Catalan  region has 

others 5 awarded restaurants for a total of 13 stars. Differently from Copenhagen the cuisine is a creative 

reinterpretation of traditional Catalan culinary culture. 
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different goals and this require an high level of coordination and control. Dynamism and 

flexibility are two others important features to be developed if Copenhagen wants to win the 

competition of the others Nordic cities. The critical factors for Denmark, are the ability to 

change and adapt to new emerging needs and this could be done only after market studies and 

market segmentation. Future opportunities lay in exploring new segment, offering tailor-made 

services and unique experiences: Copenhagen in this sense need therefore to ride the 

opportunities of launching itself as a green destination, with eco-sustainability lifestyle: from 

green architecture to biological gastronomy. 

In the next future, when branding strategy would be in the mature stage, this won‟t be 

enough: Copenhagen is a small city compared to big metropolis that are now leading the 

urban scene, and only an inter-regional approach would ensure, in my opinion, market shares 

and a stable tourism growth.  

On the other part there is Milan and its not organic system: the Italian economic capital has 

monetary and non monetary resources and a not replicable path dependency to exploit. With 

an already developed MICE segment the only missing element is leisure segment and leisure 

offer. In this case in not about creating something ad hoc, as it was for Copenhagen, but is just 

a matter of re-organisation, the capacity to map, collect and unite all the scattered realities 

under the same system. Practically I‟m talking about partnerships and collaborations, a top 

down approach coming from the public government and operative implemented by single 

actors. The high competition of others Italian touristic cities could be overcome only offering 

integrated service, tailor-made activities and transmitting a specific city image, trough mostly 

the on-line channel.  

In my opinion the upcoming Expo 2015 would be, for Milan, a big opportunity to rethink 

city‟s organisation and image. Centred on food and food sustainability the exhibitions is 

perfectly coherent with Milan identity: an innovative metropolis with a relevant wine and 

food tradition. Working on a close relationship with this event will bring benefits to the city 

and its perception on an international level. 

Milan, really need to define a strategy for its heritage: we have uniqueness, we have provision 

of outstanding products, high quality and human capital willingness to take out the most from 

Lombardy and its territory. Two are the actions to implement: first of all mapping the wine 

and food realities (excellence homemade productions, suppliers, consortiums and 

associations, other structures linked with wine and food tourisms) and, after that, creating 

networks of industry and services with the final scope of organising a structured system, 

frame the market in a big picture and acquire a control over the entire food-farming chain. 
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This measures has to be paired with an efficient external communication to be insert in a 

wider marketing strategy. Promotional measures should involve the creation and spread of a 

clear and specific local production‟s image, that exploits our inimitable and durable resources: 

the know how in production process, the high quality and genuine of fresh products, people 

skills and passion. This could be done through branding and the association of wine and food 

heritage with specific values and characteristics; and, right here, Expo 2015 will bring several 

synergies. If well planned Expo is the occasion to practically show to foreign markets what is 

our advantage and let them experiencing it directly on field. Practically speaking operative 

measures could be the predisposition of enogastronomic itineraries all over the Lombard 

territory: visit to productions industry (wineries, dairies, farms), participation in festivals and 

events, workshops and seminars around Expo theme, and, of course, the pleasure of wine and 

food testing in selected restaurants and hotels. The selling of typical products could finally 

complete the experience, reinforcing positive associations and experience recall in 

consumers‟ mind.   

E-marketing (setting up dedicated webpage, e-mail and viral marketing) could potentially 

maximise economic returns as it has the ability to spread awareness (as ICT reduces 

information asymmetry), stimulate interests (trough multimedia applications) push to actions 

(with e-commerce solutions) and foster word of mouth (thanks to interactive functions).  

Milan should come up with a brand new image, a new spirit melting, on one side, its  history 

and traditions, and, on the other hand, its new characteristic of being centre for innovation and 

creativity, even in food industry. Milan is, in fact, the only real metropolis on the national 

territory: magnet for financial markets, services and industry, birthplace of major events 

(Design and Fashion weeks, international fairs held all over the year), a city hailing foreign 

cultures, that is now multicultural and international in every aspect. From 7 stars hotel
50

, to 

bed and breakfast, from porterhouses to Michelin restaurants, from traditional shops to 

newcomer gourmet excellences, from luxurious brand to vintage shops, from well known 

cultural institutions such as Triennale museums to renewed warehouse dedicated to 

contemporary art, Milan is multicultural and cosmopolitan and it worth a visit
51

.   

But when speaking of tradition preservation and valorisation the issue for such an 

international reality is much more delicate and difficult. Borders of what could be considered 

traditional, are blurred and it is difficult to identify where it lays the real  “Milanesità” and 

                                                 
50

 Milan is the only European city with a 7 stars Hotel (Town House Hotel), opened in December 2006.  
51

 The new creativity drift of Milan has been also recognised by The New York Times that, in January 2011, 

included Milan in the list of the 41 places deserving a visit mentioning the new Museo del Novecento, the 

Hangar Bicocca, the Duomo, the eco-friendly Milano Scala Hotel and Spazio Rossana Orlandi. 
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what, instead, came from outside. In the light of this consideration the ex-ante definition of 

public policies addressed to local cultures enhancement is very critical: “typical cuisine” is 

the one of famous chef or local identity could be found just in old porterhouses where the 

cook is an old lady speaking Milan‟s dialect and the choice of dishes is limited to ossobuco, 

risotto and cotoletta alla milanese? What is the point of contact between those two realities? 

Tradition is history but, for Milan, tradition is also innovation, the ability to transpose the past 

in modern time, adapting traditions to newest lifestyles, keeping principles and values 

unchanged. Milan‟s wine and food offer is the outcome of cultures‟ encounter and 

contamination, looking at Expo 2015, the focus should be the re-appropriation of authenticity, 

declined in modern time or the reinforcement of localities through a responsible consumption 

and production, through “cibus sapiens”. 
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Appendix A 

 

Data Collection grid: qualitative index for on-line wine and food promotion 

(1= not sufficient; 2= sufficient; 3= fairly good; 4= good; 5= excellent) 

 

 1 2 3 4 5 6 7 8 9 10 11 
First Impression 2,57 2,71 2,43 2,29 3,86 3,71 3,43 3,71 3,57 4,29 1,71 

Availabilty of W&F 

section 3 4 4 4 5 4 3 5 3 5 4 

Section completeness 2 3 3 2 5 4 5 4 4 4 1 

Wiligness to keep on 

navigate after the first 

sight 4 4 3 3 5 5 4 4 4 5 2 

Brand Identity 1 2 1 1 2 2 2 3 3 4 1 

Graphic 

charachterization 2 1 1 2 2 3 3 3 3 4 1 

Functional 

charachterization 3 2 2 2 4 4 3 3 4 4 1 

Contents 

characherization 3 3 3 2 4 4 4 4 4 4 2 

Visual display 2 1,4 1,4 2,2 1,6 3,2 3 3 3 3,6 1,4 

Elements that 

charachterize the section 

(logo, colours, 

background) 2 1 1 2 2 2 3 2 3 4 1 

Use of images 1 2 2 3 1 2 3 4 4 4 1 

Use of video 1 1 1 1 1 5 1 1 1 1 1 

Balanced images and 

text 2 1 1 2 1 3 4 4 4 4 2 

Layout 4 2 2 3 3 4 4 4 3 5 2 

Informative Contents 2,38 2,38 1,63 1,38 4 3 4,13 3,13 3,5 4,38 2 

Clarity of the messages 3 2 3 2 4 4 5 3 3 4 2 

Adequacy of the 

different subjects' space 2 2 2 2 4 4 4 3 3 5 2 

Useful info (adresses, 

phone, directions..) 4 4 1 1 4 1 3 4 5 5 3 

Territory / production 

process description 1 1 1 1 5 4 4 2 4 4 1 

Updated info 3 3 2 2 4 4 4 3 3 4 2 

Languages 2 2 1 1 4 4 5 3 2 5 3 

Link to correlated sites 3 4 2 1 4 1 4 4 4 4 2 

Willigness to visit again 1 1 1 1 3 2 4 3 4 4 1 

Interactivty and services 1 1 1 1 1,2 1,8 1,6 1,4 1,6 2,8 1 

Request info 1 1 1 1 2 2 3 3 1 4 1 

Interactive form to 

receive information 1 1 1 1 1 1 1 1 1 4 1 

Interactive services 1 1 1 1 1 4 2 1 2 4 1 

On-line reservations 

(restaurants) 1 1 1 1 1 1 1 1 1 1 1 

E-commerce (itinerary, 

products) 1 1 1 1 1 1 1 1 3 1 1 
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Tot. 1,99 1,87 1,61 1,72 2,66 2,93 3,04 2,81 2,92 3,77 1,53 

Total % 40% 37% 32% 34% 53% 59% 61% 56% 58% 75% 31% 
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Appendix B 

 

Data collection grid: presence of services / attributes on sample portals 

(0= not present / 1= present) 

 

 1 2 3 4 5 6 7 8 9 10 11 
W&F Itineraries 0 0 0 0 1 0 1 1 1 1 0 

Traditional 

Restaurants 1 1 0 0 0 0 1 1 1 1 1 

Product description 1 0 0 0 1 1 1 0  1 0 

Recipes 0 1 1 0 1 1 1 0 1 1 0 

W&F Events calendar 0 0 1 0 1 0 1 0 0 1 0 

Search engine for 

W&F 0 1 0 0 1 0 0 1 1 0 1 

Chef comments 0 0 0 0 0 0 0 0 0 0 0 

Interactive comments 

(forum) 0 0 0 1 0 1 0 0 0 1 0 

Downloadable 

brochure 0 1 1 0 1 0 0 0 0 0 0 

Link to correlated 

website 1 1 1 1 1 0 1 1 1 1 0 

Multimedia on 

itineraries 0 0 0 0 0 0 1 1 0 0 0 

Customized info 0 0 0 0 0 0 0 0 0 0 0 

Mobile services 0 0 0 0 0 0 0 0 0 0 0 

Video and podcast 0 0 0 0 0 1 0 1 0 1 0 

Interactive maps 1 1 0 1 0 0 1 1 0 1 0 

Restaurants booking 0 0 0 0 0 0 0 0 0 0 0 

E-commerce 0 0 0 0 0 0 0 0 1 0 0 

Alimentary Education  0 0 0 0 1 1 1 0 0 0 0 

            
Total score 4 6 4 3 8 5 9 7 6 9 2 

% covered services 23% 35% 23% 17% 46% 29% 52% 41% 35% 52% 12% 

 
 
 
 

Overall Qualitative Index 

 

 1 2 3 4 5 6 7 8 9 10 11 
IQ % 9,22 13 7,5 6 24,7 17 31,72 22,8 20,3 39,3 3,55 

IQ % 10 14 8 6 25 17 32 23 21 40 4 
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