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FOREWORD    

The Annual Conference of the EuroMed Academy of Business aims to provide a 

unique international forum to facilitate the exchange of cutting -edge information 

through multidisciplinary presentations on examining and building new theory and 

business models for success through management innovation.   

It is acknowledged that the conference has established itself as one of the major 

conferences of its kind in the EuroMed region, in terms of size, quality of content, 

and standing of attendees. Many of the papers presented contribute significantly to 

the business knowledge base.   

The conference attracts hundreds of leading scholars from leading universities and 

principal executives and politicians from all over the world with the participation or 

interventio n of Presidents, Prime Ministers, Ministers, Company CEOs, Presidents of 

Chambers, and other leading figures.   

This year the conference attracted about 300 people from over 70 different countries. 

Academics, practitioners, researchers and Doctoral students throughout the world 

submitted original papers for conference presentation and for publication in this 

Book. All papers and abstracts were double blind reviewed. The result of these 

efforts produced empirical, conceptual and methodological papers and abs tracts 

involving all functional areas of business.  
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TOURIST DESTINATION IN A SUSTAINABILITY PERSPECTIVE 

Ɂ3.41(23ɯ*(3ɂ 

Aiello , Lucia; Ferri , Maria Antonella  

Economy and Management, Universitas Mercatorum, University of Italian Chambers of Commerce, 

Italy, Rome 

ABSTRACT  

The present work defines Tourist Destination Management, where the destination is a complex 

product composed of different elements, which should be organized in the sustainability 

perspective. We propose an interdisciplinary paper that is built following both a managerial 

and organizational approach. The purpose of work is to analyze the tourist Destination in a 

ÚÜÚÛÈÐÕÈÉÐÓÐÛàɯ×ÌÙÚ×ÌÊÛÐÝÌɯÛÏÙÖÜÎÏɯÈɯÊÈÚÌɯÚÛÜËàȯɯɁ3ÖÜÙÐÚÛɯ*(3ɂȭɯ3ÏÌɯÈ××ÙÖÈÊÏ is the resource-

based view theory and at the concept of capabilities. The method used is the desk analysis 

spread in two phases: review of the literature on the main topics, destination management and 

coordination system; presentation of a case study. The findings of work is verify that a 

sustainable tourist destination is possibl e if we start from definition of  tourist destination as 

integrated and multilevel, where all main actors of territory aim to sustainable development. 

The "Kit del Turista" confirms that a project of touristic destination must be developed around 

the resources involved, particularly, at the level of moral and pragmatic legitimacy. The main 

research limitations are the field analysis. The main managerial implications are the 

opportunity to observe and present a touristic destination management in sustainable 

perspective that not is only sustainability of environment but economic, cultural and political 

also. This study presents the main characteristics for a developed a Country Destination. The 

originality and the value of paper are to verify theory and studie d previously of different 

authors through an integrated work.  

 

Keywords: tourist destination; destination management; sustainability; complex product; coordination 

system; tourist kit; PosteItaliane. 

INTRODUCTION  

This work aims to analyze how a territory can become a Tourist Sustainable Destination. In the first 

phase, we consider the Tourist Destination Management (TDM) (Mezei, 2009) and its sustainability 

conditions, and we analyzed the managerial implication. In second phase, we define the governance for 
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a Tourist Destination (TD), and its organizational implication. Thus, the paper has a sustainability 

perspective and involves the concept of sustainable tourist destination and the managerial and 

organizational implication. In the final part, we present a case study: Ɂ*ÐÛɯËÌÓɯ3ÜÙÐÚÛÈɂɯȹ3ÖÜÙÐÚÛɯ*ÐÛȺɯÖÍɯ

PosteItaliane S.p.a. (Group of Italian Office Postal).  

The future of tourist destination competitiveness ( ,ÈáÈÕÌÊȮɯ6ġÉÌÙȮɯȫɯ9ÐÕÚȮɯƖƔƔƛ), must involve a 

sustainable view; thus, this work shows that the desti nation management should be able to start from 

the sustainable development concept and how it should be the focal point of tourist destination 

management. 

Sustainable development is a main objective in many social, political and economic areas. The 

Brundtl and Report by the World Commission on Environment and Development (United Nations) in 

ƕƝƜƛɯÈÕËɯÛÏÌɯ4ÕÐÛÌËɯ-ÈÛÐÖÕÚɀɯ"ÖÕÍÌÙÌÕÊÌɯÖÕɯ$ÕÝÐÙÖÕÔÌÕÛɯÈÕËɯ#ÌÝÌÓÖ×ÔÌÕÛɯȹÛÏÌɯ$ÈÙÛÏɯ2ÜÔÔÐÛȮɯƕƝƝƖȺɯ

held in Rio de Janeiro in an attempt to consolidate a worldwide strategy b ased on sustainable 

development models had create the platform for sustainable development, but only in 1997 the 

Tourism adopt the objective of sustainable development; after the Special Assembly of the United 

-ÈÛÐÖÕÚɯÒÕÖÞÕɯÈÚɯȿȿ1ĆÖ/ÓÜÚ%ÐÝÌɀɀȭɯ 

Despite, at the global level this topic is very fundamental for territorial actors, entrepreneurs, public 

administrators, associations and others, in literature nobody propose a common definition of 

sustainable tourism. 

Actually, in tourism, the World Tourism Organiz ation (WTO) is very accredited and with high 

reputation that for more time its studies are considered from scientific community. The WTO proposed 

ËÌÍÐÕÌÚɯÚÜÚÛÈÐÕÈÉÓÌɯÛÖÜÙÐÚÔɯÈÚɯÛÏÈÛɯÞÏÐÊÏɯɋÔÌÌÛÚɯÛÏÌɯÕÌÌËÚɯÖÍɯÛÖÜÙÐÚÛÚɯÈÕËɯÏÖÚÛɯÙÌÎÐÖÕÚȮɯÞÏÐÓÌɯÈÛɯÛÏÌɯ

same time it protects and improves opportunities for the future. It focuses on the management of all the 

resources in such a way that all economic, social, and aesthetic needs are met while cultural integrity, 

key ecological processes, biodiversity, and life suppoÙÛɯ ÚàÚÛÌÔÚɯ ÈÙÌɯ ÙÌÚ×ÌÊÛÌËɌɯ ȹ6ÖÙÓËɯ 3ÖÜÙÐÚÔɯ

Organization, 1993). 

.ÕÓàɯÛÖɯÊÖÔ×ÓÌÛÌɯÛÏÌɯÚÜÚÛÈÐÕÈÉÓÌɯÛÖÜÙÐÚÔɯÊÖÕÊÌ×ÛɯÞÌɯÊÖÕÚÐËÌÙȮɯÐÕɯÈÊÊÖÙËÐÕÎɯÛÖɯ!ÓÈÕÊÈÚȮɯ&ÖÕáãÓÌáȮɯ

Lozano-.àÖÓÈɯÈÕËɯ/õÙÌáɯȹƖƔƕƔȮɯ××ȭɯƘƜƘɬ492), the three groups of set of sustainable tourism indicators: 

ü Key indicators of sustainable tourism: which are basic information needed for the management 

of sustainable tourism in any destination (i.e. tourism intensity, seasonality of demand, and 

effects of tourism on the local community and management of the  waste generated). 

ü Specific site indicators: which evaluate important issues regarding the management of the 
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tourism destination that are not taken into account by the key and specific ecosystem 

indicators, and that can only be defined for the destination under study.  

ü Complementary indicators for specific ecosystems: which evaluate core factors shaped by the 

specific characteristics of a given destination (i.e., coastal areas, islands, mountain destinations).  

This concept of sustainable tourism and these indicators show that the consumer how tourist 

responsible is fundamental; thus, in the light of the decisive role of the consumer in the process of 

destination governance, we must structure the content of tourism business whose quality thread and 

contact points between the characteristics of the territory act as the lever of sustainability and indicators 

of its value. The indicators and the attributes of sustainability show that the development process for a 

territory must consider all its elements and all s takeholders (present and future), and this, for a touristic 

destination, requires multilevel management and involvement of all actors (public and private). In line 

with the discussion, we take into consideration integrate and multilevel concept for destina tion tourism 

in a sustainable perspective ȹ'ÈÜÎÓÈÕËȮɯ!ÑĦÙÕ-.ÝÌɯ&ÙĦÕÚÌÛÏɯȫɯ ÈÙÚÛÈËȮɯƖƔƕƕȺȭ 

TOURIST DESTINATION MANAGEMENT FROM A SU STAINABILITY 

PERSPECTIVE  

The tourism product is, therefore, the result of multiple services (information, booking, 

accommodation, catering, transportation, guides, entertainment, leisure, safety) which should be 

enhanced and integrated in order to reinforce the conditions of local attraction and competitiveness. 

This concept puts in evidence that tourism is a complex product ( Palmer & Bejou, 1995), for this reason 

it require different alliance and coordination between different organizations . The Organizations that 

operate in a tourism destination have to design and build a model of socio -economic growth of the area 

related to the environment and the market  changes. This collaborative and cooperative development is 

based on sustainability logic in order to create synergies in the territory and to express a specific offer 

that correlates with trends in demand. The competitiveness of a destination requires an integrated 

approach to manage all the instruments that compose the tourism product so that it can coordinate the 

strategic decisions and enhance synergies between natural components and services, stimulating 

relationships between public actors and private actors (ÝÖÕɯ%ÙÐÌËÙÐÊÏÚɯ&ÙåÕÎÚÑġɯȫɯ&ÜÔÔÌÚÚÖÕȮɯƖƔƔƚȺ. 

The destination management should collaborate with the territory governance in the process of 

resources integration to ensure sustainability. In this perspective, the governance of a touristic 

destination must carry out integrated and territorial tourism programs to capture the market. The 

systems integration of the territory could be built in an integrated tourist product. Starting from the 

sustainability concept, the needs of touristic destination is a focal point for the development of a 
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ÛÌÙÙÐÛÖÙàȮɯÐÕɯÞÏÐÊÏɯÔÜÚÛɯÊÖÕÚÐËÌÙɯÛÏÌɯÉÈÓÈÕÊÌɯÉÌÛÞÌÌÕɯɁÛÌÔ×ÖÙÈÙàɂɯÊÐÛÐáÌÕÚɯÈÕËɯÛÏÌɯÌÊÖÕÖÔÐÊȮɯÚÖÊÐÈÓɯ

and environmental conditions of destinations.  

Literature Review  

In the literature, several definitions of destination management are proposed; Gretzel, Fesenmaier, 

%ÖÙÔÐÊÈɯ ÈÕËɯ .ɀ+ÌÈÙàɯ ËÌÍÐÕÌËɯ ÛÏÌɯ #ÌÚÛÐÕÈÛÐÖÕɯ ,ÈÕÈÎÌÔÌÕÛɯ .ÙÎÈÕÐáÈÛÐÖÕɯ ȹ#,.Ⱥɯ ÈÚɯ ËÌÚÛÐÕÈÛÐÖÕɯ

marketing and management organization (2006); Sheehan and Ritchie defined it as destination 

management organization (2005). Moreover, the destination management is, at times, developed from 

public agencies and financed by public means, often in combination with private funding also (Pike, 

ƖƔƔƘȺȭɯ$ÓÉÌȮɯ'ÈÓÓõÕȮɯȫɯ ßÌÓÚÚÖÕɯÏÈËɯÚÏÖÞÕɯÛÏÈÛɯÛÏÌɯ#ÌÚÛÐÕÈÛÐon Management Organizations (DMOs) 

need to develop both pragmatic and moral legitimacy in order to develop integrated destination 

marketing; the authors considered that the DMOs would be able to become integrated destination 

marketing (2009).  

In the overv iew of DMO as destination -management organization, some authors proposed a model of 

the integrative destination -ÔÈÙÒÌÛÐÕÎɯ×ÙÖÊÌÚÚɯȹ$ÓÉÌȮɯ'ÈÓÓõÕɯȫɯ ßÌÓÚÚÖÕȮɯƖƔƔƝȮɯ××ȭɯƖƜƝȺȭɯ(ÛɯÐÚɯÊÖÔ×ÖÚÌËɯ

of activities, actors and resources of territory. The activities are performed by the DMO in order to 

build up legitimacy and foster cooperation; the actors forming alliances and destination integration; 

resources involved the level of moral and pragmatic legitimacy.  

In the literature, some analysis has shown that a region with governance oriented to tourism 

development can have two configurations: corporate and community ( Franch, Martini & Buffa, 2010). 

The corporate is oriented to logic-business, like the holiday village; the community is oriented to a 

relational network m odel that define the offer through the interaction between the different nodes that 

comprise it. 

In this work the community is considered more for its performance in sustainable development than as 

a tourist destination. Therefore, the community is a confi guration that requires approaches to 

aggregation, identifying strategic processes and actions to manage the factors of attraction and tourist 

services, in order to affect the market demand and to place the target in competitive environments 

depending on th e characteristics of the territory.  

The different components of tourism (natural, historical, archaeological, cultural, traditional 

manufacturing, hospitality facilities, connecting infrastructure, and mobility) require synergic 

integration with the custo mer, taking into account that the tourism product is an integrated complex 

product with tangible and intangible elements. This product needs appropriate organizational 

solutions and collaborative marketing strategies (Wang & Xiang, 2007).  
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COORDINATION SYS TEM FOR A DEVELOPMEN T OF A SUSTAINABLE 

TOURIST DESTINATION  

In the first part of this work we analyzed the destination management and its necessity for the future of 

tourist destination competitiveness in a sustainable view. This part of the work aims to d emonstrate 

that the Sustainable Tourist Destination must be addressed to actions which are not restricted to market 

communication only. A Sustainable Tourist Destination must have an organizational form where all 

actors within the territory can be connected. Through the different co -operative arrangements, it could 

also influence product development and formulation as well as pricing and distribution.  

Tourism destinations is a complex network that involve a large number of co -producing actors 

providing a ra ÕÎÌɯÖÍɯ×ÙÖËÜÊÛÚɯÈÕËɯÚÌÙÝÐÊÌÚɯȹ'ÈÜÎÓÈÕËȮɯ!ÑĦÙÕ-.ÝÌɯ&ÙĦÕÚÌÛÏɯȫɯ ÈÙÚÛÈËȮɯƖƔƕƕȰɯ&ÜÕÕȮɯ

1994; Pearce, 1989; Hu & Brent Ritchie, 1993; Ramirez, 1999; Buhalis, 2000; Murphy, Pritchard, & Smith, 

2000; Silkoset, 2004). Linking this, we analyze the coordination system of Sustainable Tourism 

Destination. Earlier to argue on organizational aspects for a Sustainable Tourism Destination we should 

ÚÛÈÙÛɯÍÙÖÔɯÛÏÌɯÌÓÌÔÌÕÛÚɯÛÏÈÛɯÈÓÓÖÞɯËÌÝÌÓÖ×ÔÌÕÛɯÛÖÞÈÙËÚɯÐÛȭɯ'ÈÜÎÓÈÕËȮɯ!ÑĦÙÕ-.ÝÌɯ&ÙĦÕÚÌÛÏɯȫɯ ÈÙÚÛÈËɯ

have suggested three specific areas impacting destination development (2011, pp. 270). They are 

destination capabilities, coordination at the destination level, and inter -destination bridge ties. The 

ÞÖÙÒɯÈÕÈÓàÚÌÚɯÛÏÌɯÈÙÌÈɯɆÊÖÖÙËÐÕÈÛÐÖÕɯÈÛɯÛÏÌɯËÌÚÛÐÕÈÛÐÖÕɯÓÌÝÌÓɆȭɯ3ÏÌɯÈÙÌÈÚɯÏÈÝÌɯÈɯɋËÐÙect impact on 

destination development, and furthermore, the areas are interrelated and there by impact destination 

ËÌÝÌÓÖ×ÔÌÕÛɯÐÕËÐÙÌÊÛÓàɌɯȹ'ÈÜÎÓÈÕËȮɯ!ÑĦÙÕ-.ÝÌɯ&ÙĦÕÚÌÛÏɯȫɯ ÈÙÚÛÈËȮɯƖƔƕƕȮɯ××ȭɯƖƚƜ-271), thus the 

coordination system must consider this aspect. 

Different studies consider the destination as a whole is highly beneficial (Ioannides, Nielsen, & Billing, 

2006; Prokkola, 2010).  

Blasco, Guia & Prats show that the development of tourism networks and the identification of main 

elements that foster the consolidation of shared tourism governance structures are very important for 

touristic destination (2014, pp. 159ɬ173). 

The case study of Maramures Romania (Turnock, 2002), has shown that the business of touristic 

destination, for sustainable rural cultural tourism, is under local control through rural tourist 

ÈÚÚÖÊÐÈÛÐÖÕÚȮɯÖ×ÌÙÈÛÐÕÎɯÈÛɯÙÌÎÐÖÕÈÓɯÈÕËɯÕÈÛÐÖÕÈÓɯÓÌÝÌÓÚȭɯ3ÏÌɯÈÜÛÏÖÙɯÊÖÕÚÐËÌÙÌËɯÛÏÌɯÈÙÌÈɀÚɯÕÌÌËɯÍÖÙɯ

greater cohesion to connect local networks with those operating at the regional and national levels 

wit hin Romania and also in neighboring countries.  

 ɯÛÖÜÙÐÚÔɯÐÕÐÛÐÈÛÐÝÌɯÞÖÜÓËɯÉÌɯɋÞÌÓÓ-established on a modest scale with local control of a business 

ÞÏÐÊÏɯÊÓÌÈÙÓàɯ×ÙÖÑÌÊÛÚɯÈɯÓÐÝÐÕÎɯÊÜÓÛÜÙÌȰɯÛÏÌÙÌÉàɯÔÌÌÛÐÕÎɯÖÕÌɯÖÍɯÛÏÌɯÒÌàɯÊÙÐÛÌÙÐÈɯÍÖÙɯÚÜÚÛÈÐÕÈÉÐÓÐÛàɌɯ
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(Turnock,  2002, pp. 87). The network can permit, in the interest of a long-term development, an 

accessibility involving regional airports and telecommunications as well as road and rail. Through this 

work we want go to the next step: the accessibility involves info rmative systems of payment, shipment 

ÖÍɯÎÖÖËÚȮɯÖÛÏÌÙÚɯÚÌÙÝÐÊÌÚȭɯ6ÌɯÊÈÕɯÚÌÌɯÛÏÐÚɯÚÛÌ×ɯÐÕɯÛÏÌɯɁ3ÖÜÙÐÚÛɯ*ÐÛɂɯÊÈÚÌɯÚÛÜËàȭɯ3ÏÌɯÞÖÙÒɯÖÍɯ3ÜÙÕÖÊÒɯ

pointed out that the local industry needs to be fully integrated with a national product that might 

create confidence between the companies as well as tourists. 

The study, that we analyzed previously, has shown the necessity for the competitiveness of a touristic 

ËÌÚÛÐÕÈÛÐÖÕɯÛÖɯÚÛÈÙÛɯÍÙÖÔɯɋÈÕɯÐÕÛÌÎÙÈÛÐÖÕɯ×ÙÖÊÌÚÚȮɯÐÕÐÛÐÈÛÐÝÌÚɯÛÖɯÌÕÊÖÜÙÈÎÌɯÊÖÖ×ÌÙÈÛÐÖÕɯÈÕËɯÐÕÛÌÎÙÈÛÐÖÕɯ

among ÛÏÌɯÈÊÛÖÙÚȭɯȹȱȺɯ3ÏÌɯÈÐÔɯÖÍɯÛÏÌÚÌɯÔÌÌÛÐÕÎÚɯÈÕËɯ×ÙÖÎÙÈÔÚɯÞÈÚɯÍÖÙɯÈÊÛÖÙÚɯÛÖɯÔÌÌÛɯÈÕËɯÎÌÛɯÛÖɯÒÕÖÞɯ

each other and, most importantly, to identify co -Ö×ÌÙÈÛÐÝÌɯÉÜÚÐÕÌÚÚɯÖ××ÖÙÛÜÕÐÛÐÌÚɌɯȹ$ÓÉÌȮɯ'ÈÓÓõÕȮɯȫɯ

Axelsson,  2009, pp. 293).  

Literature Review  

The opportunity  for a region to propose a competitive offer depends on the coordination of the 

different actors, which operate in autonomy, contributing to generate a proposal through the control of 

certain resources and the performance (Morrison & Teixeira, 2004) of dif ferent activities. For 

competitiveness it is fundamental to identify the possible forms of coordination which transform the 

ÛÌÙÙÐÛÖÙÐÌÚɯÐÕɯÊÖÔ×ÌÛÐÛÐÝÌɯÛÖÜÙÐÚÛɯËÌÚÛÐÕÈÛÐÖÕÚɯȹ!ÖÕÊÈȮɯ,ÖÙÈÙɯȫɯ"äÔ×ÌÈÕȮɯƖƔƕƘȰɯ"ÓÌÙÎÌÈÜȮɯƖƔƕƗȰɯ!ÖÛÛÐɯȫɯ

Peypoch, 2013; Ivanov & WebstÌÙȮɯƖƔƕƗȰɯ,ÌÓÐãÕ-&ÖÕáãÓÌáɯȫɯ&ÈÙÊĆÈ-%ÈÓÊğÕȮɯƖƔƔƗȺȭɯ 

The need for coordination in a destination is proportional to the variety of demand, and it is less 

relevant when it focuses on a specific activity that requires minimal support services ( Candela & Figini,  

2012). From this perspective, a destination should be able to create the condition to present an offer 

characterized by variety, flexibility and integration in order to give innovative proposals that meet the 

different needs of tourists.  

In the literatur e, the development of destination requires an integrated multilevel project that can be 

realized through a coordination system. According to a study ( 'ÈÜÎÓÈÕËȮɯ!ÑĦÙÕ-.ÝÌɯ&ÙĦÕÚÌÛÏɯȫɯ

Aarstad, 2011) the actors of a destination allow the success of destination through their success; we can 

derive from this that the system of coordination should be developed between the actors involved: 

structure and mechanism. These are the core of the system and must be accepted, shared and 

acknowledge by the actors. 

Moreover the literature shows, that different forms of co -operation can be observed within the same 

tourist destinations.  ɋ"Ö-operation can include different levels of complexity, requiring different 

degrees of commitment among the participating actors. In more complex forms, the need for resource 
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ÊÖÔÔÐÛÔÌÕÛɯÐÚɯÎÙÌÈÛÌÙȭɯ(ÛɯÔÈàɯÈÓÚÖɯÉÌɯÕÌÊÌÚÚÈÙàɯÛÖɯÔÈÒÌɯÈËÈ×ÛÈÛÐÖÕÚɯÐÕɯÛÏÌɯÈÊÛÖÙÚɀɯÈÊÛÐÝÐÛàɯÚÛÙÜÊÛÜÙÌÚȭɯ

In order to co-ordinate cooperation, the creation of more formalized structures, alliances, might be 

needed. Alliances may have different forms depending on the tasks that are to be performed and on the 

ÚÐáÌɯÈÕËɯÐÔ×ÖÙÛÈÕÊÌɯÖÍɯÛÏÌɯ×ÈÙÛÐÊÐ×ÈÛÐÕÎɯÈÊÛÖÙÚɌɯȹ$ÓÉÌȮɯ'ÈÓÓõÕɯȫɯ ßÌÓÚÚÖÕȮɯƖƔƔƝȮɯ××ȭɯƖƝƙȺȭ 

The integrated destination can be achieved through the co-operation among the destination 

stakeholders, crucial for this is the legitimacy ɬ which we mentioned in the first part of the work ɬ to 

develop such legitimacy, the DMO has to develop and maintain relationships with others.  

TOURIST KIT OF POSTE ITALIANE  

Projects like this one create meeting points where different actors can meet each other and also discover 

new business opportunities. 

The "Kit del Turista" is a project of PosteItaliane S.p.a. (Italian Post Office) that through a card 

"Postepay NewGift", a tourist has a pass to the city where there is the project (at this moment Matera 

only). The main advantages are: 

1. Having access to a selected cultural circuit that includes the most prestigious museum of the 

city. 

Ɩȭɯ#ÐÚÊÖÜÕÛÚɯÐÕɯÚÏÖ×ÚɯÖÍɯÛÏÌɯÊÐÛàɯÈÍÍÐÓÐÈÛÌËɯÞÐÛÏɯɁ!ÈÕÊÖ/ÖÚÛÈɂ discounts, including hotels, 

restaurants, shops of crafts and local food and wine, as well as service stations and others. 

This project includes some digital services, as a postcard JPA "Greetings & Photo", through 

downloading of the free application on " App Store" and on "Google Play" the tourist can send real 

postcards of photos of his or her holiday. The "Kit del Turista" included a coupon of 10% discount on 

shipping service "Paccoweb". The kit allows 25% of discount to a culturally integrated selected offer. 

Recently, this project has been carried out in Matera (http://www.basilicataturistica.com/news/poste -

italiane-parte-da-matera-il -lancio-del-kit -del-turista) and it will be later carried out in Lecce. 

PosteItaliane has developed this project based on two elements: legitimacy of the city as culture of Italy 

and Made in Italy; integration between political, economic and scientific levels of Italian territory, 

where the logic thread is the Italian culture. The choice of city depends on the main cultural attributes 

that characterize the city; indeed, both Matera and Lecce are candidates for Cultural Capital 2019 

(Matera, World Heritage Site UNESCO pa is winner of this event).  

The initiative group of the Italian Post Office aims to create new synergies to enhance the "Italian 

system" in tourism. The "Kit del Turista" in Matera was made possible by the support of local 



 

40 

institutions of the Basilicata Region, the Regional Promotion Agency, City Council and Chamber of 

Commerce of Matera. The "Kit del Turista" wa s created to support the development of the Italian 

economy through an integrated approach between accommodation services, cultural heritage, ICT and 

entrepreneurship and through the provision of technology assets, financial and logistics groups.  

The structure is the Integrated Information System of PosteItaliane through a card linked to a cultural, 

commercial and logistic circuit; the Kit supports the tourist in all phases of the holiday from choice of 

buying a return to your original destination.  

Italian Poste has also involved the Association of Italian Heritage UNESCO World Heritage in the 

project, which deals with the functions of planning, coordination and implementation of activities 

directed towards the protection and enhancement of natural and cul tural assets recognized in Italy by 

the UN, with which it is developing initiatives for the exploitation of Italian sites under the auspices of 

UNESCO.  

The project aims to create an "Italy store", that is based on sustainable tourist destinations and the 

coordination system between the different actors involved. Institutions, companies and territories work 

together and in terms of coordination and integration to ensure the foreign tourists who travel to Italy 

welcome ever higher services before, during and after the trip, with the aim of providing incentives to 

tourists and turn it into a consumer habit of original products made in Italy.  

Since a destination offers products and services which are delivered by more than one actor, some 

degree of coordination between the actors is required. The coordination of actors and resources is one 

facet of the multilevel characteristic, and we will analyze this with reference to the alliance literature 

addressing governance and coordination issues. 

Methodology  

From a methodological perspective, we acquire the resource-based view theory (Denicolai, Cioccarelli, 

& Zucchella, 2010; Foss, 1997; Barney, 1996, 1991; Peteraf, 1993; Wernerfelt, 1984), and at the concept of 

ÊÈ×ÈÉÐÓÐÛÐÌÚɯȹ'ÈÜÎÓÈÕËȮɯ!ÑĦÙÕ-.ÝÌɯ&ÙĦÕÚÌÛÏɯȫɯ ÈÙÚÛÈËȮɯƖƔƕƕȰɯ1ÖËÙąÎÜÌá-#ąÈáɯȫɯ$Ú×ÐÕÖ-1ÖËÙąÎÜÌáȮɯ

2007; Winter, 2003; Eisenhardt & Martin, 2000; Teece, Pisano, & Schuen, 1997), indeed, consider the key 

ÌÓÌÔÌÕÛɯÖÍɯËÌÚÛÐÕÈÛÐÖÕɯÖÍɯÛÏÌɯÈÊÛÖÙÚȮɯÉÌÊÈÜÚÌɯÛÏÌàɯÏÈÝÌɯÛÏÌɯÙÌÚÖÜÙÊÌÚɯÈÕËɯɋÛÏÌɯÈÉÐÓÐÛàɯÛÖɯÊÖÕÍÐÎÜÙÌȮɯ

reconfigure, and develop these resources in the production of products and services are crucial for 

ËÌÚÛÐÕÈÛÐÖÕɯËÌÝÌÓÖ×ÔÌÕÛɌɯȹ'ÈÜÎÓÈÕËȮɯ!ÑĦÙÕ-.ÝÌɯ&ÙĦÕÚÌÛÏɯȫɯ ÈÙÚÛÈËȮɯƖƔƕƕȮɯ××ȭɯƖƛƕȺȭ 

To observe with the aim of the paper, the case of the "Kit del Turista" in Italy; the  "Kit del Turista" in 

Matera and in Lecce were studied for desk and field analysis, for motivation to sustainable touristic 
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destination management and coordination system in Matera we were able to answer the questions of 

sustainable touristic destination m anagement, because is activated and completed.  

The studies of touristic destination management have been developed but the sustainable perspective is 

still a new area of study.  

As specified in the introduction, there is still very little knowledge about the emergence of a tourism 

destination coordination system and the resources of legitimacy the destination. Therefore an 

exploratory approach is adopted with the purpose of gaining insights about the topic (Blasco, Guia & 

Prats, 2014; McNabb, 2010). Inductive analytical methods are thus employed to interpret the data and 

information gathered and find out the underlying structure of the processes under research (Heath & 

Cowley, 2004). 

The study on Matera employed desk analysis, through the analysis of documents on projects, of web 

sites on the touristic kit developed in Matera and of relations at the conference to launch the project 

(with participation at a political and administrative level; managerial level and scientific level).  

The study on Lecce employed field analysis; data collection was carried out through in -depth 

interviews with relevant stakeholders. Some supplementary data were also collected from destination 

brochures, reports and other sources of secondary data about the area. Interviews were semi-structured 

with questions concerning the motivation and modality which are utilized for building and realizing 

the project. The interviews were held in Lecce and lasted between one and three hours, as work tables 

in which all actors involved participated . The researcher has involved around work table as scientific 

support to development of project, he is active part (Kensing & Blomberg, 1998). The role of the 

interviewer was to allow and facilitate the interviewee to answer specific questions openly, ther eby 

gathering rich data about new aspects of the phenomenon under study (Emerald & Martin, 2013). After 

accomplishment of an acceptable overload argument, the final sample was composed of all managers 

that participated in the project (managers, association of category and entrepreneurs involved in 

projects), which was enough to brighten the multifaceted topics covered in the case of study (Wesley & 

Pforr, 2010). 

Inside the constructivist hypothesis, data must be analyzed through a process of induction, wher e the 

researcher constructs meaning from the data relative to the research questions (Tobin & Begley, 2004). 

Methods such as story analysis, and thematic analysis were thus selected as methods to interpret the 

data. Thematic analysis, also known as inductive content analysis (Bendassolli, 2013), was then 

employed to analyze the interview transcripts.  



 

42 

This analytical method is inductive, content -driven, compensates better consideration to the qualitative 

aspects of the material analyzed, and examines for subjects within textual data. Thematic analysis and 

ÎÙÖÜÕËÌËɯÛÏÌÖÙàɯÈÙÌɯɋÔÌÛÏÖËÖÓÖÎÐÊÈÓÓàɯÚÐÔÐÓÈÙɯÈÕÈÓàÛÐÊɯÍÙÈÔÌÞÖÙÒÚɯÛÏÈÛɯÈÛÛÌÔ×ÛɯÛÖɯÙÌ×ÙÌÚÌÕÛɯÈɯÝÐÌÞɯÖÍɯ

reality via systematically working through text to identify topics that are progressively integrated into  

higher order themes, via processes of de-contextualization and re -ÊÖÕÛÌßÛÜÈÓÐáÈÛÐÖÕɌɯȹ!ÓÈÚÊÖȮɯ&ÜÐÈɯȫɯ

Prats, 2014, pp. 163). Thus, an inductive approach to thematic analysis allows themes to emerge from 

the data, rather than searching for pre-defined themes. Coding was done following the prescribed 

procedure for thematic analysis, which involved the iterative organization of data into categories on the 

basis of themes, concepts and similar features (Jennings, 2001). 

Conclusion, Theoretical and Managerial Implications 

The main result is that, in a same tourist destinations can be different forms of co-operation; this 

depends from the complexity level. This is defined from the typology of stakeholders of destination 

(publics, private, voluntary, and others). T he relationship between them is fundamental for foster or 

hinder the realization of the destination model.  

At second level we can consider that the alliances can facilitate the development of destination model. 

Thus, at theoretical level, the study has put in evidence how the coordination system has a vital role for 

a development of a Tourist Destination. Particularly, the stakeholders of destination must be 

legitimated to develop and maintain relationships with others into an overview of destination.  

From desk analysis of case study we can prove that a sustainable tourist destination is possible if we 

start from definition of tourist destination as integrated and multilevel, where all main actors of 

territory aim to sustainable development. The "Kit del Tur ista" verifies that a project of touristic 

destination must be developed around the resources involved, particularly, at the level of moral and 

pragmatic legitimacy.  

Moreover, effectively, the Group of PosteItaliane has involved, starting from these resou rces, the main 

institutional and political actors (as Local Chambers of commerce; Region; Province and Municipality). 

6ÌɯÊÈÕɯÈÍÍÐÙÔɯÛÏÈÛɯÛÏÌɯÙÌÚÖÜÙÊÌÚɯÐËÌÕÛÐÍÐÌËɯÍÙÖÔɯ$ÓÉÌȮɯ'ÈÓÓõÕɯȫɯ ßÌÓÚÚÖÕɯ×ÈÙÛÐÊÜÓÈÙÓàɯÛÏÌɯÓÌÎÐÛÐÔÈÊàɯ

(2009), they are fundamental for start-up of territorial network for the "Kit del Turista" project. From 

field analysis of case study we verified that it is essential, in the development of tourist destination, 

there are unique driver, as that cultural. The project analyzed considers cultural  resources the main 

cause for involve the territory.  
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The interviews to main actors of project have confirmed that destination management requires a 

coordination system that is based on territorial networks, and relationships formerly built 

(Gummesson, 2002).  

In brief, the findings of work are that the sustainable tourism destination must be integrated and 

multilevel, where a coordination system would base on legitimacy and confidence, previously exposed. 

The focal resources are moral and pragmatic legitimacy developed on key factor of territory, as cultural 

resource, enterprises with social responsibility.  

The main managerial implications are the opportunity to observe and present a touristic destination 

management in sustainable perspective that not is only sustainability of environment but economic and 

political also. This study presents the main characteristics for a developed a Country Destination.  

In this overview, the integration capacity of stakeholders through an integrated informative system of 

payment could push the enterprises to an organizational coordination system efficiently because it is 

integrated and can be to consider an access key for the integrated of value chain of destination system. 

The enterprises could be activated new and stronger relationships between them through formal or 

informal network, which is based on integrated information system of payment.  

This study presents the main characteristics for a developed a Country Destination. The originality and 

the value of paper are to verify theory and studied previously of different authors through an 

integrated work.  

The main research limitations are the field analysis, which we would build for a comparative analysis 

between Matera e Lecce; indeed we had the need to utilize two different analysis methods, because the 

projects are in two different phases. This will be developed in a future work.  
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