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ECONOMIC AND COMMERCIAL EXCHANGES

The tourist offer is a mixture of territorial potential, infrastructure facilities, and entrepreneurial activities that involve a particular destination, which does not necessarily coincide with simple geographic or political borders.

From an entrepreneurial point of view the tourist offer constitutes a system which includes activities strictly connected to the tourism sector as well as indirect activities. The distinction must however be reviewed in function with the territory and its complexity.

In practise, speaking about hospitality structures is no longer appropriate for a full understanding of the entire tourism sector, it is however fundamental to analyse and understand the interrelationships among the businesses that together enhance the “territorial tourist package”.

The integration of public operators and entrepreneurs directly or indirectly involved in the tourism sector, so it results, is a fundamental prerogative for proposing and marketing a destination as a “unique integrated product”.

In this way it is possible to implement analyses, which involve the Adriatic Basin Tourist Offer System and the Regional Tourist Offer Systems of each participating State, or other means of aggregation according to logics of an administrative type (e.g. Tourism Promotion Agency; Local Tourist Enterprise, Local Tourist Systems
), of tourism products and of economic pertinence (e.g. Wine routes; marine areas), which change according to the variables connected with the territory.

Although tourist destination is both difficult to analyse and manage, it is necessary to understand the fact that the basic element consists of the images that the tourist has created before using the product.

Since the tourism product in fact can be considered as experience goods, knowledge of the customer’s experience at the time assumes a fundamental, strategic role in setting up the  acquisition process and the customer’s trust.

From a customer-marketing point of view, the point of departure for the realisation of an efficient local offer marketing system is naturally “measuring” the customer’s use, and management of the consumption process.

The old contrast between product and destination no longer exists. The traditional manner of marketing products has changed.

It is necessary to identify other variables which should aim to enhance the local, territorial characteristics and simultaneously the service and communication characteristics.

Evolution of the tourism customer’s needs, ever more mature and demanding, enforces these changes.

Another basic problem is that such variables are not always easy to define beforehand, but should rather be contextualized according to demand and the reference market. Above all it is imperative and indispensable to create a clear and univocal tourist identity.

This identity must depart from the specifics of the territory, within which almost all offer and service components are to be managed, promoted and proposed according to systems and processes of integrated communication.

To this end, the utilisation of modern communication technologies has a crucial function for the development of the image and identity in the market, as well as naturally identifying new demand segments. 

A factor, not to be ignored, for the creation of this identity is however the attainment of a full understanding of real potentiality.

It is the first step to competing in the market efficiently.

In the tourism sector, this means giving a clear, univocal and integrated specificity to an area and a service that, among others, can also set aside the referred locality or territory.

The tourism sector places much importance on the need to reconcile tourism and the environment: a degraded environment notably reduces tourist attraction, while an intact natural and cultural patrimony can represent a very important tourism resource. It is also true however that excessive tourism development induces very heavy pressure on the environment, at times compromising the natural integrity in an irreparable manner. Tourism is a phenomenon that must be managed in a manner that maximises the economic and occupational benefits, avoiding negative environmental repercussions, and at the same time guaranteeing the conservation of tourism resources for continuous exploitation over time.

The economic dynamics of the tourism sector must therefore be able to proceed at the same rate as natural and cultural wealth protection. Sustainable tourism is not only possible, but as has been demonstrated in some cases, can prove a winning arm for enhancing geographic areas otherwise in decline and for enabling the enhancement and reclamation of historical, archaeological and natural heritages.

Thus enhancement and reclamation should have to pass through synergy implementation, such as the constitution of the Observatory on the Adriatic Tourism, proposed by the Forum last year, on the experience of the Conference of Ancona of the Heads of Government and Foreign Ministries of Albania, Bosnia-Herzegovina, Croatia, Greece, Italy and Slovenia.

During the first years of activity, the Adriatic initiative has managed to conquest its own space carrying out a prominent function in the scenario of co-operation activities put into practice by the Region. Co-operation that could be collated in a vast range of productive sectors, of which one of the most important has been assigned to the tourism sector.

The joint effort of the Member States, within the tourism group has been directed above all to the definition of operative projects (capable of involving even the EU) to transform the marine basin and the relative hinterland in an area of stability and prosperity, enhancing the environmental, cultural and economic wealth originating from the communities belonging to the same sea.

In light of these objectives, registering the appreciation of other Member States in the EU, right from the start, the activity has been directed towards the realisation of initiatives capable of spreading the tourist importance of this area worldwide.

This ambitious project should mature, strengthen and find partners to constitute a proper “Control Room” for Adriatic tourism, to monitor and analyse tourist streams in the area under the different cultural, artistic, historic, religious, sport and nautical aspects.

In all, I cannot, but share the proposal by the President of the Chamber of Commerce of Ancona, to intensify contacts, the exchange of ideas and experiences and connections between institutions, but above all between the entrepreneurs in the sector, in order to create strong, prepared partnerships able to confront the new challenges of tourism worldwide.

I am also firmly convinced that the Forum of the Chambers of Commerce is the ideal place to realise all this.

� See the attached Region Marche Project.





