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Introduction  to the research design  
 

Nowadays many destinations have an increased interest in concepts such as competitiveness and 

innovation (Nordin & Svesson, 2007). Above all, the classical Destination Management 

Organizations (DMOs) in community and mature types of destinations need to adjust their 

activities and organizational models due to increased global competition, and changing markets 

and needs (Bieger, 1998, as citied in Beritelli, Bieger & Laesser, 2009). 

 

άbŜǿ ŘŜǎǘƛƴŀtions structures are the appropriate response for destinations and tourism 

regions to meet globalizing tourism markets with increasing marketing costs. This 

includes the ǊŜǾƛǎƛƻƴ ƻŦ ǘƻǳǊƛǎƳ ŘŜǎǘƛƴŀǘƛƻƴ ōƻǳƴŘŀǊƛŜǎΦέ (Bieger et al., 2009) 

 

The question is then how can a tourism destination remain competitive and innovative? And is 

there a link between the organizational structure and the overall performance? Few researchers 

have investigated this topic and as stated by the UNWTO, 2010, άΧ there is a lack of knowledge 

about the impact of different forms of governance on the operational performance and the 

ƻǊƎŀƴƛȊŀǘƛƻƴŀƭ ǎǘǊǳŎǘǳǊŜ ƻŦ ŀ 5ah ό5Ŝǎǘƛƴŀǘƛƻƴ aŀƴŀƎŜƳŜƴǘ hǊƎŀƴƛȊŀǘƛƻƴύΦέ  

 

Hence, one of the major challenges for tourism destinations is to find and introduce a form of 

governance that bests fits the internal organization structure and the external forces. Several 

authors have promoted and investigated the concept of destination governance (Beritelli et al., 

2007; Nordin & Svesson, 2007 and Pechlaner & Raich, 2009) but still several questions need to be 

investigated: άƘƻǿ ƎƻǾŜǊƴŀƴŎŜ ƛǎ ǇǊƻŘǳŎŜŘΣ ǿƘƻ ƎƻǾŜǊƴǎΣ ǿƘŀǘ ǊƻƭŜǎ ƘŀǾŜ ǘƘŜ ŀŎǘƻǊǎ ŀƴŘ ǘƘŜ 

ƛƴǎǘƛǘǳǘƛƻƴǎ ƛƴ ǘƘŜ ǇǊƻŎŜǎǎέ (Pechlaner, 2009 as cited in Padurean, 2010). 

 

To explore some of these questions the thesis is based on an action research approach followed by 

the author in cooperation with Professor Siegfried Alberton of IRE (Istituto Ricerche Economiche). 

After a broad literature review and a contextualization chapter, the empirical contribution will be 

based on a single case study of a small tourism destination in Ticino (Switzerland), which is 

currently reflecting on the possibility to introduce a new governance model. 



11 | P a g e 
 

Research strategy and design  
 

The research strategy and methodology devised and applied throughout the project follows the 

research question and objectives defined for the study. 

 

Research Question 1: 

According to the elements identified in the literature review, is there an 

organizational model that could be possibly applied to a particular regional 

situation like the one of Gambarogno?  

 

Aim and objectives  
 

The aim of this thesis is to formulate, through a broad literature review, an alternative destination 

governance model for the tourism destination of Gambarogno. The thesis is structured in a 

cascade format, from a general theoretical overview to a specific single case study. All the 

chapters should be consistent with the findings, theories, and strategies investigated in the 

previous chapters.  

The debate on new governance models is an actual and debated topic; many tourism destinations 

are currently reflecting on this issue and proposing new alternative models to the traditional 

community-based ones. The roles and functions of the small DMO are also under examination in 

many countries, Switzerland included.  

Gambarogno as a small-medium destination will be touched by several institutional and legislative 

changes in following years. Therefore, the final aim is to propose a model consistent with the 

theoretical findings and the external forces affecting the destination, namely the revision of the L-

Tur (2013), the New Regional Politics (NPR), the strategic plan of the Locarno region, and finally 

the merger of the nine municipalities of Gambarogno already implemented in 2010. 
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Organization of the chapters  
 

Based on the research questions, the thesis is elaborated in four chapters to tackle the research 

objectives; each part is essential to answer the research question: 

 

 

 

 

I. The Theoretical analysis 

Chapter one presents a literature review indispensable for the understanding of the 

context of the research. In this chapter, the following topics will be discussed: 

tourism destination, governance, destination governance, destination networks, 

clusters and partnerships, destination management, and destination 

competitiveness. 

 

II. The Contextualisation ς the tourism situation in Ticino 

Chapter two introduces the tourism situation in Ticino. The evolution of the tourism 

sector in the Canton will be investigated, as well as the strategies, the actual 

organization, the trends, the new legislative change, and the new emerging 

governance models. 

 

III. The empirical research 

Chapter three deals with the methodology applied to this research: a single case 

study analysis. The current situation, the evolution and the tourism products of the 

destination will be described. Furthermore a SWOT analysis, the value chain 

analysis, and the actual stakeholder relationships will be described. The results of 

the three workshops will enrich the understanding of the destination.  

 

IV. Results and future research 

Chapter four presents the conclusions, the findings, the limitations of the thesis, 

and the potential possible directions that can be undertaken for further research. 

2. Contextualisation - The 
tourism situation in Ticino 

1.Theoretical 

analysis 
3. Empirical 

research 

4. Results, limitations, 

& future research 



13 | P a g e 
 

Methodology  
 

In order to answer the research question, a descriptive and exploratory approach will be used. As 

introduced, the thesis is also based on action research approach. The strength of this method is 

that investigates deeply the context, through a collective re-thinking process, providing precious 

information that have been previously not considered. 

The empirical research presented in the chapter three is based on a single case study of the Swiss 

destination Gambarogno. When designing a case study, a crucial choice lies between a multiple or 

single case study. The latter is more indicated in the situation where the author wants to verify the 

accuracy of a theoretical proposition analyzing a specific situation. The main methods of collecting 

information were semi-structured in-depth interviews, direct observation, secondary data, and 

three workshops organized with different stakeholders representing the various interests of the 

destination. Based on the broad literature review, these are the theories and concepts used for 

the analysis of the destination Gambarogno: 

ü 5Ŝǎǘƛƴŀǘƛƻƴ DƻǾŜǊƴŀƴŎŜ !ǊŎƘŜǘȅǇŜǎ όŘΩ!ƴƎŜƭƭŀ et. al, 2010) 

ü Cooperations, public-private partnerships and clusters, in particular the cooperation PPP 

model (the example of Velden was particularly interesting). 

ü The idea highlighted in the evolution of the destination management in the alpine 

destinations (Figure 9). 

ü !ƭƭ ǘƘŜ ŎƻƴŎŜǇǘǎ ŜȄǇǊŜǎǎŜŘ ǿƛǘƘ ǘƘŜ ά5Ŝǎǘƛƴŀǘƛƻƴ aŀƴŀƎŜƳŜƴǘ ƻŦ ǘƘŜ ¢ƘƛǊŘ DŜƴŜǊŀǘƛƻƴέΦ 

Literature review  

 

The literature review is considered a fundamental step in any research strategy. Table 4 at page 42 

summaries the main academic articles used for the following research. 

Case study 

 

The case study is an ŀƴŀƭȅǎƛǎ ǿƘƛŎƘΣ ŀŎŎƻǊŘƛƴƎ ǘƻ ¸ƛƴ όмффпύΣ άƛƴǾŜǎǘƛƎŀǘŜǎ ŀ ŎƻƴǘŜƳǇƻǊŀǊȅ 

phenomenon within its real life context when the boundaries between the phenomenon and the 

ŎƻƴǘŜȄǘ ŀǊŜ ƴƻǘ ŎƭŜŀǊƭȅ ŜǾƛŘŜƴǘΦέ The final aim of a case study is to gain a deeper understanding of 

a specific case or phenomenon. This research method has several strengths, which are mainly 

related to the wide range of methods and tools used to gather evidence. In fact, the possibility to 

use different types of data coming from both quantitative and qualitative analysis is a further 
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advantage. The employment of multiple sources of evidence (triangulation) allows the researcher 

to widen the field of investigation and to understand and explore a varied range of issues. The 

main advantage brought by the triangulation method is that the findings will be evaluated as more 

accurate, convincing, valid, consistent, and reliable. At the same time, case studies present some 

limitations and problems, such as the risk of choosing a case that is not representative or the 

impossibility to generalize the results. Besides this research method requires large amount of time 

and resources. 

As described by George and Bennett (2005), a case study follows three main phases: 

1. Formulation of objectives, design, and structure of the research 

2. Carrying out of each case study that has to match with the design 

3. Presentation of the findings 

 
As mentioned, a single case study is more designated when the researcher aims at confirming a 

theoretical proposition by examining a unique specific phenomenon or situation. The single case 

study may also be chosen when it characterizes a unique or extreme situation. 

FIGURE 1: CORE ISSUE OF THE THESIS RELATED TO THE THEORETICAL AND PRACTICAL CONSIDERATIONS 
IN THE DESTINATION 
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1. Literature review  

1.1 Definitions and concepts  
 

This chapter aims at providing the relevant literature review for the research context. This section 

will introduce the key terms and background for the research conducted in this paper. It will aim 

to explain the concepts of tourism destination in particular, the notion of governance, and more 

specifically the concept of destination governance. Furthermore, in order to answer to the 

research question, the academic literature about destination networks, clusters, and partnerships 

will be analysed. In conclusion, the literature review chapter will focus on the concepts of 

destination management and destination competitiveness. 

1.2 Tourism Destination  
 

It is not easy to provide a unique and delimited definition for the concept of tourism destination. It 

can therefore be useful to start with the definition given by the UNWTO (2007): 

άTourism Destination is a physical space in which a tourist spends at least 

one overnight and could be at any scale, from a whole country, to a 

region or island, to a town or city to a self-contained center. A Tourism 

Destination includes all the tourism services, resources and amenities, 

attractions, facilities and support services/products offered to visitors 

ǿƛǘƘƛƴ ǘƘŜƛǊ ǇŜǊƛƻŘ ƻŦ ǎǘŀȅΦέ (UNWTO, 2007)  

Bornhorst et al. (2009) argue that within the complex phenomenon of tourism, the 

destination is centrally seen as ά...ǘƘŜ ǇǊƛƳŀǊȅ ǳƴƛǘ ƻŦ ǎǘǳŘȅ ŀƴŘ ƳŀƴŀƎŜƳŜƴǘ ŀŎǘƛƻƴΦέ 

Defining a tourism destination is challenging seen the lack of a common and shared vision of the 

issue. For this reason, scholar and academics have defined the tourism destination starting from 

different point of view. Destinations have been, for example, defined as delimited geographical 

areas where tourists travel and decide to stay (Hall, 2008; Leiper, 2004, as cited in Bieger et al., 

2009). 

Destinations can also be seen as άǘƘŜ ǘƻǳǊƛǎǘ product that in 

certain markets competes with other products.έ (Bieger, 1998) 
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ά5Ŝǎǘƛƴŀǘƛƻƴǎ ŀǊŜ ǘƘŜ ŎƻƳǇŜǘƛǘƛǾŜ ǳƴƛǘǎ ƻŦ ƛƴŎƻƳƛƴƎ ǘƻǳǊƛǎƳΦ 5Ŝǎǘƛƴŀǘƛƻƴǎ ŀǊŜ ǘƘŜǊŜŦƻǊŜ ŀƴ 

important part of a tourism product.έ όUNWTO, 1992; Bieger, 1996) 

Also, Buhalis (2000) adopts a product-based perspective and asserts that destinations are 

amalgams of tourism products proposing an integrated experience to the final consumers.  

Nordin & Svesson (2007) focuses on the multi-actor dimension arguing that destinations rarely 

grow in isolation and are normally run by more than one single actor; for this reason they present 

a multi-actor complexity. άLƴ ǘƘƛǎ Ƴǳƭǘƛ-actor situation, or network complexity, the various actors 

may have diverse interests and sometimes also have different perceptions of reality, depending on 

their points of referenceΦέ Destinations can be also defined as delimited geographical and 

territorial areas, such as a town, an island, a region, or a country (Hall, 2000). But recently some 

authors such as Buhalis (2000) have argued that destinations should be defined and interpreted by 

the customer his or herself, depending on prior knowledge, travel decisions, and itinerary. 

Other authors focused on the specific role of the actors inside the destination. Ritchie and Crouch 

(2003) underlined the importance of the relationships among the stakeholders. 

FIGURE 2Υ 59{¢Lb!¢Lhb Cwha ! {¢!Y9Ih[59wΩ{ {¢!b5thLb¢ όwL¢/IL9 !b5 /wh¦/IΣ нллоύ 

 

Destinations can also be defined as the center where facilities and services are developed to meet 

the needs of the tourists άhŦǘŜƴ ŘŜǎǘƛƴŀǘƛƻƴǎ ŀǊŜ ŀǊǘƛŦƛŎƛŀƭƭȅ ŘƛǾƛŘŜŘ ōȅ ƎŜƻƎǊŀǇƘƛŎŀƭ ŀƴŘ ǇƻƭƛǘƛŎŀƭ 

barriers, which fail to take into consideration consumer preferences or tourism industry 

functions.έ (Buhalis, 2000) 
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The components characterizing the destination are known as the six As framework: 

Table 1: SIX AS FRAMEWORK FOR THE ANALYSIS OF TOURISM DESTINATIONS (BUHALIS, 2000) 

Type Description  

Attractions Natural, hand-made, artificial, purpose built, heritage, and special events 

Accessibility Entire transportation system comprising routes, terminals, and vehicles 

Amenities Accommodation and catering facilities, retailing, other tourist services 

Available packages Pre-arranged packages by intermediaries and principals 

Activities All activities available at the destination and what consumers will do during the 

visit 

Ancillary services Services used by tourists such as banks, tele-communications, post, newsagents, 

hospitals, etc. 

 

According to recent studies, we can further subdivide destinations according to their 

organizational structure: centralized or decentralized.  The first category encompasses the 

destination represented by one single actor (corporate/company type of destination).  In the 

company type of destination, one single enterprise (e.g. a cruise ship, a resort, or a theme park) is 

in charge of all the products and services. This type of destination is mainly financed thanks to the 

marketing. The second category refers to the community type of destination (e.g. Lugano, 

Gambarogno). In the community type of destination, products and service have normally the same 

quality as public goods. This type of destination is mainly financed with taxes and is represented 

by many individual public and private stakeholders. In the community type of destination, the 

main tasks are normally fulfilled by the local DMO (Presenza et al., 2005; Bieger et al., 2009). 

As stated by Beritelli et al. όнлмлύΣ ǘƘŜǊŜ ƛǎ ŀƴ άƻƴƎƻƛƴƎ ŘŜōŀǘŜ ƻƴ ǘƘŜ ǇŜǊŦƻǊƳŀƴŎŜ ƻŦ ŎƻǊǇƻǊŀǘŜ-

based versus community-ōŀǎŜŘ ŘŜǎǘƛƴŀǘƛƻƴ ƳŀƴŀƎŜƳŜƴǘ ƳƻŘŜƭǎΦέ 

άIn community-type of destinations, the development process involves 

informal connections, knowledge, and trust, making the dynamic dimensions 

(and therefore a historical view) crucial for the analysis of the formation and 

evolution of the network. ά(Beritelli, Bieger and Laesser, 2007) 

In conclusion, competing but complementary actors, public-private linkages, multiple-

stakeholders, and sector complexity are just some of the elements characterizing the definition of 

the tourism destination. (Nordin and Svensson, 2007) 
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1.3 Governance 
 

Despite the significant interest for the concept of governance in the broader literature review, 

there is still little agreement on a common definition on what actually represents governance. 

Confusion, controversy, and disagreement still characterize the different usages, definitions, 

dimensions, and scopes of the concept of governance (Ruhanen et al., 2010). 

There are, however, at least three commonly agreed upon characteristics that define this notion: 

1. First, governance is not a synonym of government; these two terms are not 

interchangeable. GovŜǊƴŀƴŎŜ ƛǎ ŀ ƳǳŎƘ ōǊƻŀŘŜǊ ŎƻƴŎŜǇǘ ŎƻƳǇŀǊŜŘ ǘƻ ƎƻǾŜǊƴƳŜƴǘ άŀƴŘ ƛǎ 

ŀōƻǳǘ ǎǘŜŜǊƛƴƎ ǘƘŜ ǊǳƭŜǎ ƻŦ ǘƘŜ ƎŀƳŜέ (Ruhanen et al., 2010). 

2. Second, ƎƻǾŜǊƴŀƴŎŜ άƛƳǇƭƛŜǎ ƭŜǎǎ ƎƻǾŜǊƴƳŜƴǘ ŎƻƴǘǊƻƭ ŀƴŘ ǇǊŜŘƛŎǘŀōƛƭƛǘȅΣ ƴƻ ǎŜƭŦ-evident 

ƭŜŀŘŜǊǎƘƛǇ ŀƴŘ ƴƻ ƎƛǾŜƴ ƘƛŜǊŀǊŎƘȅέ ό.ǊŜŘŀȅ et al., 2006 as cited in Ruhanen et al., 2010). 

3. Third, governance implies there are multiple stakeholders with a specific interest in the 

ǘŀǎƪǎΦ ά¢Ƙǳǎ ƎƻǾŜǊƴŀƴŎŜ ƛƴŎƭǳŘŜǎ ŀƴ ŜƭŜƳŜƴǘ ƻŦ ǎǘŀƪŜholder relationship managementά 

(Kooiman, 1993 as cited in Ruhanen et al., 2010). 

Furthermore, there is an overall recognition that the public and private sector are both involved 

and the definition should therefore include dimensions from both sectors. 

Different narratives have defined the notion of governance. A corporate-based definition was 

developed in thŜ /ŀŘōǳǊȅ wŜǇƻǊǘ ǿƘŜǊŜ ƎƻǾŜǊƴŀƴŎŜ ǿŀǎ ŘŜŦƛƴŜŘ ŀǎ άǘƘŜ ǎȅǎǘŜƳ ōȅ ǿƘƛŎƘ 

ŎƻƳǇŀƴƛŜǎ ŀǊŜ ŘƛǊŜŎǘŜŘ ŀƴŘ ŎƻƴǘǊƻƭƭŜŘέ όwǳƘŀƴŜƴ et al., 2010). 

Recently some authors have defined the concept of governance by considering, in particular, the 

importance of networks. Rhodes (1997) stated that governance refers to άinter-organizational 

networks characterized by resource dependence and exchange, rules and significant 

independence from the state.έ ¢ƘŜ ǎŀƳŜ ŀǳǘƘƻǊ όwƘƻŘŜǎΣ нлллύ ǎǘŀǘŜŘΣ άGovernance is about new 

processes of ƎƻǾŜǊƴƛƴƎ ƻǊ ƴŜǿ ƳŜǘƘƻŘǎ ōȅ ǿƘƛŎƘ ǘƘŜ ǎƻŎƛŜǘȅ ƛǎ ƎƻǾŜǊƴŜŘΦέ 

For Nordin & Svensson (2007), gƻǾŜǊƴŀƴŎŜ ǊŜŦŜǊǎ ǘƻ άŀ ǾŀǊƛŜǘȅ ƻŦ ƴŜǘǿƻǊƪǎ ŎƻƴŎŜǇǘǎ ǳǎŜŘ ŦƻǊ 

describing and analyzing how policy processes are shaped, ƳŀƴŀƎŜŘ ŀƴŘ ƻǊƎŀƴƛȊŜŘΦέ  
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Additionally, Pierre (2000) ŘŜǎŎǊƛōŜŘ ƎƻǾŜǊƴŀƴŎŜ ŀǎ άthe capacity to coordinate and make 

coherent actions and behaviors of multiplicity of actors as political institutions, private firms, civil 

ǎƻŎƛŜǘȅΣ ŀƴŘ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƛƴǎǘƛǘǳǘƛƻƴǎΦέ 

Governance refers also to the interactions and relationships between the actors and defines how 

the different stakeholders implement and assess the rules of their interactions. (Baggio et al, 

2010) 

By focusing more on the tourism literature, the idea that both political and corporate approaches 

are used to define the concept of governance is even more emphasized. (e.g Beritelli et al., 2007; 

Nordin, 2003; Nordin and Svensson, 2007). 

ά¢ƻǳǊƛǎƳ ƛǎ ŀƴ ƛƴǘŜǊŜǎǘƛƴƎ ŎƻƴǘŜȄǘ ƛƴ ǿƘƛŎƘ ǘƻ ǎǘǳŘȅ ƎƻǾŜǊƴŀƴŎŜ ŀǎ ƛǘ ƭƛŜǎ ŀǘ ǘƘŜ ƛƴǘŜǊǎŜŎǘƛƻƴ ƻŦ ǘƘŜ 

puōƭƛŎΣ ǇǊƛǾŀǘŜ ŀƴŘ ŎƻƳƳǳƴƛǘȅ ǎŜŎǘƻǊǎΦέ όwǳƘŀƴŜƴ et al., 2010) 

In the perspective of a tourism destination, the traditional governance model is characterized by 

ǘƘŜ 5ahΣ ǿƘƛŎƘ Ŏŀƴ ōŜ ŘŜŦƛƴŜŘ ŀǎ άǘƘŜ ŜƴǘƛǘƛŜǎ that bring together various authorities, 

stakeholders, and professionals and/or facilitates the tourism industry partnership towards a 

ŎƻƭƭŜŎǘƛǾŜ ŘŜǎǘƛƴŀǘƛƻƴ ǾƛǎƛƻƴΦέ ό¦b²¢hΣ нлмлύ 

άThe interplay between government, industry and civil society, and the 

increasingly blurred roles of public and private sectors in policy making has 

come into focus as a result of the downsizing of government, offsetting of 

responsibilities and the shift from government to governance.έ (Dredge, 2006) 

From a more centralized and top-down approach normally used in the public sector, recently a 

more bottom-up and less bureaucratic and decentralized form of governance has been 

encouraged. Hence from a situation where the government was in charge of the marketing and 

promotion, the planning activities and the overall development, there is a tendency to give to the 

local communities and businesses more responsibility for the entire management (Ruhanen et al., 

2010).  

In light of this we can conclude that the concept of governance is linked to the notions of networks 

and multi-actor perspective. New forms of organization are replacing the traditional public 

centralized and bureaucratic one, leading to more dynamic, interdependent, and local 

organizational models. 
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1.3.1 From Government to Governance  

 

According to Rhodes (1996), governance is a bigger and more complete concept compared to 

government. The author introduces also the idea of a shift άfrom ƎƻǾŜǊƴƳŜƴǘ ǘƻ ƎƻǾŜǊƴŀƴŎŜέΦ  As 

already emphasized, the new governance models are characterized by decentralized structures 

and less bureaucracy. Public and private actors are interacting and sharing resources and 

responsibilities in the process of decision-making.  

TABLE 2: GOVERNMENT VERSUS GOVERNANCE  

Categories Government Governance 

Definition  Formal decision-making 
authority legitimized by formal 
institutional rules  

Formal and informal authority 
with the aim of building consensus 
on specific decisions 

Actors  Small number of participants, 
mainly public 

A high number of participating 
actors (public, private, and civil 
society) 

Focus Organizational structures and 
institutions  

Processes, polices, and outcomes 

Structures  Closed system, territorial limits 
to the exercise of authority, 
compulsory participation, 
hierarchy 

Open system, functional division of 
authority, voluntary participation, 
network , and partnership 

Decision -Making 

Process 

Little consultation, no 
cooperation and involvement in 
policy making and 
implementation 

Greater consultation, cooperation 
between actors in the definition, 
and implementation of sectorial 
policies 

Implementation -tools  Top down tools, mainly formal Often informal tools creating 

conditions and incentives for 

acceptance of formal decisions 

Interaction modalities  Hierarchical authority, conflicting 

relations, secrecy, command and 

control, direct service delivery 

Consulting and collaborative 

relations, transparent and open 

public administration, enabling 

role of public administration 

Decisions Rigid and specific Autonomous decisions 

External implications 

of decisions  

Compulsory effect, prohibitions 

and obligations 

Not compulsory, requirements but 

incentives and conditions 

determine the behavior of 

different actors 

Source: adapted from D., Cepiku, 2005 
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1.4 Destination Governance  
 

The application of governance in the field of tourism has emerged recently and only a limited 

number of academic papers attempt to investigate the patterns of destination governance 

(Beritelli et al., 2007; Frach & Martini, 2009; Nordin & Svesson, 2007; Pechlaner & Raich, 2009; 

UNWTO, 2010). 

άDestination Governance is the process through which each DMO acts 

and performs. It defines the operational activities, the expectations, the 

priorities and the goals of an organization. Destination Governance 

relates to the development and implementation of cohesive policy, a 

consistent management system, and an effective decision making of a 

DMO.έ (UNWTO; 2010) 

Beritelli et al. όнллтύ ŀǊƎǳŜ άǘƘŜ ŎƻƴŎŜǇǘ of governance applied to ǘƻǳǊƛǎǘΩǎ destinations consists of 

setting and developing rules and mechanisms for a policy, as well as business strategies, by 

involving all institutions and individualsέ. Stating as well that the final aim of destination 

governance is to: άcreate a system that includes policies, processes and business strategies, so that 

the economical and natural sustainability is guaranteed.έ 

Pechlaner (2009) has defined destination governance as a the form of self-organization of the 

tourist destination considering, in particular, the concept of cooperation between the persons and 

companies involved; this is characterized by the institutional context as well as by the rules of the 

organization. 

¢ƘŜ ǇŀǊǘƛŎƛǇŀǘƛǾŜ ŀǎǇŜŎǘ ƻŦ ƎƻǾŜǊƴŀƴŎŜ ǿŀǎ ŀƭǎƻ ƘƛƎƘƭƛƎƘǘŜŘ ōȅ YƛŎƪŜǊǘ όмффтΣ ŀǎ ŎƛǘŜŘ ƛƴ ŘΩ!ƴƎŜƭƭŀ 

et alΦΣ нлмлύΣ ǎǘŀǘƛƴƎ ǘƘŀǘ ƎƻǾŜǊƴŀƴŎŜ Ŏŀƴ ōŜ ŘŜŦƛƴŜŘ ŀǎ άǎǘŀōƭŜ ǇŀǘǘŜǊƴǎ ƻŦ ǎƻŎƛŀƭ ǊŜƭŀǘƛƻƴǎ 

between interdependent actors, which take shape around policy problems and/or policy 

ǇǊƻƎǊŀƳƳŜǎΦέ 

Angella, De Carlo, and d Sainaghi (2010) developed a new approach for the identification of 

destination governance models. The research question behind the model was: what are the actors 

involved in the destination management? What are the structures and mechanisms able to create 

equilibrium? 



22 | P a g e 
 

From the broad range of possible structures, based on the coordination mechanisms, and the 

degree of concentration, it was possible to create four possible archetypes. 

 FIGURE 3: 59{¢Lb!¢Lhb Dh±9wb!b/9 !w/I9¢¸t9{ ό5Ω!bD9[[! 9¢ ![Σ нлмлύ 

 

 

The first model is normative, meaning a central local authority is in charge of the political 

representation of the various interests of the stakeholders. Funding can be both private and 

public, and the rules of participation are strict. The mechanism of governance is controlled by rigid 

legal statutes. 

The second model is labeled άentrepreneurialέ as the main characteristic is voluntary 

membership; also in this case both private and public institutions can be involved. The structure 

and the mechanism can be easily modified. 

The third model is called άleading firmέ as the governance model is represented by just one single 

company or institution. In this situation the coordination between the stakeholders is weak 

witnessed by the inability of the leading company to provide incentives or support for the 

participation of the actors in the collective strategy. 

The fourth and last model refers to the fragmented governance model, which describes the 

situation of many destinations that developed in a spontaneous way (thanks to cultural and 

natural resources). The only existing mechanism functions are related to the short-term 

promotion leading to an absence of a real destination strategy. 
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All the four archetypes present some weakness and strengths, but potentially they are all able to 

ensure an effective governance. These findings can somewhat contrast the idea that top-down 

approaches are less effective (Nordin and Svensson, 2007). According to ŘΩ!ƴƎŜƭƭŀ et al. (2010), 

even the normative model can be effective, as the stakeholders are involved in the strategic 

decision-making process. 

FIGURE 4: THE MAIN SUCCESS FACTORS OF A GOOD DESTINATION GOVERNANCE (INSTITUTE FOR PUBLIC 
SERVICES AND TOURISM ς UNIVERSITY OF ST. GALLEN )1 

 

Thus, figure 4 highlights in line with other contributions (Pechlaner et al., 2008; Nordin and 

Svensson, 2007; Kickert, 1997) that the key for an effective governance model lies in the 

participation between the stakeholders and by ensuring a constant flow of information between 

the actors. The implementation of an autonomous decision process and the estimation and 

evaluation of the risks are further criteria of an effective destination governance model. 

Beritelli, Bieger and Lässer (2007) investigated, with a multi-case study perspective, the 

performance of community-based destination management models compared to the traditional 

decentralized community-based one. The conclusion revealed that several destination governance 

structures are identifiable. The models differ according to the historical development, as well as 

on the level of trust and on the overall internal mood ƻŦ ǘƘŜ ŘŜǎǘƛƴŀǘƛƻƴΦ ά¢ƘŜ ǎƛȄ ǎŜƭŜŎǘŜŘ 

dimensions2 of corporate governance and their operational items help considerably in shaping 

ǇŀǘǘŜǊƴǎ ƻŦ ŘŜǎǘƛƴŀǘƛƻƴ ƎƻǾŜǊƴŀƴŎŜέ ό.ŜǊƛǘŜƭƭƛ et. al, 2007). 

                                                           
1 Course Destination Management and Marketing, USI, Master International Tourism (2010-2011) 

The six selected dimensions are: transactions costs, power asymmetries, interdependence, trust/control, knowledge 

and informal personal connections.
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1.5 Destination network s, clusters and partnerships  
 

!ŎŎƻǊŘƛƴƎ ǘƻ .ǊŀƳǿŜƭƭ ŀƴŘ [ŀƴŜ όнлллύΣ άŀ ƪŜȅ ǊŜŀǎƻƴ ŦƻǊ ǘƘe growing interest in partnerships in 

tourism development is the belief that tourism destination areas and organizations may be able to 

gain competitive advantage by bringing together the knowledge, expertise, capital and other 

resources of several stakehoƭŘŜǊǎΦέ 

Clusters have entered the field of tourism research just recently. Partnerships indeed are 

commonly studied both in the tourist destinations research and governance (Svensson et al., 2006, 

in Lazzeretti and Petrillo, 2006). 

ά9ǾŜƴ ǘƘƻǳƎƘ ŎƻƳǇŜǘƛǘƛǾŜ rivalry still exists, joint efforts are increasingƭȅ ōŜŎƻƳƛƴƎ ǘƘŜ ƴƻǊƳέ 

(Nordin, 2003). Hence collaborations are seen as an important determinant for success and 

competitiveness of tourism destinations. 

1.5.1 Networks  

 

¢ƻǳǊƛǎƳ Ŏŀƴ ōŜ ŘŜŦƛƴŜŘ ŀǎ ŀ άƴŜǘǿƻǊƪ ǎȅǎǘŜƳ ǇŀǊ ŜȄŎŜƭƭŜƴŎŜέ ό{ŎƻƻǘΣ .ŀƎƎƛƻ ŀƴŘ /ƻƻǇŜǊΣ нллуύ. 

The increasing interest in networks within the tourism literature can be divided in two main 

streams: 

1. Networks can be defined as useful frameworks for evaluating and analyzing the tourism 

development (Tinsley and Lynch, 2001 as cited in Presenza and Cipollina, 2010). 

 

2. Networks are described as important for the organization of public-private relationships 

and for the comprehension of tourism governance. 

The definition given by Jarillo (1996) explains the core of networks, which can be applied in the 

ǘƻǳǊƛǎƳ ǎŜŎǘƻǊΥ άƴŜǘǿƻǊƪs are a set of companies that work together toward a common goal, in 

which coordination is not achieved by mergers and acquisitions but through the creation of a 

ǎǘǊŀǘŜƎƛŎ ƴŜǘǿƻǊƪ ƻŦ ŎƻƳǇŀƴƛŜǎΣ ǿƻǊƪƛƴƎ ǘƻƎŜǘƘŜǊ ǘƻǿŀǊŘ ǘƘŜ ǎŀƳŜ ƎƻŀƭΦέ 

Dredge (2006) states that the network theory tries to increase the understandings about the 

formal and informal organizational structures, both in the private and public sector, which 

influence the collective action. 
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!ŎŎƻǊŘƛƴƎ ǘƻ tŜŎƘƭŀƴŜǊ όнллнύΣ ǘƻǳǊƛǎƳ Ŏŀƴ ōŜ ŘŜŦƛƴŜŘ ŀǎ ŀ άǎȅǎǘŜƳ ǿƘŜǊŜ ƛƴǘŜǊŘŜǇŜƴŘŜƴŎŜ ƛǎ 

essential and collaborations and cooperation between different organizations within a tourism 

destination creates the tourism ǇǊƻŘǳŎǘέΦ 

Within the context of the tourism sector, networks serve multi-purposes; one in particular is the 

assistance in the formation of alliances and the facilitation in the creation of service and products 

packages ƛƴ ǎǇŜŎƛŦƛŎ ŘŜǎǘƛƴŀǘƛƻƴǎΦ ά¢ƘŜ ŎƻƻǇŜǊation required for a network to operate successfully 

ƛǎ ǇŜǊŎŜƛǾŜŘ ŀǎ ŜǎǎŜƴǘƛŀƭ ŦƻǊ ŀƴȅ ǘƻǳǊƛǎǘ ŘŜǎǘƛƴŀǘƛƻƴΦέ ό[ȅƴŎƘ ŀƴŘ aƻǊǊƛǎƻƴ as cited in Ewen, 2007). 

Also Buhalis (2000) highlighted the benefits of networks, as most of the destinations consist, in 

fact, of networks of tourism suppliers. This thesis is also confirmed by March and Wilkinson (2009, 

as cited in Presenza and Cipollina, 2010); the author stated that the performance of tourism 

destinations is dependent on the links between the various stakeholders: not just on their 

individual characteristics. 

Bramwell and Sharman (1999, as cited in Presenza and Cipollina, 2010) identified three potential 

benefits deriving from a consensus-based collaboration: 

1. Collaboration may reduce or avoid the costs of conflict-solving issue among stakeholders 

2. Collaboration may bring collective actions by involving stakeholders in the decision-making 

process 

3. Collaboration may increase the coordination of activities and policies 

Furthermore cooperation could benefit the small and medium-sizŜŘ ǘƻǳǊƛǎƳ ŜƴǘŜǊǇǊƛǎŜǎ ό{a9Ωǎύ 

by mitigating their size disadvantages (Bieger, 2004, as cited in Presenza and Cipollina, 2010) 

above all with economies of scale and scope.  This thereby actively creates competitiveness. 

TABLE 3: BENEFITS OF NETWORKS FOR BUILDING PROFITABLE TOURISM DESTINATIONS (GIBSON ET. AL, 
2007) 

Benefit Category Identified network benefits 

Learning and 
exchange 

Knowledge transfer, tourism education process, communication, develop of new cultural 
ǾŀƭǳŜǎΣ ŀŎŎŜƭŜǊŀǘƛƴƎ ǎǇŜŜŘ ƻŦ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ŀƴŘ ŦŀŎƛƭƛǘŀǘƛƻƴ ƻŦ ŘŜǾŜƭƻǇƳŜƴǘ ǎǘŀƎŜ ƻŦ {a9Ωǎ 

Business 
activities 

Co-operative activities, enhanced cross-referral, encouraging needs-based approaches, 
increased visitor numbers, best use of small enterprises and support agency resources, 
extend visitor season, increased entrepreneurial activity, inter-trading, enhanced product 
quality and visitor experience, opportunities for business development interventions and 
more repeat business 

Community Fostering common purpose and focus, community support for destination development, 
increased sense of community, engagement of small SMEs in destination development and 
more income staying locally. 
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1.5.2 Clusters 

 

The concept of cluster is appropriate to the specific characteristics of tourism activities. Porter 

(1998) defines clusters as geographical concentrations of interconnected organizations that are 

working in a particular sector and linked by common and complementary aspects. 

The cluster notion implies that some industries grow in determined regions as opposed to others 

for more than just pure economic reasons. The research on clusters is based on the importance of 

innovation and well as the access to qualified workforce, high education, and investment capital 

(Nordin, 2003). 

The same author (Porter, 1998) stated that clusters have a high value since άǘƘŜȅ ŀǊŜ ŀƴ ŜŦŦŜŎǘƛǾŜ 

tool to create innovative development and economic growth in a ǿƛŘŜƭȅ ŜŎƻƴƻƳȅΦέ Companies 

and organizations tend to cluster by forming concentrations of interconnected and similar 

businesses in a specific geographic region, and by doing so they achieve synergies (Nordin, 2003). 

άTourism cluster is a group of highlighted tourism attractions within a 

limited geographic space, provided with high quality equipment and 

services, social and political cohesion, linkage between productive chain 

and associative culture, and excellent management in company nets 

that bring about comparative and competitive strategic advantages. ά 

(Beni, 2003, as cited in Cunha et al., 2005)  

Clusters are not a deliberated joint group of firms aiming to reach a common goal. Rather clusters 

are a non-planned phenomenon. άCƻǊ ǘƻǳǊƛǎƳ ǘƘŜ ǇǊƻǇƻǎƛǘƛƻƴ ƛǎ ƛƴǘǊƛƎǳƛƴƎΦ /ƭǳǎǘŜǊ ŦƻǊƳŀǘƛƻƴΣ ŀǎ ŀ 

catalyst for growth, can be effective in many environments where firms are focused on a particular 

segment of the production process. Markets are not amorphous entities; rather they comprise 

sets of related activity with dƛǎǘƛƴŎǘ ŎƻƴǎǳƳǇǘƛƻƴ ŀǘǘǊƛōǳǘŜǎΦέ (Michael, 2006 as cited in Ewen, 

2007) 

According to Ewen (2007), the benefits provided by clustering models to firms and communities 

are a step beyond the simple advantages that can be obtained with specialization. The co-location 

of similar firms can produce a range of synergies, which if exploited, may enhance the growth of 

market size, product, and employment.  
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FIGURE 5: OPTIMIZING CLUSTER FORMATIONS IN MICRO INDUSTRIES (MICHAEL, 2003) 

 

Horizontal clustering is the most used form of cluster formation. It is the alliance between similar 

firms from the same stage in the value chain and part of the same industry located in a specific 

geographic area. Hence, these firms are competing: selling similar products in the market. 

However, their cooperation can create a bigger customer base and increase the total sales. Other 

advantages (e.g. in terms of labor supply, product availability, shared information and other 

externalities) can be significant. 

Vertical clustering can be defined as the co-location of firms operating in the same industry but on 

different stages of the value chain. Here is the link between the customers and the production 

phases that enhances specialization. The increased proximity between the firms can minimize the 

costs and can help to concentrate the workforce skills and information. 

Finally the diagonal clustering explains the increasing concentration of complementary firms. The 

value is added between firms that have distinct products that belong to different industries. This 

type of clustering occurs when the firms are in cooperation for the production of separate 

products and services that the consumers consume as a single item. This situation is common to 

many tourism destinations where the production of the experience is guaranteed by many supply 

activities (e.g. transport, hospitality, accommodation, information etc.). 

Thus, in conclusion we Ŏŀƴ ŘŜŦƛƴŜ ŎƭǳǎǘŜǊǎ ƛƴ ǘƘŜ ǘƻǳǊƛǎƳ ŦƛŜƭŘ ŀǎ άŀ ƎǊƻǳǇ ƻŦ ŎƻƳǇŀƴƛŜǎ ŦƻǊƳƛƴƎ 

linkages and alliances with the unique feature that companies selectively compete in certain 

ǊŜǎǇŜŎǘǎ ŀƴŘ ȅŜǘ ŎƻƻǇŜǊŀǘŜ ƛƴ ƻǘƘŜǊǎέ (Nordin, 2003). 
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1.5.3 Partnerships  

 

Partnerships can be defined as a άƭŀōŜƭ ƻŦ ōǊƛƴƎƛƴƎ ŀŎǘƻǊǎ ǘƻƎŜǘƘŜǊ ƛƴ ƴŜǿ constellations, sharing 

resources and competencies in order to join problem solving and policy-ƳŀƪƛƴƎ ƻǊ ǇƻƭƛŎȅ ƴŜǘǿƻǊƪέ 

(Marsh and Rhodes, 1992). 

Partnerships are ƳŀŘŜ ǳǇ ƻŦ άǇŜƻǇƭŜ ŀƴŘ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ŦǊƻƳ ǎƻƳŜ ŎƻƳōƛƴŀǘƛƻƴ ƻŦ Ǉǳōlic, 

business, and civil constituencies that engage in voluntary, mutually beneficial, innovative 

relationships to address common societal aims through combining their resources and 

ŎƻƳǇŜǘŜƴŎƛŜǎέ όbŜƭǎƻƴ ϧ ½ŀŘŜƪΣ нлллΣ ŎƛǘŜŘ ƛƴ [ŀȊȊŜǊŜǘǘƛ ŀƴŘ tŜǘǊƛƭƭƻΣ нллсύ. 

Nordin, Svensson, and Flagestag (2006) have developed a basic framework for the understanding 

of partnerships: 

I. Inclusiveness: starting from the multi-actor nature the authors suggest that partnerships 

have the capacity to widen the range of actors involved the process of destination 

development activities 

II. Accountability: which concern the separation and location of responsibility and how 

decisions- makers may be held accountable 

III. Coherence: refers to the ability to gain the right resources and support for the achievement 

of the final goal.  

All these points, in particular coherence, are crucial for the understanding of the impact of 

partnerships in the process of destination development.  

In the case study of Åre (Nordin & Svensson, 2007), the link between governance and destination 

development was analyzed. The research focused in particular on public-private relationships, 

networks, and resource dependencies. The starting research question was: does the governance 

structure matter in terms of destination performance, and if so, how? 

άThe results indicate that public-private relationships built on trust, 

joint risk taking, informal structures and strategic consensus do have a 

positive impact on the level of growth at a tourist destinationέ. (Nordin 

& Svensson, 2007)  
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1.5.4 Public -Private Partnerships  

 

Public and private ǇŀǊǘƴŜǊǎƘƛǇǎ όtttύ Ŏŀƴ ōŜ ŘŜŦƛƴŜŘ ŀǎ άƭegal forms of cooperation between 

public authorities and the world of business which aim to ensure the funding, construction, 

renovation, management or maintenance of an infrastructure or the provision of a serviceέ 

(GREEN PAPER, European Commission, 2007). 

Indeed the definition provided by the Canadian Council for Public-Private Partnerships focuses 

more on the cooperative aspect of the partnership, stating that PPP can be defined as cooperative 

ventures, constructed on the expertise of each stakeholder involved, where in the best 

organizational structure the need of the public sector meet the one of the private sector, through 

the appropriate allocation of risks, resources and rewards. 

άPublic-private partnership is a contractual agreement between a public 

agency (federal, state or local) and a private sector entity. Through this 

agreement, the skills and assets of each sector (public and private) are 

shared in delivering a service or facility for the use of the general public. In 

addition to the sharing of resources, each party shares in the risks and 

rewards potential in the delivery of the service and/or facility.έ (Kohl & 

Partner, Hotel & Tourism consulting company, UNWTO 2010) 

The public stakeholders in a PPP are government entities (including ministries, departments, 

municipalities, or state-owned enterprises). The private partners may include local or international 

businesses or investors with technical or financial knowledgeΦ άLƴŎǊŜŀǎƛƴƎƭȅΣ tttǎ Ƴŀȅ ŀlso include 

nongovernment organizations (NGOs) and/or community-based organizations (CBOs) who 

represent stakeholders directly affected by the projectέ όAsian Development Bank, 2010). 

FIGURE 6: WHY DO WE NEED PPP IN TOURISM? 

Source: adapted from Kohl & Partner, Hotel & Tourism consulting company, UNWTO 2010 

Why do we need PPP in Tourism? 

The public 
service benefits 

from private 
dynamism and 
innovation 

Faster 
implementation 

of tourism 
projects is 
possible 

Pressure of 
compeititors 
requires new 
investments 

Tourism 
infrastructure 

development is 
expensive but 

vital 

Lack of budget 
and know-how 

Greater 
integration of 
policies and 

practices 
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Best practices associate model: Spa Centre in Bad 

Hofgastein (Austria) 

The total investment for renovation and 

enlargement of the centre was estimated at EUR 

25 Million 

 
Best practices operational model: operating 

company of Schönbrunn Castle in Vienna 

Responsible for the castle, the royal garden, 

Sissi Museum, emperor apartments, etc.  

visited by over 3 million visitor annually 

 

FIGURE 7: MOST COMMON PUBLIC AND PRIVATE PARTNERSHIPS MODELS USED IN TOURISM 

 

Source: adapted from Kohl & Partner, Hotel & Tourism consulting company, UNWTO 2010 

 

I. Associate model: is implemented when the 

public sector aims to ensure equal 

participation for a tourism project or 

infrastructure. The public sector often covers 

the costs related to the infrastructure 

development. The project is considered 

important for the regional tourism 

development. Both the private and public 

sectors invest and share the financial risks of 

the project. 

 

II. Cooperation model: is a model used 

when the private and public sector agree to work 

together, normally the shares of the public 

ǎŜŎǘƻǊ ŀǊŜ ƘƛƎƘŜǊ ǘƘŀƴ рл҈Φ άLǎ ǘƘŜ ƛŘŜŀƭ ƳƻŘŜƭ ƛŦ 

nothing is built or contributions cannot be 

ƳŜŀǎǳǊŜŘΦέ ¢ƘŜ ǇǳōƭƛŎ ǎŜŎǘƻǊ ŘŜǾŜƭƻǇǎ ŀ 

contract with the joint venture. 

PPP 
Models 

1. Associate 
model 

2.Cooperation 
model 

3. 
Operational 

model 
4. 

Concession 
model 

5. Informal 
cooperation 

6. 
Sponsoring 
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Best practices cooperation model: DMC of 

the municipality of Velden, Austria 

слл IƻǘŜƭǎ ŀƴŘ ƳƻǊŜ ǘƘŀƴ рллΩллл 

overnights stays per year 

 

Best practices concession model: 

development of cable car near Innsbruck, 

Austria- Total investment around EUR 51 

million. 

 

Best practices informal cooperation: 

the case study of Åre (Sweden) 

The public-private cooperation was 

created with an informal destination 

strategy group called Vision 2011. 

The public and private actors meet 

regularly to discuss long-term 

strategies for the destination. 

III. Operational model: is applied when a 

public company assigns a private 

company for constructing, planning, and 

operating in a specific sector based on 

the fixed finance possibilities of the 

public entity. The contract between the 

parties sets the legal basis with detailed 

task descriptions. The operating 

company normally keeps the revenues; 

all the investments and costs are 

covered by these operating revenues. 

 

 

IV. Concession model: the concessionaire 

(normally a private company) receives the right 

to use the existing infrastructure or facility for a 

determined amount of time. The facility 

remains property of the public sector, and the 

revenues are generated through the direct 

selling under the supervision of the 

concessionaire.  

 

 

V. Informal cooperation: informal relation based 

cooperation is probably the most used type of PPP. 

άThis new way of informally organizing various 

actors with mutual resource dependencies is also a 

means of allocating and mobilizing resources, 

which, according to the participants in the publicς

private network, has become much easierέ (Nordin 

& Svesson, 2007). 
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Best practices sponsorship: rewarding 

±ƛŎǘƻǊƛŀΩǎ ¢ƻǳǊƛǎƳ IŜǊƻŜǎ 

The RACV Victorian Tourism Awards 

celebrate and acknowledge tourism 

businesses and individuals that have 

demonstrated outstanding achievements 

and success during the last financial year. 

This event is supported by various private 

businesses (like Qantas and Royal Auto). 

VI. Sponsorship: In the last years there has been a 

proliferation of sponsorships between the 

private companies and the local, regional, and 

state conventions and visitor authorities or 

tourism bureaus. The key to successful 

tourism sponsorship is finding a company that 

ties the public assets, markets a clear 

message, and targets the right audience. 
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1.6 Destination Management   
 

ά5Ŝǎǘƛƴŀǘƛƻƴǎ ŀǊŜ ǎƻƳŜ ƻŦ ǘƘŜ Ƴƻǎǘ ŘƛŦŦƛŎǳƭǘ ŜƴǘƛǘƛŜǎ ǘƻ ƳŀƴŀƎŜ ŀƴŘ ƳŀǊƪŜǘΣ due to the complexity 

ƻŦ ǘƘŜ ǊŜƭŀǘƛƻƴǎƘƛǇǎ ƻŦ ǘƘŜ ƭƻŎŀƭ ǎǘŀƪŜƘƻƭŘŜǊǎέ. (Sautter & Leisen, 1999, as cited in Buhalis, 2000) 

Martini (2005) declared that destination management: 

άis the group of strategic, operative and organizational 

decisions used to handle the process of definition, 

promotion and selling of the tourism products of a specific 

territory, with the final goal to generate incoming tourism 

flows.έ 3 

As emphasized, various stakeholders are involved in the organization, development, and creation 

of the tourism products. DMOs can be defined as the classical governance model in the tourism 

destinations. DMOs are normally responsible for the coordination between the public and private 

stakeholders, for the creation of an unique image for the destination, and are accountable for the 

ǾƛǎƛǘƻǊΩǎ ǇǊŜπǘǊƛǇ ŀƴŘ ƻƴ ǎƛǘŜ requests (Gretzel et al., 2006). 

Additionally the DMOs generally fall into one of the following categories:  

I. National Tourism Authorities (NTAs) or Organizations (NTOs), operating at a national level, 

are typically responsible for ǘƘŜ ƻǾŜǊŀƭƭ ŎƻǳƴǘǊȅΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ǎǘǊŀǘŜƎȅ ŀƴŘ for 

communicating the image of the nation abroad. 

II. Regional, provincial, or state DMOs (RTOs) are responsible for the organization of tourism 

in a geographic region such as a canton, province, or state. 

III. Local DMOs operate at the local level in a smaller and delimited geographic area (normally 

a single city or town). 

                                                           
3  ¢ǊŀƴǎƭŀǘŜŘ ŦǊƻƳ ǘƘŜ Lǘŀƭƛŀƴ ŘŜŦƛƴǘƛƻƴΥ άƭΩƛƴǎƛŜƳŜ ŘŜƭƭŜ ŘŜŎƛǎƛƻƴƛ ǎǘǊŀǘŜƎƛŎƘŜΣ ƻǊƎŀƴƛȊȊŀǘƛǾŜ ŜŘ ƻǇŜǊŀǘƛǾŜ ŀǘǘǊŀǾŜǊǎƻ ƭŜ 

quali gestire il processo di definizione, promozione e commercializzazione dei prodotti turistici espressi da un territorio, 

al fine di generare flussi turistici di incomingέ (Martini, 2005). 
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DMOs are normally public-private organizations with a non-profit aim. The influence of the public 

sector is important both in terms of policies and governance. Also considering financing, the public 

sector plays an important role; as it is frequently the main funding source of the DMO. 

 

FIGURE 8: DESTINATION MANAGEMENT FUNCTIONS4 

 

The principal activities of a DMO can be summarized as follows: 

I. Planning: includes the development of a destination strategy and the creation of a general 

development concept. 

 

II. Supply design (service coordination): can be described as the operational activities related 

to the information center and/or tourism office and the operation of the quality-

development-system and the quality-saving-system within the service chain. This includes, 

as well, the organization of events and the saving of a reclamation service. Finally, the 

supply design means design marketable products and secure training for the personnel. 

 

III. Marketing: comprises the creation of a marketing strategy and market research, including 

the evaluation of the results. The securing of a brand management strategies (positioning, 

care, cooperation strategies), as well as securing the promotion, public relations, and 

merchandising, are other tasks of the marketing function. Further tasks include 

determining a price strategy and actively selling the products through booking centers with 

the securing of a distribution system and a marketable performance. 

                                                           

Source: Bieger, T.. Management von Destinationen und Tourismusorganisationen. 3. ed. München and Wien, 1997. 

p.84
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IV. Lobby: to inform both the personnel and the local population. The goal is to encourage 

tourism consciousness and perform political lobbying (but just for the development of 

specific projects). 

¢ƘŜ Ŧƛƴŀƭ ŀƛƳ ƻŦ ǘƘŜ ŘŜǎǘƛƴŀǘƛƻƴ ƳŀƴŀƎŜƳŜƴǘ ƛǎ ǘƘŜ ƛƴŎǊŜŀǎŜ ƻŦ ǘƘŜ ŎƻƳǇŜǘƛǘƛǾŜƴŜǎǎΦ ά¢ƘŜ ƴŜǿ 

destination management paradigm could be summarized as follows: be able to keep up the pace 

with the competitors or precede ǘƘŜƳέ ό[ŀŜǎǎŜǊΣ ƛƴ tŜŎƘƭŀƴŜǊ et al., 2003). 

FIGURE 9: EVOLUTION OF THE DESTINATION MANAGEMENT IN THE ALPINE DESTINATIONS (INSTITUTE 
FOR PUBLIC SERVICES AND TOURISM ς UNIVERSITY OF ST. GALLEN )  

 

 

 

 

 

 

 

 

 

 

Figure 9 summarizes the main changes in destinations management in the Alpine destinations 

from the 1960s until the new century. From a product-based focus, destination management has 

evolved to a more cooperative system. Mergers and alliances have recently also been introduced 

in the tourism sector, and the economic effectiveness has become an important requisite of all 

destinations. Technology and new ICT (Information and Communication Technology) systems have 

also been implemented for the destination management in the Alpine regions. 
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1.6.1  Destination Management Organization of the Third Generation   

 

FIGURE 10: EVOLUTION OF DESTINATION MANAGEMENT DEFINITIONS 5 

 

After the introduction of the two main destination management reforms, namely the Destination 

Management Ωфр ŀƴŘ ǘƘŜ 5Ŝǎǘƛƴŀǘƛƻƴ aŀƴŀƎŜƳŜƴǘ ΩлрΣ ǘƘŜ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ƛƴ ǘƘŜ ǘǊŀŘƛǘƛƻƴŀƭ 

Alpine destinations began investigating and continues to investigate new destination management 

structures: 

άNowadays the tourism destinations are confronted with fragmented 

offers, which are based on municipal and regional structures; tourism 

destinations are dealing with an over business infrastructure, which 

can stage and create tourism experiences in public ŀǊŜŀǎέ (Beritelli et 

al., 2011)6 

The new destination management organization is ideally based on the following seven 

characteristics (Beritelli et al., 2011): 

1. A budget of more than CHF 2 million. 

2. At least one product manager is employed. 

                                                           
5 Adapted from Institute for Public Services and Tourism ς University of St. Gallen, Prof. Pietro Beritelli, 2011 

Translated from the original version: άIŜǳǘŜ ǎŜƘŜƴ ǎƛŎƘ ¢ƻǳǊƛǎƳǳǎŘŜǎǘƛƴŀǘƛƻƴŜƴ Ƴƛǘ ŜƛƴŜƳ ŦǊŀƎƳŜƴǘƛŜǊǘŜƴ !ƴƎŜōƻǘ 

konfrontiert, welches in Gemeinde ς und Regionalstrukturen eingebettet ist und wo mit überbetrieblichen 
LƴŦǊŀǎǘǊǳƪǘǳǊŜƴ ǘƻǳǊƛǎǘƛǎŎƘŜ 9ǊƭŜōƴƛǎǎŜ ǳƴǘŜǊ ŀƴŘŜǊŜƳ ƛƴ ǀŦŦŜƴǘƭƛŎƘŜƴ wŀǳƳ ƛƴǎȊŜƴƛŜǊǘ ǳƴŘ ŜǊȊŜǳƎǘ ǿŜǊŘŜƴΦέ
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3. Increasing investments are devoted for the digital online promotion, therefore reducing the 

printed materials costs. 

4. The destination tries to reach new markets with additional resources and partners outside 

ǘƘŜ ŘŜǎǘƛƴŀǘƛƻƴΩǎ ǘŜǊǊƛǘƻǊȅΦ 

5. The financial structures are based on a mix of sources (ideally less than 80% coming from 

the overnight stay tax). 

6. There is the need to detach the destination from the fixed territorial principles. 

7. Finally the top management meets professional and efficient decisions (Professional 

Governance). 

For the ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ƻŦ ǘƘŜ 5Ŝǎǘƛƴŀǘƛƻƴ aŀƴŀƎŜƳŜƴǘ Ωмр, the following five principles have a 

central importance (Beritelli et al., 2011): 

1. A marketing-process (marketing-funnel) ŦƻǊ ŜǾŜǊȅ ǎǘǊŀǘŜƎƛŎ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ŦƛŜƭŘ 

2. Professional process-mangers and new working positions 

3. ά±ŀǊƛŀōƭŜ ƎŜƻƳŜǘǊƛŜ ŘŜǎ wŀǳƳŜǎέΣ ŘŜǘŀŎƘƛƴƎ ŦǊƻƳ ǘƘŜ ǎǘǊŜƴƎǘƘ ǘŜǊǊƛǘƻǊƛŀƭ ǇǊƛƴŎƛǇƭŜǎ 

4. Collective financing 

5. Transparent financing 

Furthermore, as already described in the first chapter, networking is an effective solution for the 

creation of a profitable tourism destination (Gibson et. al, 2007).  

άWe suggest to think increasingly on flexible process-oriented networking structures, 

and on this sense to transfer the regional unidirectional promotion and market 

development to product development and selling.ά (Beritelli et al., 2010) 

In Destination Management hǊƎŀƴƛȊŀǘƛƻƴ ΩмрΣ ǘƘǊŜŜ Ƴŀƛƴ ǇƭŀȅŜǊǎ were identified:7 

I. Systemköpfe (Head of the system) ςhas access to the portals (as hotels, the leaders in 

tourism offers, etc.); they have a central position in the network. 

II. Market Mavens - 5ŜƳŀƴŘΩǎ ƴŜǘǿƻǊƪ, are the market experts and are able to somehow 

influence the potential guest. 

III. Portals ς Connect the heads of the system and the market mavens. 

 

                                                           

5ah ŘŜƭƭŀ оΦ DŜƴŜǊŀȊƛƻƴŜέΣ tǊƻŦΦ 5ǊΦ tƛŜǘǊƻ .ŜǊƛǘŜƭƭƛΣ .ŜƭƭƛƴȊƻƴŀ лмΦлп.2011
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1.7 Destination Competitiveness  
 

The search for the forces and factors that determine the competitiveness of the tourism industry 

is an area that has not been fully explored (Dwyer et al. 2003). In the tourism context, the notion 

of competitiveness has been applied to different situations. Several authors have related the 

concept of competitiveness to marketing and strategic perspectives, whereas others have focused 

more on the price, quality, and satisfaction viewpoints. 

The first simple idea to consider is that destination competitiveness is strictly linked to the 

creation of a competitive strategy and a long lasting competitive advantage. 

ά/ƻƳǇŜǘƛǘƛǾŜ ǎǘǊŀǘŜƎȅ ƛǎ ǘƘŜ ǎŜŀǊŎƘ ŦƻǊ ŀ ŦŀǾƻǊŀble competitive position in an industry. It aims to 

establish a profitable and sustainable position against the forces that determine industry 

ŎƻƳǇŜǘƛǘƛƻƴέ όtƻǊǘŜǊ мфур, as cited in Vengesayi, 2003).  

According to Richie and Crouch (2003), the increase of destination competitiveness is also strictly 

linked to the high involvement of various stakeholders above all in the destination-planning phase. 

How tourism destinations develop, maintain, and protect their competitive positions in the 

increasingly competitive and globalized marketplace is a challenge that has increased overall 

interest in the tourism industry. 

 
άWhat makes a tourism destination truly competitive is its ability to 

increase tourism expenditure, to increasingly attract visitors while 

providing them with satisfying, memorable experiences and to do so in a 

profitable way, while enhancing the well-being of destination residents and 

preserving the natural capital of the destination for future generation.ά 

(Ritchie and Crouch, 2003) 

Nowadays, to be successful in the international tourism marketplace, destinations must guarantee 

that the overall attractiveness, and the experiences provided to the visitors, must be equal or 

exceed the one offered by alternative destinations (Dwyer and Kim, 2002). 

An additional challenge to the management of destination competitiveness is that the goals inside 

the destination are not always clear or consistent. There are often many different objectives that 

influence tourism developmentΦ άWhile some goals may address profit and economic return, other 
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goals of interest may concern various environmental and social outcomes. Thus the management 

of destination competitiveness needs to be focused on the attainment of the goals which that 

competitiveness is designed to achieveò (Crouch, 2007). 

According to the competitiveness research developed by Ritchie and Crouch (2000), a competitive 

destination is the one that has the ability to create added value and thus increase the national and 

local wealth by managing resources and processes, as well as handling attractiveness and 

proximity. In 2003 the authors presented the improved version of their competitiveness model: a 

Conceptual Model of Destination Competitiveness.  

FIGURE 11: CROUCH AND RITCHIE CONCEPTUAL MODEL OF DESTINATION COMPETITIVENESS 

 

The model recognizes that destination competitiveness is founded ǳǇƻƴ ǘƘŜ ŘŜǎǘƛƴŀǘƛƻƴΩǎ resource 

endowments (comparative advantage) as well as its capacity to deploy resources (competitive 

advantage). The model also recognizes the impact of both global macro-environmental forces and 

micro-environmental circumstances. The factors of destination competitiveness are represented in 

the model and are clustered into five main groups (e.g. qualifying and amplifying determinants; 

destination policy, planning, and development; destination management; core resources and 

attractors; and supporting factors and resources.) In total, the model identifies 36 destination 

competitiveness attributes.  






























































































































































