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1.  Introduction 

 

Branding and positioning is a difficult process that is not applied only to products and services, 

but also to destinations. Branding a destination is much more difficult compared to the same 

process applied to a product or a service, because it includes different elements to manage; 

among them products, services and corporates (Pike, 2005, pp.258-59).  

The thesis is a case study analysis, which aims to reveal the brand identity of Ticino as tourism 

destination. Specifically the research focus on the evolution of the destination identity since the 

opening of Saint Gotthard Tunnel in 1888 until the current situation. In addition to that, the 

current situation exposes in depth the analysis of Ticino as tourism destination and it includes the 

study of the brand identity of every single area composing Ticino, in order to get a complete 

profile of the brand identity. 

In the literature and in the statistics there is a deficiency of studies and data on the topic brand 

identity, brand image, and brand positioning of Ticino and this study aims to start the research on 

these important themes that will help ETT to formulate an efficient image strategy for the future. 

Since the past imagery has been one of the most effective means of communication in the 

promotion of destinations, for this motivation this thesis proposes a study on the evaluation of 

the images used for the promotion of Ticino as tourism destination. In facts, the methodology 

adopted on this study is based on the research developed by Annette Pritchard and Nigel 

Morgans, which includes a qualitative approach to study and assess the content of the images 

used to promote Ticino as tourism destination from the past until today. The images are a 

relevant source of study, because in the specific case of destinations they represent an effective 

instrument to raise awareness and to transfer emotions (Ente Ticinese per il Turismo, 2009b, pp. 

40-42; Pritchard & Morgan, 1995, pp. 27-29; Pritchard & Morgan, 1996, pp. 350-351). 

After the explanation of the entire methodology, the thesis starts with a chapter dedicated to the 

literature review on the specific topics of destination branding, developing a unique definition 

through the assessment of the most recognised interpretations in the literature, followed by the 

explanation of the branding components. The second part of this study aims to classify all the 

images collected in the excel database, taking in consideration the time of publication of the 

images, the sources and applying the methodology. As previously explained the research is based 

on a qualitative approach, that adopts a content analysis developed on images, in facts images 
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taken from old posters and official brochures promoting Ticino are analysed and catalogued in 

different categories and subcategories, often further described through the characteristics of the 

subcategories. The database collects 1212 images (see Appendix 1 and Database.), but it is 

necessary to specify that the analysis of every single image is done through a multi-dimensional 

approach, which considers one image as the settlement of many different figures; therefore every 

single image is evaluated as projecting different figures that consequently are included in 

different categories. (Pritchard & Morgan, 1995, p.29; Pritchard & Morgan, 1996, p.351). In 

facts under this technique, the number of images analysed amounts to 3205. 

The fourth chapter shows the development of tourism in Ticino, including important facts and 

figures regarding this industry and the development of the strategies implemented by the DMO in 

different periods, in addition the results of the analysis regarding the destination identity are 

presented for every period of time. The first period analysed in this chapter starts from the opening 

of the Saint Gotthard Tunnel in 1888 until 1929, the second period assessed starts from 1930 to 

1970 with the arrival of the mass tourism and the new trends of the beach holidays. Then the 

Seventies, the Eighties and the Nineties are presented with the explanation of the results of the 

data on the brand identity developed by ETT in thirty years. The last period considered on this 

chapter are the 2000 with the results of the analysis on the brand identity during this decade. 

Chapter 5 tells about the current situation of Ticino as tourism destination. Actually, the chapter 

considers the strategies of ETT, emphasizing on the brand strategy of Ticino. Last but not least, 

the evaluation of the brand image considers the study of Professor Claudio Visentin on the image 

of Ticino reported on the main tourist guides. For the study of the brand image even experts in the 

field of ticinese tourism have been interviewed and in addition to that the results about the 

destination image of Ticino reported on the Tourism Monitor Switzerland 2013 has been analysed. 

Finally, the results of the analysis expose the current situation of the brand identity Ticino, taking 

into consideration also the four touristic areas, namely Mendrisiotto and Basso Ceresio, Luganese, 

Lake Maggiore and Valleys and Bellinzona and Upper Ticino. 

The thesis concludes with a summary of the findings on the brand identity and comparing the data 

retrieved on the destination image. Furthermore, the author exposes the limitations of the study 

and the advices for further research to develop in the future. 
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2.  Methodology 

 

The research focuses on a qualitative content analysis of promotional images of Ticino as 

tourism destination, therefore reflecting the point of view of the sender, also called marketer, 

who wants to sell Ticino as tourism destination to potential tourists (Pike, 2008, p.179). In this 

sense, the research is very helpful to systematically quantify and objectively describe the content 

of the images that the DMO (Destination Management Organisation) is transmitting to 

consumers. The results reveal interesting findings useful to define the brand identity of Ticino as 

tourism destination, but also to establish a future strategy (Pritchard & Morgan, 1995, pp. 23, 27-

29; Pritchard & Morgan, 1996, p.350). 

The methodology adopted to analyse this case study takes inspiration from the research 

developed by Annette Pritchard and Nigel Morgan who are lecturers, researchers and experts in 

the field of tourism (Pritchard & Morgan, 1995, p.23). Actually, they contributed to the 

development of the literature on the topic of destination image, and other authors writing about 

the same subject often cite them. The papers mainly used to develop the method of the following 

research are “Evaluating vacation brochure images: the case of local authorities in Wales” 

(Pritchard & Morgan, 1995) and “Selling the Celtic Arc to the USA: a comparative analysis of 

the destination brochure images used in the marketing of Ireland, Scotland and Wales” 

(Pritchard & Morgan, 1996). The authors in both case studies adopt the same methodology, 

based on a qualitative approach that includes the examination of the images found in official 

brochures published by the DMO, subsequently categorized in a database (Pritchard & Morgan, 

1995, pp. 27-29; Pritchard & Morgan, 1996, pp. 350-351). The detailed explanation of the 

method adopted for the qualitative content analysis of promotional images of Ticino as tourism 

destination follows in the subchapter 2.3.1. 

Imagery is one of the most effective means of communication in the promotion of destinations 

and since the past, painted images on posters were used as promotional tools, as we can notice 

from the collection of  images published in the book “Manifesti sul Ticino” (Fazioli & Galli, 

1991). While more recently, it is possible to admire pictures published into the brochures created 

by the DMOs, like in the case of Ticino, when the first brochure of Ticino was finally published 

as a common promotional effort of Associazione Ticinese per il Turismo in 1971 (Ente Ticinese 

per il Turismo, 14.01.2015). Then, ETT created brochures, films published online, and offline in 

order to raise awareness toward the destination. In facts, images are one of most powerful means 
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to transmit emotions after the ETT, actually this study focuses on the images produced for 

promotional purposes (Ente Ticinese per il Turismo, 2009b, pp.40-42) 

 

 

2.1. Issue of the research 

 

The report created by ETT “Turismo in Ticino. Politica Cantonale e Strategie per il Settore 

2010-2013” states that Ticino cannot be anymore identified from tourists for its traditional 

peculiarities. In facts, Ticino was recognised as a unique destination because it represented “the 

first South after the Alps”, the warm climate, the sun, the lightheartedness, the party, etc. 

Accordingly, to ETT these attributes were the strengths that definitely made unique the 

destination Ticino in the perception of tourists, but nowadays many other accessible destinations 

offer the same attractiveness. ETT agrees on the fact that the region needs a repositioning 

strategy to become one more time appealing on the market of the tourist destinations and the 

major effort of the DMO has been the promotion of Ticino as  cultural, business, sport, food and 

wine, mountain and event destination. Nowadays, it looks essential to explain to the potential 

visitors the reasons why they should travel to Ticino and ETT has the responsibility to create 

original and differentiated products that reflect the authenticity and the diversity of the territory 

(the Alps, the lakes, the cities, etc.) (Ente Ticinese per il Turismo, 2009b, pp. 24-25). In addition 

to that, ETT states that the need for a positioning strategy is essential and it represents the 

starting point to build the image of the destination. On the other hands, even though Ticino is one 

appealing destination of Switzerland, it does not match with the traditional alpine image of the 

country, which tourists could perceive as a weakness (Ente Ticinese per il Turismo, 2009b, 

pp.25-26; Visentin, 2007, pp.117-118).  

Accordingly, to ETT, the proposition of Ticino as tourism destination focuses on the authenticity 

of the place, the attractiveness of landscapes and its uniqueness given to the fact that Ticino is 

the only place where the Swiss quality meets the Italian culture and life-style. Actually, the 

image strategy of ETT points to the promotion of the positivity of this unique mix of attributes 

that characterize the touristic offer. In particular, the image of Ticino has been built on four main 

elements that are here listed and further explained on chapter 5: the brand, the design of the 
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graphic, the images linked to the positioning and to the slogans and finally also the creativity 

adopted in the use of communication tools  (Ente Ticinese per il Turismo, 2009b, p.9, 25-26, 31). 

Studies on the topics of destination brand identity, destination positioning and brand image of 

Ticino are needed to develop the future image strategy and it would be appropriate to start the 

research on these important themes in order to understand how a regional management 

organization can successfully position its brand in the future. 

 

2.2. Objectives of the research 

 

In the literature and in the statistics there is a deficiency of studies and data on the topic brand 

identity, brand image, and brand positioning of Ticino and this study aims to start the research on 

these important themes that will help ETT to formulate an efficient image strategy for the future. 

For this motivation, the following investigation starts determining the evolution of the brand 

identity from the past until today, emphasizing the current situation of the brand identity and the 

congruity with the brand image captured by the visitors.  

As previously stated, ETT is struggling to change the destination image of Ticino, that, it cannot 

be anymore linked to old icons that represented an idyllic life that doesn’t correspond anymore to 

the reality and in addition there are too many competitors showing the same characteristics. 

Therefore, it is interesting to analyse the brand identity of Ticino along the years in order to 

understand the peculiarities of the current brand Ticino and of the four areas composing it 

(Mendrisiotto, Luganese, Locarnese e Valleys and Bellinzona and Valleys)1. 

In conclusion, the research aims to reveal the brand identity of the destination Ticino through a 

research on images, by answering to the research question; what is the current brand identity of 

Ticino and how did it develop since the past? 

The findings reveal the evolution of the brand identity and the current situation of Ticino and of 

the four areas composing Ticino. In addition to that, the research wants to stimulate further 

                                                 
1 The new law of tourism in Ticino enters into force since the 1st of January 2015 (LTur). It includes the change of the Ente 

Ticinese per il Turismo (ETT) in the current private agency called Agenzia Turistica Ticinese S.A. (ATT). The ten Enti Ticinesi 

Locali (ETL) are replaced and merged in only four Organizzazioni Turistiche Regionali (OTR); Mendrisiotto e Basso Ceresio, 
Luganese, Lago Maggiore e Valli, Bellinzona e Valli (Repubblica e Cantone Ticino Dipartimento delle finanze e dell’economia, 

2014) 
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research on the topics of destination branding to identify the correct guidelines to reach a future 

success in the field of branding. 

2.3. The logic of the methodology 

 

At first, the thesis focuses on a research on the literature about the topic of destination branding, 

considering the definitions and connections with the concept of destination image and image 

formation that affect the perceptions of the visitors influencing their choices. 

The second step of this study comprehends the creation of an excel database in order to classify 

chronologically all the images collected and the topics represented on it, therefore taking into 

account the time, the topics of the images and their sources. The database collects 1212 images, 

catalogued in Categories, Subcategories and Characteristic of the Subcategories (See Appendix 1 

and Database.). It is very important to specify that the analysis of every single image is done 

through a multi-dimensional approach (see Chapter 2.3.1) , which considers one image as the 

settlement of many different figures; therefore every single image is evaluated as projecting 

different figures that consequently are included in different categories. (Pritchard & Morgan, 

1995, p.29; Pritchard & Morgan, 1996, p.351). For this motivation through the use of this 

technique, the number of images analysed amounts to 3205. 

The third step includes the analysis of the data collected on the database following a 

chronological subdivision done with Pivot Tables that allow the count of the categories, 

subcategories and characteristics estimated per period. The historical periods are five in total as 

shown in Figure 1 and reported in details in the next paragraphs. 

 

Periods Publication of 

images/brochure 

Data analysed Page 

First Period 

1880-1930 

1888-1930 185 32 

Second Period 

1990-1970 

1930-1970 492 45 

Third Period 

1971-1999 

1971-1999 191 59 

Fourth Period 

The 2000 

2000-2012 971 69 

Fifth Period 

The current situation 

2013 1366 84 

 Figure 1 Summary of the data collected per period 

 (Own Source) 
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The first period of the database considers 37 images, which under the multi-dimensional 

approach become 185 in total; classified in categories, subcategories and characteristics of the 

subcategories belonging to the period 1888-1929 (see Appendix 1 and Database Excel sheet 

1888-1929.). The images have been retrieved from the book “Manifesti sul Ticino” that is an 

excellent source for the most ancient touristic promotional images (Fazioli & Galli, 1991).  

The second part of the database illustrates 99 images for the period 1930-1970, that under the 

multi-dimensional approach become 492 (see Appendix 1 and Database Excel sheet 1930-1970). 

Even in this case, the source of the images is the book “Manifesti sul Ticino” (Fazioli & Galli, 

1991). The images collected are useful in this research to analyse the historical period 1930-

1970. 

In the first two historical periods, the illustrations are often painted images and the authors are 

different artists. As previously told it, the curators Fazioli and Galli develop the collection of the 

old touristic brochures on the book Manifesti sul Ticino (1991).  

The third period considers the years 1971 until 1999, when three brochures have been published 

as follow explained. These three brochures help to define the brand identity of Ticino from the 

Seventies until the end on the Nineties.  

In 1971 the Associazione Ticinese per il Turismo creates and publishes the first coordinated 

brochure composed by 15 images, that under the multi-dimensional approach become 52 images. 

This brochure is printed and used from ETT until 1977. (See appendix 2.) . 

Then in 1978, ETT produces the first brochure, published until 1994. The images included in this 

booklet are 26, and under the multi-dimensional approach, 94 images have been classified (See 

appendix 2 and Database).  

ETT produces another brochure in 1994, third publication used to analyse the period 1971-1999 

(See appendix 2)It includes 16 images that with the multi-dimensional approach the images 

classified are 45 (See Database Excel Sheet 1971-1999).  

In 2000 ETT creates the brochures called “Cofanetti” that include 4 brochures with 507 pictures 

that under the multi-dimensional approach become 971 images used to analyse the fourth period 

that takes in consideration the years between 2000 and 2010. 
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Finally, the fifth period considers the current situation of Ticino, thanks to the last four brochures 

published by ETT in 2013 with 514 images that under the multi-dimensional approach become 

1366 (See Database Excel Sheet Current Situation). 

The images of the past years collected and categorized in the database are essential to track the 

evolution of the destination identity of Ticino along the time. While the last brochures published 

by ETT consider the current brand identity of Ticino as tourism destination and of the particular 

areas of the region.  

The fourth step of the methodology includes the contextualization of the results of the analysis 

that are presented taking in consideration the determined historical periods and using valuable 

literature sources, statistics, and in depth interviews done with experts in the field of ticinese 

tourism that help to understand the most relevant facts and figures affecting the ticinese tourism 

industry. 

Finally, the last step prescribes the limitations of the studies and last but not least the 

conclusions. All the steps are summarized on Figure 2, that synthetize the entire procedure of 

this thesis. 

 

 

 Figure 2 Steps of the methodology 

 (Own Source) 

 

 

1st step
• Literature Review

2nd step

• Collection of the images

• Creation of a database (cronological)

3rd step
• Analysis of the results

4th  step
• Contextualization of the results in the historical period

5th  step
• Limitations of the study & Conclusions
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2.3.1. The content analysis 

 

As previously stated on Chapter 2.3, the content analysis developed on this research takes its 

fundaments on the method adopted by Annette Pritchard and Nigel Morgan, which classifies all 

the images into six categories: Heritage, Scenery, Activities, People, Urban & Rural and 

Destination Icons that are explained in details in below paragraphs (Pritchard & Morgan, 1995, 

p.23; Pritchard & Morgan, 1996, p. 346). The following research adopts the same categories 

used by the two researchers that include generic and common topics ideal for the classification of 

the images. The subcategories accompany the categories and on the contrary, they are different 

from the subcategories from the ones used in the papers of the authors Pritchard and Morgan 

because they have been adapted to the case of Ticino. 

The first category is entitled Heritage and it includes all the images representing the history 

through historical buildings and sites (Pritchard & Morgan, 1995, pp.31-32). In addition the 

subcategories are created in order to classify more specifically the type of building and sites of 

Ticino taken in consideration, distinguishing among Castle, Church, Rustici, Affreschi and 

General (general includes other subcategories less frequent as villa, historical centre, tower and 

palace). 

The category Scenery collects all the images showing scenic nature and landscapes. Many 

different scenic views are present in the territory of the canton, the use of subcategories is 

therefore necessary. Each subcategory is grouped depending on the colours, as done by Morgan 

and Pritchard in their papers (1995; 1996) . The subcategory Green includes all the images 

showing mountains, countryside, parks and forest; the Blue sub-group incorporates all the scenes 

linked to lakes and rivers. Finally, the Red subcategory comprehends all the landscapes with 

sunsets and autumnal landscapes that after the authors give a sense of welcoming and warmth 

(Pritchard & Morgan, 1995, p. 31; Pritchard & Morgan, 1996, p.359). 

The group Activities is subdivided in three different subcategories: the first is Outdoor activities 

that includes in itself sport activities and active leisure. The second subcategory is entitled Arts, 

Culture & Entertainment and it comprehends all the images showing Museums and pieces of Art, 

the Casino, the Events and the Handicraft. Another important subcategory includes the 

Consumption Activities that normally comprehends an exchange of money to get a service such 

as Dining & Drinking, Shopping, Transports, Accommodation and Wellness. Last subcategory 
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considered as activity is Business. (Pritchard & Morgan, 1995, pp.32-33; Pritchard & Morgan, 

1996, pp. 360-361). 

In the category People, it looks essential to distinguish the subject portrayed on the image and for 

this purpose the subcategories include the distinction among Resident and Guest and if it is not 

possible to distinguish the subject of the image, then the subcategory All is adopted. Moreover, 

the images are further analysed and subdivided on the basis of stages of the family life cycle, 

including: mature people, young people, families and children. It is important the choice of the 

right subject portrayed on the brochures that depends specifically from the target market to 

whom are addressed the brochures (Pritchard & Morgan, 1995, pp. 33-34; Pritchard & Morgan, 

1996, pp. 359-360). 

The group Urban and Rural is divided in two subcategories: Urban that comprehends all the 

images showing something related to the city and the urban life, while the subcategory Rural 

includes scenes of rural life that includes villages outside the city environment, wildlife and farm 

life (Pritchard & Morgan, 1995, p.32). 

The category Destination Icons represents different subcategories among them Famous 

Personalities, Logograms showing the characteristics Flags and Logo, Folklore showing the 

characteristics Traditions, Folk Festivals and Costume. Last but not least, the subcategory 

Symbols includes in itself the elements that characterize the territory Ticino and they are 

identified as the Sun, typical elements of the Mediterranean destinations or that are linked to the 

Mediterranean, traditional objects & places and traditional products as well. The characteristics 

of the subcategory Symbol want to emphasize the tipical elements used above all in the past to 

attract people to Ticino as showed on the book Manifesti del Ticino (Fazioli & Galli, 1991) 

On the next page, it is possible to see the index of the categories, subcategories and 

characteristics used to develop the database and the analysis of the images. 
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Categories Sub-Categories Characteristics Of The Subcategories 

1 Heritage General Palace, Villa, Stone Way, Old Tower 

Church   

Rustici   

Castle   

Affreschi   

2 Scenery Green Mountains 

Hills 

Parks 

Forest 

Countryside 

Blue Lake 

Mountain Lakes 

Rivers  

Red Sunset 

Autumn 

3 Activities Outdoor Sport  

Active Leisure 

Arts, Culture & 
Entertainment 

Museums & Arts 

Modern Architecture 

Casino 

Events  

Entertainment 

Craft 

Consumption Dining-Drinking 

Shopping 

Transports 

Accommodation 

Wellness 

Business   

4 People Guest Mature (Single, Couple, Group) 

Young (Single, Couple, Group) 

Families  

Children  

General (All the previous) 

N.A. (It Is Not Possible To Recognise The Age Of The People) 

Resident Mature  

Young  

Families  

Children  

General (All The Previous)  

N.A. (It Is Not Possible To Recognise The Age Of The People) 

All Mature  

Young  

Families  

Children  

General (All The Previous)  

N.A. (It Is Not Possible To Recognise The Age Of The People) 

5 Urban & Rural Urban City 

Rural Village Outside The Urban Environment 

Wildlife  

Farmlife  

6 Icons Logograms Flags  

Logo  

Folklore Costume 

Tradition  

Folk Festival 

Famous Personalities   

Symbols Mediterranean  

Other 

Sun 

Traditional Products  

Traditional Objects  & Places 

 Table 1 Index Database 

 (Own Source) 
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After the authors Pritchard and Morgan, it is very important to specify that the analysis of every 

image comprehends a multi-dimensional approach, which considers one image as the settlement 

of many different figures; therefore every single image is evaluated as projecting different 

figures that consequently are classified in different categories. An example could be useful to 

avoid misunderstanding: the below picture shows, a family walking on the mountains; it is the 

projection of three different images showing a scenery, a family and an activity (Pritchard & 

Morgan, 1995, p.29; Pritchard & Morgan, 1996, p.351).  

 

  Figure 3 Image used as example for the application of the multi-dimensional approach 
  (MySwitzerland, 2014, p.20) 

Every single image can include different categories (i.e. Scenery, People and Activities), 

allowing also repetitions. The subcategory explains further the type of category, therefore if 

summing the subcategories of a certain category, they give the total amount or the total 

percentage of the category. As reported on Figure 4 the table Scenery Subcategories & 

Characteristics reports in the blue circles the subacategories.  

 

Figure 4 Example 
(Own Source, Database Excel Sheet 1888-1929) 
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The characteristics are a further detail of the subcategories that allow a precise description of the 

objects portrayed on the images. The sum of the characteristics of a subcategory are equal to the 

total amount of images and percentage included in a certain subcategory. On Figure 4, the 

characteristics are described under every subcategory.  

The results showed on the next chapters are calculated on the total amount of the images, 

showing also the total percentage calculated on the total amount of the images, as reported on 

Figure 4. Sometimes it is necessary to speak about the total images referred to a specific 

category, and then only the images in that specific category are assessed on a base of 100 per 

cent. The Figure 5 represents all the characteristics and subcategories of the category Scenery, in 

which 60 images representing Scenery are considered as the 100 per cent of the total images 

showing this category. Then on the totality of all the images showing a scenery, the 40 per cent 

represents the subcategory Blue. 

 

 Figure 5 Example  
 (Own Source, Database Excel Sheet 1888-1929) 

   

Finally, the study includes all the brochures that promote the image of the destination excluding 

any advertisement (Pritchard & Morgan, 1996, p. 29). 
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3. Preliminary Research about Destination Branding 

 

The chapter regarding the theme destination branding attempts to explain the meaning of this term 

that is a different and more complicated process compared to branding a simple product. The 

chapter focuses on the development of the definition “destination branding”, assessing the most 

recognised interpretations in the literature, afterward trying to state a complete definition followed 

by the explanation of the branding components. 

One of the major complexities related to the topic of destination branding is the lack of common 

definitions or common frameworks in the destination branding literature; therefore, sometimes it 

results difficult to understand the core concepts. Here the attempt to clarify the meaning of 

branding a destination. 

 

 

3.1 The role and the challenges of branding a destination 

 

The objective of branding is to differentiate a product, a service or a destination from substitutes 

and competitors, which provide similar offers. Nowadays, each destination around the world 

proposes unique attractions, high standard hotels, customer-oriented services and friendly local 

people which are insufficient characteristics to differentiate and to create an outstanding 

destination (Morgan,N.,Pritchard,A.,& Pride,R., 2002, p.11-13). Kerr (2006) affirms that currently 

destinations compete on  global scale thanks to the easier accessibility and the improved transport 

system. Moreover, for this reason the Destination Management Organizations (DMOs), charged 

of the promotion of each destination, must compete more aggressively to retain repeaters and 

attract new customers (p.278). 

Branding a destination is a complex and long process and Pike (2005) recognizes some challenges 

faced by the DMOs; first is more complex to brand a destination than a consumer good or service, 

due to its multidimensional aspect and to the presence of many stakeholders involved in the 

process, with heterogeneous interests and needs. Second, the politic decisions often influence 

DMOs and their brand strategies. DMOs cannot build a direct relation with tourists, keeping in 

contact with them, because they have not access to the databases of accommodation services within 
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the destination. Last, the challenge of the funding budgets to lead efficient marketing campaigns, 

in facts DMOs do not have revenues coming from the expenditures of tourists, but they 

continuously need to lobby for private and public funding (p. 258-9). 

 

3.2 Evolution of the definition 

 

In the past, the topic “branding” considered only products and services, but recently the brand 

theory has been applied also to destinations. In 1991, in the book “Managing brand equity : 

Capitalizing on the value of a brand name”, Aaker formulates one of the most famous 

definitions of Brand, he states that; 

 “a distinguishing name and/or a symbol (such as a logo, trademark, or package design) 

 intended to identify the goods or services of one seller, or group of sellers, and to 

 differentiate those goods or services from competitors who would attempt to provide 

 products that appear to be identical“ (Aaker, 1991, p.7).  

This definition is later applied to the concept of destination, adding also the idea of memorable 

experience that must be intended as the promise to the final consumer, since tourism is 

composed by a bundle of products, services, places and above all experiences (Pike, 2008, 

p.179). In 1998, during the Annual Congress of the International Association of Scientific 

Experts in Tourism Destination Brand, the concept of “Destination Brand” is defined as   

 “A name, symbol, logo, word mark or other graphic that both identifies and differentiates 

 the destination; furthermore, it conveys the promise of a memorable travel experience 

 that is uniquely associated with the destination; it also serves to consolidate and 

 reinforce the recollection of pleasurable memories of the destination experience.” 

 (Ritchie & Ritchie, 1998, p.17).  

Subsequently to the statement of Ritchie and Ritchie in 1998, Blain, Levy and Ritchie discuss 

further the definition, including also the importance of the objective to influence the behaviour of 

potential tourists in choosing a destination instead of other competitors. Actually, they affirm 

that destination branding includes  

“The marketing activities that support the creation of a name, symbol, logo, word mark 

or other graphic that both identifies and differentiates a destination; that conveys the 
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promise of a memorable travel experience that is uniquely associated with the 

destination; and that serves to consolidate and reinforce the recollection of pleasurable 

memories of the destination experience, all with the intent purpose of creating an image 

that influences consumers’ decisions to visit the destination in question, as opposed to an 

alternative one and that reduce consumer search costs and perceived risk. Collectively, 

these activities serve to create a destination image that positively influences consumer 

destination choice” (Blain, Levy, & Ritchie, 2005, p.337). 

On the other hands, the World Tourism Organization (UNWTO) and the European Travel 

Commission (ETC) (2009) use the term Destination Brand as the synonym of “competitive 

identity”, that integrates the uniqueness of a destination compared to another place. The 

definition they adopt is inspired to the statement of the International Destination Consultancy, 

Yellow Railroad, which states,  

 “A destination brand refers to the collection of perceptions that a person has of a 

 destination, based on the destination’s observable characteristics, which differentiate it 

 from all other destinations. It is also referred to as the destination’s DNA – its core 

 defining characteristic” (UNWTO & ETC, 2009p.159-160) .  

UNWTO and ETC consider very important the perceptions of visitors and residents, who should 

be able to recognize and accept the essence of the brand (2009, p.17). 

Assuming that there are multiple definitions of destination branding, this thesis takes in 

consideration the most important elements, trying to integrate the concepts stated by UNWTO 

and adapting it in the definition of Blain et al., (2005) which includes all the previous 

interpretations: 

“Destination Branding includes all the marketing activities that support the creation of a 

competitive identity, based on destination’s observable characteristics that must be 

recognized and accepted by both residents and tourists. It differentiates the destination from 

all the others, conveying also the promise of a memorable experience that must be uniquely 

associated with the destination.  It serves to consolidate and reinforce the recollection of 

pleasurable memories of the destination and of the experience, all with the intent purpose to 

create an image that influences the perceptions of consumers and therefore the decision to 

visit the destination in question, as opposed to an alternative one. This last concept reduces 

consumer search costs and perceived risk. Collectively, these activities serve to create a 
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destination image that positively influences the consumer and their destination choice”. 

(Aaker, 1991; Blain et al., 2005; Ritchie & Ritchie, 1998; UNWTO & ETC, 2009). 

 

 

3.3 Destination brand components 

 

Three main components forms the destination brand. The first component is the Brand Identity, 

which represents the internal organisation orientation or the aspired image that an organization 

tries to communicate to the market. On the other hands, the second component is the Brand 

Image, also called the external market orientation that is the image of the brand perceived by the 

consumers. The third component is the Brand Positioning that links the two previous elements. 

Actually, Brand Positioning is the instrument adopted by DMOs to influence the brand image of 

consumers (Aaker, 2002; Pike, 2008p.179, 218-19). 

 

 

Figure 6 Brand Identity, Brand Image and Brand Positioning 
(Pike, 2008, p. 17) 

 

 

3.3.1 Destination brand identity 

 

Often the terms “brand identity” and “brand image” are confused, but the essential difference is 

due to the identity of a brand that is created by the DMO, also intended as the sender, while the 

brand image is the perception of the same brand captured by the consumer or receiver (Aaker, 

2002, p.69-70; Kapferer, 2008, p.174).  
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Kapferer (2008) states that brand identity can be defined as the corporate identity that is what 

“helps an organization…,to feel that it truly exists and that it is a coherent and unique being, 

with a history and a place of its own, different from the others” (p.172). 

After Pike (2008), the destination brand identity can be defined as the essence of a destination by 

reflecting the reality and uniqueness of a destination and inspiring people (p. 85). 

At first, the brand identity should be recognised and believed by the marketers who create and 

develop a clear vision and a set of core values that will lead the entire strategy of the DMO. 

Another important element to take in consideration for the brand identity concept is the local 

community, those are the people who are going to deliver the brand promise to the visitors who 

should feel the sense of place created directly by the people living in a destination. A brand 

charter2 is useful as a guide for all the stakeholders involved in the market of reference, to share 

the same values and objectives, therefore the statements including the mission and the vision of 

the brand should be included with the brand identity essence statement to lead consistency in 

communication (Hankinson, 2007, p. 246-250; Pike, 2008, p.185-191; Pike, 2009, p.860). 

 

 

3.3.2 Destination brand image 

 

The image of a destination plays a critical role, because it influences and guides the travel 

decision of the consumer. Actually it represents the image perceived by consumers that 

sometimes can deviate from the identity built and addressed by the DMO, for this motivation, it 

is important to know the image of consumers in order to direct the positioning of the brand on 

the market. (Pike, 2008, p.200-1). One of the most accepted definitions of destination image is 

stated by Crompton (1979) “the sum of beliefs, ideas and impressions that a person has of a 

destination” (p.18).  

Fakeye and Crompton (1991) adapted their theory to the assumptions stated by Gunn, explaining 

that the formation of a destination image evolves on three stages. The composition of the organic 

                                                 
2 After Kapferer a brand charter should answer to the following demands: 

“What is the vision of the brand and its objective; What makes the brand different from the others; What are the 

needs that the brand is fulfilling; What are the intrinsic values of the brand; What is the field of competence of the 

brand; What signs make the brand recognisable (2008, pp.96-97) 
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image first level includes the first level; namely the collection of information through different 

sources during the lifetime, before being aware of the personal interest toward a tourist 

destination. The second level, also distinguished as, the induced image; it is the direct exposure 

to marketing activities related to a destination, normally at this stage, individuals demonstrate 

interest to visit a destination, so they seek information. The third level is the complex image 

formation, which can only happen after that the tourist has visited the destination and has built a 

structured image of the place depending on its own experience (p.15; Pike, 2008). 

After Dann, the destination brand image has “cognitive, affective and conative” components. 

The cognitive component represents the knowledge and the beliefs about a destination (the 

organic image), while the affective component is a personal feeling about a place and the 

conative component is the likelihood to visit a place in a certain period. (Pike 2008 pg207-8) 

 

 

3.3.3 Destination positioning 

 

Nowadays the society lives in an environment that is overloaded with communication, for this 

reason destinations need a positioning strategy to compete and to get the attention of potential 

visitors and the best way to communicate with people is by transmitting simplified posts, that are 

immediately understandable  (Ries & Trout, 2010, p.6-8). Actually, DMOs use positioning 

strategies as a mean to manipulate the brand image that is already in the mind of the consumer 

and therefore, to enhance the destination attractiveness (Pike, 2008; Ries & Trout, 2010, p.5). 

The UNWTO and the ETC agree on the fact that “brand positioning is about understanding 

what your target markets think of your destination and ensuring you occupy the most positive 

position in their perception compared to your competitors,…” (UNWTO & ETC, 2009, p.34) 

The traditional approach of positioning a destination brand bases its development assuming that 

the image perceived by consumers can be influenced by highlighting the most attracting products 

of a certain destination (Ibrahim & Gill, 2005, p. 174). Nowadays, the concept of positioning has 

changed, it assumes to focus the positioning of the destination on the consumers’ perception of 

the place, that indirectly guide marketers to take decisions for the positioning strategy. This 

guidance is useful to differentiate the positioning from competitors and reinforce the fact that the 
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destination taken in consideration satisfy the specific needs of potential visitors (Fakeye & 

Crompton, 1991; Ibrahim & Gill, 2005, p.174; Ries & Trout, 2010). 

The process of positioning is divided in seven steps (Aaker & Shansby, 1982, p.59; Pike, 2008, 

p.223): 

1) Identification of the target markets, 

2) Recognition of the motivations and the benefits sought by visitors, 

3) Identification of the competitors in the target markets, 

4) Determination of how competitors are perceived, 

5) Recognition of opportunities for the formulation of a differentiated positioning strategy, 

6) Choice and application of the positioning, 

7) Supervising the positioning over time  

The first stage involves the analysis of the customers and therefore the segmentation of the 

market, which will introduce the process directly to the second stage identifying the motivations 

and the benefits of tourists visiting a specific destination (Aaker & Shansby, 1982, p.60). The 

third and the fourth steps want to determine and evaluate the perception of competitors in a 

specific target market. These points are mainly investigated through interviews with tour 

operators, consumers and specific market analysis (UNWTO & ETC, 2009, p.42). The fifth stage 

is a consequence of the analysis developed in the two previous steps that help to identify new 

opportunities for the positioning strategy. Thank to the previous analyses the managers of the 

DMO can decide regarding the positioning strategy for the destination and they are 

acknowledged that they will have to concentrate their efforts only on certain segments, at the 

same time they will try to attract a reasonable number of people. Finally, the last step is 

monitoring the positioning overtime, assuming that the objectives are measurable in order to 

evaluate changes for the future (Aaker & Shansby, 1982, p.59-62). 

 

 

3.4 The destination brand fashion curve 

 

The destination brand fashion curve asses the life cycle of a destination and the managers of the 

DMOs should consider the stages lived by the brand in relation with its visitors. The Figure 8 

shows the development of the brand fashion curve. The first part of the curve shows the 
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Fashionable phase during which the destination is not known and promotion is still not 

developed and people, mainly opinion leaders and trendsetters, want to visit it for its exclusivity. 

Then starts the second phase, the Famous phase, in which the place is now well known and 

everyone wants to go there, apart the trendsetters that seek for another new place to discover 

away from the mass. A destination brand should continue to be contemporary, otherwise the 

destination shifts in the Familiar phase, in which the destination is well known, but on the 

contrary, it is losing its appeal. Afterward the destination can fall in the Fatigued phase which is 

when it cannot attract new segments. So at this point a new rejuvenating strategy is required, by 

establishing new brand values that should be coherent and contemporary 

(Morgan,N.,Pritchard,A.,& Pride,R., 2002, p. 24-26) 

 

 

Figure 7 Fashion Curve 

(Morgan,N.,Pritchard,A.,& Pride,R., 2002, p. 25) 

 

 

3.5 Visual Elements of a Destination Brand 

 

It is easy to confuse the concept of brand intended as a mere mark or label, which are graphic 

elements that are used to implement the marketing of a destination. When we speak of a 

destination brand, we cannot reduce the meaning of this broad term in simple visual elements, as 
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previously explained in chapter 1.2, such as a logo, a slogan, imagery, a design style or a 

marketing campaign. To avoid misunderstanding, it is important to differentiate them, as 

reported in the Handbook of Tourism Destination. The starting point for the creation of visual 

elements, created for the campaign of communication, is the brand in itself. It means that all 

these components must reflect the values incorporated in the destination brand (UNWTO & 

ETC, 2009, p.12). 
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4. Tourism in Ticino, the development of its image and identity 

 

This chapter presents the tourism evolution of Ticino along the years, more precisely since 1890 

until today. However, the research starts with a small introduction regarding the begin of modern 

tourism in Switzerland, around 1830 and then focusing on the development of tourism in the 

Canton of Ticino emphasizing the most important facts, relevant data and circumstances on the 

field of tourism. This chapter is divided in subchapters that analyse different periods, in which 

the results of the analysis of the destination brand identity are inserted and compared with the 

data collected on the literature regarding the destination image in order to present the evolution 

of the image of Ticino as tourism destination. 

 

 

4.1 The begin of modern tourism in Switzerland 

 

In the book “Naissance d’une industrie touristique. Les Anglais et la Suisse au XIX siècle” the 

author Laurent Tissot (2000) states that since the middle of XVIII century Switzerland starts to 

be considered an attractive destination, above all for the members of the English aristocracy who 

started to undertake the Grand Tour, later followed also by some members of the middle class for 

educational reasons . At that time, Switzerland is an interesting destination for the attraction of 

the romantic landscape, the wild nature and the mountains. The English aristocracy is well 

known to be trendsetter in the field of tourism, in facts they start with the fashion of the leisure 

time spent in the countryside, in the thermal destinations and now into the Alps. Moreover, the 

author agrees on the fact that the modern tourism industry develops since 1830, when the 

industrialization of the business starts with a gradual shift from an elitist form of tourism to mass 

tourism (pp. 5-7). 

The modern tourism develops in Switzerland since the second half of the XIX century, when the 

British Alpine Club is founded in 1857 and since 1863 Thomas Cook organizes the first trip in 

Switzerland so contemporaneously the accommodation services evolves within the country, 

transforming the simple inns in real hotels (Legobbe, 1963, p.81-82; Tissot, 2000, pp.89, 158-

159).  
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Even in the case of Ticino, the Tourism industry helps the region to become an advanced 

economy and for this motivation, the Tourism Industry and the destination image must be taken 

into consideration to better understand the evolution of the region and its positioning over time 

(Visentin, 2007, p.9). 

 

4.2 Tourism in Ticino from the opening of the Saint Gotthard Tunnel to 1930. 

 

At the end of the XIX Century Ticino is prevalently an agricultural region and the tourism 

industry follows the evolution of the communication infrastructures. Actually, the inauguration 

of the first railways of the region is in 1874; they connect Locarno to Biasca and Chiasso to 

Lugano. However, the main development starts in 1882 with the opening of the Gotthard tunnel, 

allowing the easy accessibility from the North to the South. During the following years, other 

means of transports start their operations, as the funicular from Lugano city centre to the train 

station (1886), the funicular and the railway to Monte San Salvatore and Monte Generoso 

(1890), the funicular to Monte Bré (1908), the railway Lugano-Tesserete (1909), the railway 

Lugano-Ponte Tresa (1912), etc. (Legobbe, 1963, p. 207-210). Contemporaneously even the 

entertainment industry grows, the theatre Apollo opens at the end of the century and immediately 

after renamed as theatre and Casino Kurssal in 1897 (Luraschi, 2005, p.45).  

Moreover, thanks to the increasing touristic arrivals to the cities, the municipalities are 

stimulated to make improvements, such in the case of the long lake of Lugano, in 1911 the Parco 

Ciani is expropriated to be annexed as an extension of the boulevard, to allow people to walk 

along the lake. Ticino is somehow preparing the main destinations of the region to welcome its 

visitors and therefore providing them a nice stay full of activities to do during their stay 

(Pometta, 1975, pp.193-196). 

In 1914, the most famous sanatorium in northern Europe opens in Ticino, more precisely in 

Agra, it hosts lustred people as Hauptmann, Steven Stolpe and Hermann Hesse increasing the 

fame of the destination and emphasizing the favourable climatic conditions of the region 

(Fuselli, 2009, pp. 16-17; Redaelli, 2008, pp. 481, 503). 

In 1923 starts the first edition of the “Festa della Camelia e della Mimosa” that makes Locarno 

famous in Switzerland and abroad. This folkloristic party is the celebration of the famous flower 

camellia; the event takes place during the springtime and it foresees the artistic competition and 
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the proclamation of the best representation of the flower, then balls and concerts follow on 

Piazza Grande. This attraction is so famous that the availability of beds for visitors is scarce, 

special trains are organized to bring as much people as possible. The last edition of the “Festa 

delle Camelie e della mimosa” is celebrated in 1940 (Caminada, 1999, pp.119-121). 

Until 1930, the tourism activity in the region is concentrated in the areas of Lugano and Locarno, 

in facts, the table below shows the total arrivals in Ticino and compares the market share of 

Lugano and Locarno between 1925 and 1929, demonstrating that two cities include the vast 

majority of the tourist arrivals of the region.  

 

Year 
Number of Tourist Arrivals 

Lugano % Lugano Locarno % Locarno TICINO 

1925 105137 75,56% 34013 24,44% 139150 

1926 94682 69,34% 41861 30,66% 136543 

1927 116451 72,27% 44606 27,68% 161137 

1928 114032 66,39% 57741 33,61% 171773 

1929 127184 69,71% 55269 30,29% 182453 

Table 2 Tourism Arrivals in Ticino from 1925 to 1929 
(Pedrotta, 1930, p. 34) 

 

It is important to remember that around 1900 the region attracts tourists mainly in the winter 

season, but the trend is irreversibly changing, actually, after the first WWI the winter season 

gradually loses its importance, leaving the stage to the spring and summer season (Pometta, 

1975,pp 162-164).  

At the beginning of the Twentieth Century, the destination image mainly focuses on the romantic 

and bucolic perception of the region; the authenticity and the healthy climate play as well a 

critical role. Ticino is seen as a Mediterranean destination, as a matter of facts, this perception is 

definitely influenced from the Mediterranean climate that corresponds to mild winters and warm 

summers, but in addition, the canton is much closer to the northern target markets compared to 

the Mediterranean destinations and therefore perceived as “the first South”. Moreover, the 

favourable climate, the natural landscape referred to the goethian research of the light and the 

sun improve the attractiveness of Ticino. This destination image help Ticino to attract visitors 

thanks to the Romantic canons of “Sturm und Drang” and the “Drang nach Süden”, a land also 

perceived as exotic. (Fazioli & Galli, 1991; Ghiringhelli, 2003, p.319) 
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4.2.1 Destination Identity of Ticino among 1880 and 1930 

 

Until now, we have spoken about the perception of tourists reported in the literature, and it is 

interesting to understand what the identity of the destination at that time is. Thanks to the 

research and the data analysis developed on the promotional images of this period, we have an 

overview of the identity of Ticino. This period comprehends the extraction of 185 images taken 

from the book “Manifesti del Ticino” (Fazioli & Galli, 1991), afterward classified in different 

categories, subcategories and characteristics. All the data showed on this chapter are available on 

the Database created for this research (Excel File Sheet “1880-1930”). 

Among the categories, Scenery is the most frequent; actually, it accounts for 32% of the total 

images. The second category more frequent after Scenery is Icons with a 25% of frequency and 

immediately after there is Activities accounting for 23%. On the contrary, Heritage is the least 

used on the images of that period; it represents the 5% of all images, while the categories Urban 

& Rural and People are a little bit more frequent with respectively 9% and 6%. The graph in 

Figure 8 facilitates the comprehension of the mentioned data. 

 

 

 Figure 8 Categories 1888-1929 

 (See Appendix 8.1 or Database sheet 1888-1929) 

Activities
23%

Heritage
5%

Icons
25%

People
6%

Scenery
32%

Urban & rural
9%

1888-1929 CATEGORIES

*To the nearest per cent 
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At that point, it is interesting to focus on the categories mostly represented and studying in depth 

their subcategories and characteristics to understand what is portrayed in details on the images 

and for this purpose Table 3 shows all the data. 

In the case of the subcategories under the category Scenery, the images show a prevalence of 

Green accounting for 17% of all the images analysed for this period, then the Blue subcategory 

covers 13% and last the Red subcategory with only 3% on all the images analysed. As previously 

stated, the subcategory Green is important and the sum of the characteristics Mountains 

accounting for 13%, Countryside accounting for 3% and Parks accounting for 1% on the total 

images analysed for this period. It is interesting to notice as the subcategory Blue is entirely 

represented by the characteristic Lake that accounts for 13% on the total images. In facts on the 

majority of images, both characteristics are represented reflecting two important elements of the 

landscape of Ticino, namely mountains and lake. 

These data confirm the fact that the landscape is one of the most representative attractions of 

Ticino in the past. 

 1888-1929 
    
Scenery 
Subcategory & Characteristics Tot. Images % Tot. Images* 

Blue 24 13% 
Lake 24 13% 

Green 31 17% 
Countryside 6 3% 
Mountains 24 13% 
Park 1 1% 

Red 5 3% 
Sunset 5 3% 

Total 
 

60 
 

32% 
* to the nearest per cent 

 Table 3 Scenery subcategories and characteristics 1888-1929 

 (See Appendix 8.1.3 or Database sheet 1888-1929) 

The category Icons shows the importance of the subcategory Symbols at that time, which 

influences the category by 17% on the total images; it means that more than two thirds of the 

images included in this category illustrate a Symbol. In this subcategory, the presence of 

characteristics referred to the Mediterranean are frequent, actually the images emphasize 

elements that recall the Mediterranean environment. On the images, it is possible to find palms, 

cactus, flowers and fruits like oranges and lemons, and as previously told, these elements 

highlight the perception of an exotic place at that time (Fazioli & Galli, 1991). Another 
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characteristic of the subcategory Symbol is Sun present on 5% of the total images, confirming 

the influence of the climatic conditions of Ticino at that time. While the characteristics 

Traditional Objects and Places results to be less significant, accounting for 2% on the total 

images, through the portrays of the traditional boats. Folklore accounts for 4%, in which the 

characteristics Costume and Folk Festival account each for 2% on the total images, in particular 

the latter mainly shows images linked to the “Festa delle Camelie”. 3% of the total images show 

logograms that in this case are Flags of the Swiss Confederation that appear in every image of 

this subcategory and more than 50% portray also the Flag of the Canton of Ticino. Then, the 

least influent subcategories are Famous Personalities with only one representation on one image 

 1888-1929 
 
Icons  
Subcategories & Characteristic Tot. Images % Tot. Images* 

Famous personalities 1 1% 
Carlo Borromeo 1 1% 

Folklore 8 4% 
Costume 4 2% 
Folk festival 4 2% 

Logograms 5 3% 
Flag 5 3% 

Symbol 32 17% 
Sun 9 5% 
Other 2 1% 
Mediterranean 17 9% 
Traditional objects and place 4 2% 

Total 
 

46 
 

25% 
* To the nearest percent 

 Table 4 Icons subcategories & characteristics 1888-1929 

 (See Appendix 8.1.3 or Database sheet 1888-1929) 

The category Activities reveals some interesting findings on the subcategories that is worth to 

study. It is evident the prevalence of the subcategory  Consumption that dominates the images 

relative to this category by 79% as depicted on Figure 9. Obviously, the majority of the images 

are classified under the characteristic Transport, because during these years the revolution of the 

means of transports is modernizing the entire world. In the case of Ticino the influence of the 

Gotthard Bahn on the images is dominating the scene, but also the new funiculars and the cable 

cars. On the other hands the subcategories Outdoor and Art, Culture & Entertainment are less 

relevant, as they appear respectively 4% and 1% on the total images, as reported on Table 5 (or 

respectively 19% and 2% if the images of this category only are accounted as depicted on Figure 

9).  
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 Figure 9 Activities subcategories accounted on the total Activities images 
 (See Appendix 8.1.3 or Database sheet 1888-1929) 

 

 

 1888-1929 
 
Activities     
Subcategories & Characteristics Tot. Images % Tot. Images* 

Arts, Culture & Entertainment 1 1% 
Event 1 1% 

Consumption 33 18% 
Accommodation 5 3% 
Dining & Drinking 2 1% 
Transport 26 14% 

Outdoor 8 4% 
Active Leisure 6 3% 
Sport 2 1% 

Total 
 

42 
 

23% 
*to the nearest percent 

 Table 5 Activities subcategories & characteristics 1888-1929 

 (See Appendix 8.1.3 or Database sheet 1888-1929) 

Concerning the category Urban & Rural, it counts for 9% on the total images and the 

subcategory that prevails is Rural accounting for 5% on the total images showing the 

characteristics of a Village. Under the same subcategory, we can find also the characteristic 

Farmlife that is infrequent, because illustrated only one image. On the other hands the 

subcategory Urban counts only for 3% on the total images, in particular showing images related 

to the city environment. 

Arts, culture & 
entertainment

2%

Consumption
79%

Outdoor
19%

1888-1929 ACTIVITIES SUBCATEGORIES
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 1888-1929 
 
Urban & Rural    
Subcategories & Characteristic Tot. Images % Tot. Images* 

Rural 10 5% 
Farmlife 1 1% 
Village 9 5% 

Urban 6 3% 
City 6 3% 

Total 
 

16 
 

9% 
*to the nearest percent 

 Table 6 Urban & Rural subcategories & characteristics 

 (See Appendix 8.1.3 or Database sheet 1888-1929) 

Finally, by analysing the subcategories and characteristics of People, it is possible to affirm that 

the images portraying at least one person are not very usual. In most of the cases it has been 

possible to recognize the subject on the image defining if the person is a Guest or a Resident, as 

depicted in Table 7, actually each of them count 3% and it is curious to see that most of the time 

mature people are represented on the images. 

 

 1888-1929 
 
People    
Subcategories & Characteristic Tot. Images % Tot. Images* 

All 1 1% 
Young 1 1% 

Guests 6 3% 
Family 1 1% 
Mature 3 2% 
Young 2 1% 

Resident 5 3% 
Mature 4 2% 
Young 1 1% 

Total 
 

12 
 

6% 
*to the nearest percent 

 Table 7 People subcategories and characteristics 1888-1929 
 (See Appendix 8.1.3 or Database sheet 1888-1929) 

 

Heritage is the category least represented on the total images analysed for the period 1888-1929 

and the data reported on Table 8 reveal that the characteristics are relatively insignificant, in 

facts Church appears only on 3% of the images, Castle and General (Palace) account each for 1% 

on the total images, confirming that these elements are very infrequent. 
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 1888-1929 
Heritage    

Subcategories & Characteristics Tot. Images % Tot. Images* 

     

castle 2 1% 

church 6 3% 

general 1 1% 

palace 1 1% 

Total 
 

9 
 

5% 
*to the nearest percent 

Table 8 Heritage subcategories & characteristics 1888-1929 

(See Appendix 8.1.3 or Database sheet 1888-1929) 

In conclusion, during the period 1888-1929 the identity of the destination is focused on the 

sceneries that include most of the time the vision of Mountains and Lakes that frequently are 

represented together. In addition to that, the Icons are another frequent element, showing the 

prevalence of images portraying a Symbol clearly referred to the Mediterranean environment. 

Even the means of transports have an influence on the destination identity, actually thanks to the 

revolution of transports and the opening of the Gotthard Tunnel; Ticino finally enters into the 

map of tourists. As stated in Chapter 4.2, people from the North want to go to the South and the 

Canton of Ticino represents the “first South” for them or an accessible destination where a 

favourable climate, the light of the sun and unspoilt nature play in favour of  the destination. 

Consequently, Ticino is represented and perceived as a Mediterranean destination and the 

connection with the Mediterranean is an important attractive during these years.  

 

 

4.3 Tourism Activity from 1930 to 1970 

 

The WWII has a negative effect worldwide even on the field of tourism, affecting also the 

industry in Ticino. Actually, the arrivals decrease between 1939 and 1945 in all the destinations 

represented on Figure 10. It is exceptional the case of Lugano that in the immediate after war 

period lives an incredible growth reaching almost 230.000 arrivals in 1946. Lugano compared to 

the other destinations shows many positive and negative fluctuations, because a big portion of 

the tourists comes from abroad and therefore it is more vulnerable to international political and 

economic factors. On the contrary, Locarno, where most of its tourists arrive from the German 
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part of Switzerland, shows the data of the arrivals that reports limited fluctuations compared to 

Lugano (Ufficio delle Ricerche Economiche, 1968, pp.29-35).               

                                                                                                                                                                                                                                     

 

 Figure 10 Arrivals per destination 1935-1960: Lugano, Locarno and Bellinzona 
 (Ufficio delle Ricerche Economiche, 1968, pp.27-42, See Appendix 10.) 

 

Bellinzona lives a slight increase in tourist arrivals between 1938 and 1961, even if the number 

of beds of the tourism organizations increase by 72.6%. In Bellinzona the average stay is very 

short, around 1,41 days, determining a destination of transit and not a leisure destination as in the 

cases of Lugano and Locarno (Ufficio delle Ricerche Economiche, 1968, pp. 40-42)                                                                                                                                                                                                                                                   
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 Figure 11 Arrivals per Destination 1935-1960: Ascona, Brissago and Valle Maggia 

(Ufficio delle Ricerche Economiche, 1968, pp.27-42, See Appendix 10.) 

Regarding the development of Valle Maggia in the tourism industry, it is still modest and any big 

changes in the touristic offer happen in these 30 years, as depicted from the Figure 11 (Ufficio 

delle Ricerche Economiche, 1968, pp. 39-40) . Finally, Brissago follows the trend of Ascona 

even if the increase of the arrivals and the overnight stays is more moderated compared to it 

(Ufficio delle Ricerche Economiche, 1968, p.38).  

As previously stated, tourism is living a drastic change; in facts, the fashion for summer beach 

holidays and tanning starts around 1930 and Ticino enjoys the impacts of the new tourism trend, 

thanks to its lakes and lakesides that are exploitable for beach holidays (Löfgren, 1999, pp.166-

170). Actually, Lido di Lugano opens in 1928, where also parties and shows take place in the 

venue (Luraschi, 2005, p.92).  A little bit later, Lido Locarno opens in 1930, including the beach, 

the restaurant, a barbershop and a dark room (Grossi, 1992).  

In 1935 the mass tourism starts also in Ticino, actually, Duttweiler Gottlieb, foundator of Migros 

and later of Hotelplan, has the brilliant idea to make travel also modest people for a reasonable 

prices and generally with the all-inclusive-formula. Actually, the tourists at the destination can 

enjoy of a package that includes different activities. Lugano is the destination where 126 

participants spend their holidays for the first time on April of that year. As a result, tourists 

continue to arrive for the entire spring and summer season, therefore emphasizing the change 

from a winter-autumn destination into a spring-summer destination (Riess, 1965, pp.156-157).  
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It is important to remark that a cantonal entity for coordination and promotion of tourism in 

Ticino still does not exist in these years, on the contrary, there are only Pro Loco and 

Professional Associations (i.e. the hotel professionals association and the “esercenti” association) 

and at this time, the first movements in the Parliament want to solve this problem.   The 

organizations and the companies working in the field of tourism begin to complain for the lack 

of common efforts to develop the tourism industry of Ticino and to improve the promotion. The 

few advertising focuses only on the Lido activities of Lugano and Locarno. Actually, the need 

for a potential Cantonal Office for Tourism is now urgent. Mainly, the Cantonal tourist Board  

should take care of the following required actions; the improvement of the means of transports, 

the development of the plans for a hotel school to improve the professionalism of the sector,  the 

support to the studies developed by Osservatorio Climatoligico Ticinese (important for all the 

tourists coming to Ticino for medical-climatic and purely climatic purposes), assisting and 

guiding the associations Pro Loco of the region and strengthen the promotion to attract visitors 

during the summer and winter season as well (Pedrotta, 1930, pp. 30-31, 35-40).  

All the representatives of the numerous Pro Loco of Ticino meet in 1927 with the intent to start 

working on the project of creation of a cantonal tourism board that has the objective to create a 

tourism policy and promote the canton as tourism destination. As consequence, the project starts 

to gain political attention (Pedrotta, 1930, p.35). 

Finally, in 1932 the Associazione Ticinese per il Turismo borns as provisional tourist board of 

the Canton with the intent to coordinate and unify the few promotion and to find a solution to 

common problems of the tourism industry (Legobbe, 1963p.313-314).  

Since 1940 the Associazione Cantonale per il Turismo has to struggle with the negative effect of 

the war and the closure of the customs and therefore turning the attention uniquely toward the 

domestic tourism (Associazione Ticinese per il Turismo, 1941, pp. 3,6). After the second world 

war, in 1945 the tourist flows start to slowly increase. The main themes of the advertisement 

developed by the associations are referred to costume, happenings and people of the territory 

(Associazione Ticinese per il Turismo, 1946, pp. 3-4). The Associazione Ticinese per il Turismo 

sustains that the After War period is absolutely positive for Ticino, actually Swiss people prefer 

to remain in Switzerland. While, in general the international tourists are attracted by the Swiss 

destinations to escape from the desolation left by the war and enjoy a fantastic landscape and 

infrastructures of high level (Associazione Ticinese per il Turismo, 1947, pp. 3-4). Nevertheless 

the promotional efforts, at the end of the Forties many domestic tourists decide to spend the 
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holidays abroad and not in Ticino as in the previous years (Associazione Ticinese per il Turismo, 

1948, p.3). The Association adopts the traditional means of communication to advertise the 

region, through the advertisement on the national and internatiobal news papers, participating 

fairs and expositions, production of brochures, films and invitation of journalists and personnel 

of T.A. and T.O. (Associazione Ticinese per il Turismo, 1952pp. 3, 7). The Fifties have seen an 

increment of the tourism activity of the Canton and it is always more evident the seasonality of 

the tourism flows, actually Summer is now the high season, while winter results to be the  low 

season. In addition to that the Association evaluates the transit tourism as a problem, while they 

want to promote Ticino as a destination for longer stays (Associazione Ticinese per il Turismo, 

1961, p. 3). 

The report “Il problema del turismo” (1963) states that in the 60s the society reaches a good level 

of wellbeing, ensuring the pension, the insurance for sickness and accidents and in addition to 

that people earn sufficiently in order to invest in activities for the free time, mainly tourism. The 

reports concludes agreeing on the fact that the main attractions of the region are still the beauty 

of the landscape composed by lakes and mountains, the mild clime and the restricted number of 

rainy days along the years. Moreover, the tourism infrastructure is now sufficiently developed to 

stimulate tourists to visit to the region, thanks to its hotels, camping sites, funiculars, boats, etc… 

Last but not least, the proximity to the target market is considered as an advantage and the great 

possibility for tourists to come to Ticino even for a short weekend (Legobbe, 1963, pp.337-342).  

The image of the destination during the thirties years changes drastically thanks also to the 

contribution of Duttweiler Gottlieb and Hotelplan, actually since the first trips organized to 

Lugano between April and August 1935, the destination is perceived as a place for spring-

summer vacations by the lake (Riess, 1965, p.157) . Therefore, we can assume that the 

permanence during the winter season for medical reasons due to the mild-healthy clime is 

gradually losing its fashion, actually in the Sixties the famous Sanatorio in Agra closed 

(Redaelli, 2008).  

After the World wars period, the destination image perceived mainly by people from the north is 

that of a simple and “genuine” environment, but this view is by now in contrast with the ticinese 

reality that is developing and modernising. (Ghiringhelli, 2003, p. 319-320). In these years starts 

the idea that Ticino is perceived as the “Garden of Switzerland” for the favourable climate, the 

mountains, the landscapes, the Mediterranean environment and the folklore. (Pedrotta, 1930, 

p.160, 168, 174 (Pedrotta, 1930, p.160, 168, 174). 
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4.3.1 Destination Identity of Ticino among 1930 and 1970 

 

Thanks to the images collected from the book “Manifesti del Ticino” (Fazioli & Galli, 1991) it is 

possible to observe and value the destination identity of Ticino during the period 1930-1970. 

All the data available on this chapter are available on the database, more precisely on the Excel 

Sheet entitled “1930-1970”. 

The total images extrapolated from paintings and pictures are in total 492, as specified on Table 

9 below and Figure 12. The most present categories on the images are Icons, representing the 

36% of all the images of this period, followed by Scenery that is relatively frequent with 24% 

calculated on all images, even though the percentage decreased by almost 10% compared to the 

previous period. Then the category Activities is represented on 15% of the images of this period, 

while the category Urban & Rural appears on 10% of the images. Once again, the categories less 

used are People, present on 9% on the total images of that time and Heritage that appears on 7% 

of the total images. 

 
      Figure 12 Categories 1930-1970  
Table 9 Categories 1930-1970  

(See Appendix 8.1.3 or Database sheet 1930-1970) (See Appendix 8.1.3 or Database sheet 1930-1970) 

 

It is interesting to study in the depth the subcategories and the characteristics of every category 

in order to find out the representations on the images. Starting from the most frequent category 

on the total images of this period, namely Icons, that as told before it holds 36% of the total 

images extrapolated for this period as depicted from Figure 12. More than a half of the total 

images of the category Icons are represented through the subcategory Symbol, more precisely 

the 64%, as showed on Figure 13. 
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 Figure 13 Icons subcategories accounted on the total category images 

 (See Appendix 8.1.3 or Database sheet 1930-1970) 

It is interesting to notice that in this period, the subcategory Symbol is very frequent and its 

characteristic Mediterranean is the most important one, actually, the prevalence on all the images 

of this period is 10%, while the frequency on the total of Icons Images is 28%, as showed on 

Tables 10 and 11. Even in these years, the representation of Mediterranean characteristics is 

common and apart fruits, palms, cactus and the colours the most portrayed are the flowers and 

the Camellia. Traditional Objects and Places are present on 15% of the Icons images and 

corresponding to 5% of all images of this period.  Sun with 11% of frequency of the Icons 

images, that corresponds to the 4% if the total images of this period are evaluated. It is 

noteworthy that the characteristic Traditional Products represents the 10% of the Icons images 

and the 3% of the images of the entire period, the most portrayed objects are the traditional 

boats, the “gerla” (basket carried as a backpack used to transport the grape) and “zoccoletti” 

(typical wood shoes used in the past from farmers). The subcategory Folklore is important as 

well; actually, thanks to the representation of the characteristics Costume and Folk Festival it 

reaches the 11% of frequency on the total images. Logograms is not very frequent, actually it 

accounts only for a 2% on the total images. All the data can be consulted on the Tables 10 and 

11. 
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Symbol
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1930-1970 ICONS SUBCATEGORIES

*to the nearest percent
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 1930-1970 
 
Icons    
Subcategories & Characteristic  Tot. Images % Tot. Images* 

Folklore 52 11% 
Costume 27 5% 
Folk Festival 25 5% 

Logograms 11 2% 
Flag 11 2% 

Symbol 113 23% 
Sun 20 4% 
Other 1 0% 
Mediterranean 49 10% 
Traditional Objects And Place 26 5% 
Traditional Products 17 3% 

Total 
 

176 
 

36% 
*to the nearest percent 

 Table 10 Icons subcategories and characteristics 1930-1970 
 (See Appendix 8.1.3 or Database sheet 1930-1970) 

 

 

 1930-1970 
 
Icons    
Subcategories & Characteristic Icons Images % Icons Images 

Folklore 52 30% 
Costume 27 15% 
Folk Festival 25 14% 

Logograms 11 6% 
Flag 11 6% 

Symbol 113 64% 
Sun 20 11% 
Gotthard Bahn 1 1% 
Mediterranean 49 28% 
Traditional Objects And Place 26 15% 
Traditional Products 17 10% 

Total 176 100% 
 Table 11 Icons subcategories and characteristics accounted on the category images 

 (See Appendix 8.1.3 or Database sheet 1930-1970) 

As in the previous period, Scenery shows two important subcategories, the Blue that counts for 

10% of the total images of the period that are equivalent to the 43% of the images belonging to 

this category. While Green is represented on 13% of the total images of the period that 

corresponds to the 54% of frequency on the Scenery images (see Table 12 and Figure 14). In this 

case Green is major than Blue for few images and the characteristics more represented are 

Mountains and Lake that as previously stated, often they are portrayed together. The 
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characteristics relative to the subcategory Green reports that the representation of Countryside is 

constant with a 4% (the period 1888-1930 was represented on 3% of the images of that time), 

while Park is still poorly represented. The characteristics of the subcategory Blue show that on 

this period apart Lake also Mountain Lakes and Rivers start to be represented even if on few 

images. 

The percentage of the subcategory Red is still low, appearing only on 1% of the total images of 

this period through sunset scenes. 

 

 Figure 14 Scenery subcategories accounted on the category images 
 (See Appendix 8.1.3 or Database sheet 1930-1970) 

 

 1930-1970 
 
Scenery    
Subcategories & Characteristic Tot. Images % Tot. Images* 

Blue 50 10% 
Lake 47 10% 
Mountain Lake 1 0% 
River 2 0% 

Green 63 13% 
Countryside 19 4% 
Mountains 41 8% 
Park 3 1% 

Red 3 1% 
Sunset 3 1% 

Total 
 

116 
 

24% 
* To the nearest percent 

 Table 12 Scenery subcategories and characteristics 

 (See Appendix 8.1.3 or Database sheet 1930-1970) 

 

Blue
43%

Green
54%

Red
3%

1930-1970 SCENERY SUBCATEGORY 
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Activities is present on 15% of the images of this period, in which the subcategory Outdoor 

prevails counting for 6% of the total images, as depicted on Table 13. It is remarkable that, as 

showed on Graph 8, the subcategory Outdoor is represented on 40% of the total Activities 

images, Consumption counts for 34% and Arts, Culture & Entertainment for 26% on the total 

Activities images. The subcategory Outdoor is influenced from the presence of the 

characteristics Active Leisure, in which lido is mainly portrayed, and Sports through the 

illustration of water sports. This facts highlight the attractiveness of the destination Ticino for the 

spring and summer season. 

 

 1930-1970 
 
Activities    
Subcategories & Characteristic Tot. Images % Tot. Images* 

Arts, Culture & Entertainment 19 4% 
Craft 3 1% 
Entertainment 2 0% 
Event 11 2% 
Museum & Art 3 1% 

Consumption 25 5% 
Accomodation 3 1% 
Dining & Drinking 3 1% 
Transport 19 4% 

Outdoor 29 6% 
Active Leisure 7 1% 
Sport 22 4% 

Total 
 

73 
 

15% 
*to the nearest percent 

 Table 13 Activities and subcarateristics 1930-1970 

  (See Appendix 8.1.3 or Database sheet 1930-1970) 
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 Figure 15 Activities subcategories accounted on the category images 

 (See Appendix 8.1.3 or Database sheet 1930-1970) 

 

The category Urban & Rural reports the subcategory Rural that counts for a 7% on the total 

images and the subcategory Urban that is represented  for a 3%, as depicted on Table 14. While 

Table 15 considers the images relative to the category Urban & Rural, we can see that Urban 

counts for 68% and the latter for 32%. The data show that the characteristic more represented in 

the Rural subcategory is Village, that includes 50% of the representation on the images of this 

category. The characteristic city is showed on 32% images of the Category Urban & Rural. 

 

1930-1970  
 
Urban & Rural    
Subcategories &Characteristic Tot. Images % Tot. Images* 

Rural 34 7% 
Farmlife 9 2% 
Village 25 5% 

Urban 16 3% 
City 16 3% 

Total 
 

50 
 

10% 
*to the nearest percent 

 Table 14 Urban & Rural subcategories and characteristics 

 (See Appendix 8.1.3 or Database sheet 1930-1970) 

 

 

 

Arts, Culture & 
Entertainment

26%

Consumption
34%

Outdoor
40%

1930-1970 ACTIVITIES SUBCATEGORIES

*To the nearest percent 
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 1930-1970    
 
Urban & Rural 
Subcategories &Characteristic 

Urban & Rural 
Images 

%  Urban & Rural 
Images* 

Rural 34 68% 

Farmlife 9 18% 

Village 25 50% 

Urban 16 32% 

City 16 32% 

Total 
 

50 
 

100% 
*to the nearest percent 

 Table 15 Urban & Rural subcategories and characteristics accounted on the total category images 

 (See Appendix 8.1.3 or Database sheet 1930-1970) 

 

Heritage is still not very representative; actually, only 33 images on 492 portray this category, 

which is equivalent to the 7% on all the images of this period, as showed on Table 16. 

Estimating the total Heritage images reported on Table 17, it is easy to understand that 76% of 

the representations of this category show Churches, corresponding to the 5% considering all the 

images of the period, while Castle accounts for 18% on the Heritage images, that corresponds to 

1% on the total images of the period. 

 

1930-1970 
 
Heritage    

Subcategories & Characteristic Tot. Images % Tot. Images* 

Castle 6 1% 

Church 25 5% 

General 2 0% 

Other 2 0% 

Total 
 

33 
 

7% 
*to the nearest percent 

 Table 16 Heritage subcategories and characteristics 

 (See Appendix 8.1.3 or Database sheet 1930-1970) 
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1930-1970 
 
Heritage    
Subcategories & Characteristic Heritage Images % Heritage Images* 

Castle 6 18% 
Church 25 76% 
General 2 6% 

Other 2 6% 

Total 
 

33 
 

100% 
*to the nearest percent 

 Table 17 Heritage subcategories and characteristics accounted on the category images 
 (See Appendix 8.1.3 or Database sheet 1930-1970) 

 

During the period 1929-1970 Lugano and Locarno are the two main destinations for tourism 

purposes and since 1930; there is a drastic change in the touristic trends. Actually in this period 

starts the fashion for the beach holiday during the warm season. Consequently, Ticino becomes a 

spring-summer destination, where tour operators as Hotelplan organize their first trips.  

Ticino is still perceived from tourists as a simple and genuine environment, even if this image is 

contrasted from the economic and industrial development of the Canton. Tourists are mainly 

attracted from the climate, the nature and the folklore (Pedrotta, 1930, p.160, 168, 174(Pedrotta, 

1930, p.160, 168, 174). 

In conclusion the analysis of the data confirm the fact that the destination identity of Ticino is 

strictly related to the Icons and in particular to the Symbols that remember the Mediterranean 

destinations, the Sun and the Folklore are also important attractive elements of the destination. 

Moreover, the relevance of the Outdoor activities emphasize even more the dependence on the 

spring-summer season that is in line with the new tourism trend.  

 

                                                                                                                                                                                                                   

4.4  Tourism in Ticino with the birth of Ticino Turismo (1971-1999) 

 

The following subchapter considers the main facts, features and data affecting the tourism 

industry in Ticino since 1970. Every part is subdivided in decades to better analyse the evolution 

of tourism and the consequences on the image and on the identity of the destination given that 

since 1973 starts to work the cantonal Ente Ticinese per il Turismo (ETT) 
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4.4.1 The Seventies 

 

The first years of the Seventies present a moment of recession in the tourism Industry in Ticino, 

actually compared to the previous years the overnight stays decrease and similarly even the 

revenues coming from the City tax, but in 1975 starts a slight recovery (Ente Ticinese per il 

Turismo, 1973, p.2; Ente Ticinese per il Turismo, 1975, p.5). 

The Seventies are a crucial moment for the ticinese tourism; actually, the approval of the first 

policy creates the assumptions for a coordination of the industry on a cantonal level.  Nowadays, 

a tourism policy is an essential requirement that cannot be ignored for the good development of 

this Industry. The tourism law of 1970 enters into force the 1st of January 1972 with a new 

organization that comprehends the creation of 15 Enti Turistici Locali (ETL) and the consequent 

dissolution of some Pro Loco. Few months after the constitution of the ETL, even the Ente 

Ticinese per il Turismo (ETT), namely the cantonal tourist board is finally a reality, replacing the 

Associazione Ticinese per il Turismo.  The purpose of the ETT is to coordinate the cantonal 

touristic activity of the public entities, the private businesses and all the touristic organizations of 

the canton and to develop the adequate promotion and sustain the development of recreational 

events and activities for the tourists visiting Ticino. (Ente Ticinese per il Turismo, 1973, pp.1-

2).While the duties of the ETLs, which substitute the previous Pro Loco, include the assistance 

to the tourists as well as the provision of information and the elaboration of a local strategy in 

line with the touristic cantonal strategy studied by ETT (Legobbe, 1963, pp. 316-317).  

Therefore, the year 1972 is an important year of transition but the operations of the new tourism 

board and of the ETL start only in 1973 (Ente Ticinese per il Turismo, 1973, p.1) . 

The activity of the cantonal ETT during the first year of operation follows the same promotional 

strategy of the older Associazione Ticinese per il Turismo that gave birth to it. First, ETT invests 

247.478.55 CHF in promotional activities focusing on the following markets: Switzerland, 

Germany, Italy, France, Belgium, Holland, Sweden, United States through advertising in 

newspapers and magazines, editorial publications and brochures with the lists of the hotels 

present in the territory (Ente Ticinese per il Turismo, 1973, p.3). Regarding the brochures, ETT 

decides to use the one created by the Associazione in 1971. Only in 1978, ETT creates the first 

promotional prospect that will be used for all the Eighties (see Appendix 8.2).  

As previously stated, in 1975 a slight recovery of the tourism sector in Ticino starts, thanks to the 

political actions that help the protection of the environment and the organization of many 
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municipalities to welcome potential visitors. In addition to that, the private businesses under 

advice of ETT decide to do not modify the prices in order to encourage the touristic demand 

while improving the services offered. Finally, also the promotional strategy actuated by the ETT 

starts to get some results, increasing the awareness of potential tourists toward Ticino (Ente 

Ticinese per il Turismo, 1975, pp. 1-2). During 1977 Ticino reaches the record of above 7 

million overnight stays, it corresponds to 10,1% of the total overnight stays of the entire 

Confederation, above all thanks to the shift of the international tourists and therefore to the 

promotion actuated abroad from ETT (Ente Ticinese per il Turismo, 1977, pp.2-5). 

Even in the last years of the Seventies, ETT continues on the strategy based on the stability of 

prices, while promoting the improvement of the services offered to tourists, above all in the hotel 

industry. The promotional campaigns of ETT focus on the fact that soon the Gotthard Tunnel on 

the motorway will open and in this regard, Ticino, including the valleys, must prepare to offer 

cosy retreats and attractive offers for all the people that will pass through the canton. ETT 

decides to participate to international fairs and starting important cooperations with FFS, 

Swissair, PPT and with T.O. such as Danzas, Hotelplan and Kuoni. Last of all Ticino is one of 

the first Cantons in Switzerland to invite journalists involved in FAM trips with the aim to 

ensure visibility to the territory as tourism destination (Ente Ticinese per il Turismo, 1979). 

The image of Ticino is perceived as a seasonal destination, to visit during the summer season, for 

the lakes and the warm climate. (Ente Ticinese per il Turismo, 1974, p.1). On the other hands, 

ETT wants to modify the destination image of Ticino perceived by tourists. Actually, ETT 

considers the environment, the landscape and above all cultural factors (intended as “italianità” 

of the ticinese culture that means a life style influenced by the Latin culture) as the strengths of 

Ticino and therefore the base to build a new brand identity. (Ente Ticinese per il Turismo, 1974, 

p.1) . 

We can consider this change in the proposition of a different identity of the destination as the 

first attempt of ETT to elaborate a brand image strategy. The analysis developed on the images 

help to understand if ETT really starts with its intent to change the brand image and positioning 

of Ticino, starting with the proposition of a different destination identity. 
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4.4.2 The Eighties 

 

In the Seventies until the first years of the Eighties Switzerland becomes an appealing 

destination for European tourists, due to the increasing inflation in Europe. In 1980 FFS links the 

Airport of Zurich-Kloten to Lugano, the Gotthard Tunnell is officially opened to the traffic, 

Crossair inaugurates daily flights from Lugano-Agno to Zurich, Geneva and Luxemburg (Ente 

Ticinese per il Turismo, 1980a,pp. 1-6; Ente Ticinese per il Turismo, 1981,p.1).  

The tourism sector in Ticino lives a deep structural change between 1970 and 1980. Actually, the 

length of the stay incredibly reduces compared to the past and the form of stay shifts from a 

prevalence of stays in traditional hotels into more differentiated accommodation offers, 

including: camping, house or apartments for rent and B&B. In this regard, during the 80’s, the 

stay in the “apparthotels” becomes a common practice. Apparthotels are apartments and rooms 

of a hotel sold to private owners, which afterward are rented to tourists, who can benefit of the 

hotel services (Source ETT 1981).  

Since 1982 in Ticino there is an inversion of the touristic activity with a negative shift of the 

overnight stays by 8%. Between 1982 and 1983, the performance of the tourism sector in Ticino 

is not satisfactory as it was in the previous years (Ente Ticinese per il Turismo, 1983, p.3). 

Even at the end of the decade, the overnight stays continue to show a decreasing trend, above all, 

in 1988 Locarno is mainly affected with a -9.3% and unfortunately some hotels have to close 

their activity. Also in Lugano the overnight stays decrease touching -5.6%, confirming this 

negative shift. On the other hands on the Valleys the trend is different, in facts tourism increase, 

as in the case of Val Maggia by +10.5%, Blenio +17%, Leventina +7.6% of overnight stays 

(Ente Ticinese per il Turismo, 1988, p.1). 

During the 80’s ETT continues to encourage the tourism sector to renovate the quality of the 

offer and of their structures. Above all, ETT focuses on the hotel sector, which needs a 

renovation of the old infrastructures. The strategy of ETT for the purpose of the renovation of the 

hotel sector is to promote the still infamous Credit Swiss Society for the Hotel Industry and to 

allow the general rise of the prices in the hotel industry. ETT is aware of the risks of such policy, 

but it is the right moment to let increase the prices due to the inflation in the European countries 

and Switzerland is becoming a tempting destination for business and tourism purposes. This is 

the reason why the overnight stays increase by circa 20% compared to 1979 (Ente Ticinese per il 
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Turismo, 1980a,pp. 1-6; Ente Ticinese per il Turismo, 1981,p.1).  In the following years, the 

strategy of ETT includes also the improvement of the remote areas in the Valleys. The idea is to 

make a region where the peripheral areas (the Valleys) are integrated with the lake regions of 

Ticino, with the purpose to increase the touristic offers and the choice for the tourist more 

inclined to choose Ticino as final destination (Ente Ticinee per il Turismo, 1986, pp. 1-2). 

 The planning includes the renovation of “Rustici” (typical ancient houses built with stones, still 

present on the valleys and mountains of the Canton Ticino). These structures can be transformed 

in touristic accommodations to rent to visitors and for this motivation, ETT asks to the 

Department of Public Economy to finance the project. This sort of exploitation of the existing 

resources improves the economic situation of the remote territories of the valleys, but it is also 

useful to safeguard the culture and the heritage of the Canton Ticino (Ente Ticinese per il 

Turismo, 1981, p.3; Ente Ticinese per il Turismo, 1984,p.3). Subsequently, in 1986, the ETLs of 

the valleys are finally included in the cantonal promotion of ETT and some of the infrastructures 

are finally exploited and improved, as in the case of mountain huts, sport venues, ski venues, etc. 

(Ente Ticinee per il Turismo, 1986, pp. 1-2).  

Starting from 1987, ETT is always more interested in the development of business and congress 

tourism, because these forms of tourism influence the tourist arrivals during the low seasons. 

(Ente Ticinese per il Turismo, 1987, p. 3). The year 1988 is focused on the proposal of the 

revision of the law on Tourism (L-Tur) no more adequate for the present situation and in 

addition to that there is the proposition to increase the financing of the ETL to sustain the hotel 

sector (Ente Ticinese per il Turismo, 1988,pp. 1-3).  

The Eighties are a turning point regarding the image strategy of ETT that is gradually leaving the 

connection with the climate and going into another direction. Actually, since 1981 the tourist 

board wants to focus its marketing campaigns on the promotion and safeguard of its art and 

culture and above all of its “Italianità”, given that the tourists who come from the North of 

Europe look for the Latin culture and the history (Ente Ticinese per il Turismo, 1981, pp.1-2). 

During the next years, the fame of important cultural events, as the art expositions in Villa 

Favorita, the Film Festival of Locarno and the music weeks in Ascona, grows also at the 

international level, therefore increasing the connection among the destination and the culture 

(Ente Ticinese per il Turismo, 1983, pp.3-5).  

On the contrary, few years later, on the territory of Locarno is accepted the principle of the 

bilingualism: Italian and German, ignoring the will to safeguard the origin of the Latin culture, 
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that is one of the pillars on which ETT focuses during 80’s (Ente Ticinese per il Turismo, 

1983,p.6).  

In the last years of the Eighties, a study of Ufficio delle Ricerche Economiche (URE) evaluates 

the effectiveness of the promotion of ETT. The results of the study demonstrates that potential 

guests ask for more information about nature, art and culture, local population and economy. 

Moreover, another important result of the study emphasizes the fact that the traditional holiday is 

disappearing, due to changed needs of the tourists and to the shorter stays, as well as the 

economic crisis, which is affecting the entire world, as previously stated (Ente Ticinese per il 

Turismo, 1988, pp. 4-5; Ente Ticinese per il Turismo, 1989,p. 1). 

 

 

4.4.3 The Nineties 

 

The Nineties are a critical period for the tourism industry. Important historical changes are 

coming up for the whole world and in particular in Europe from a political, economic and social 

point of view: the fall of the Berlin wall in 1990, Europe is going towards unification of its 

countries with the induction of a common policy regarding all sectors. With the fall of the Berlin 

wall there are new and interesting touristic destinations opening in the united Germany. Already 

in 1990, the “American Society of Travels” reports that the Eastern Europe hopes to be able to 

attract many tourists (Ente Ticinese per il Turismo, 1990, pp.1-2). 

Switzerland watches with apprehension the future European Union of which it will not be part. 

In addition to that, the tourism competition will increase thanks to touristic offers more 

convenient of the new united countries, since the European Union will have the Euro as unique 

currency. ETT knows well that the future of the Ticino tourism means also facing the imminent 

arrival of the European Union reality (Ente Ticinese per il Turismo, 1991, p.2). 

Even with the confirmation of the stable tourists inflow to Ticino compared to 1989, in facts 

there has been only a 1,2% decrease in the hotel overnights (Ente Ticinese per il Turismo, 1991, 

p.1). From 1992 to 1995, there is a decrease of tourist presence, in particular in the hotel 

overnights of Italian and German people (Ente Ticinese per il Turismo, 1993, p.2; Ente Ticinese 

per il Turismo, 1995,p.3; Ente Ticinese per il Turismo, 1996,p.4). While, in 1996-97 the first 

signs of recovery can be perceived: an increase of the hotel overnights of 10.4% compared to the 
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previous five years and a sensible increase of German and English visits. The recovery is partly 

due to the Swiss franc currency becoming more accessible to foreigners, to the subsidized VAT 

rate for the hotel industry and also thanks to the ETT advertising activities during the previous 

years  (Ente Ticinese per il Turismo, 1997, p.2)  (Eugenio Foglia, Direttore  1997 2).  

 ETT is aware that the Regional tourist system needs to be modernized. Different initiatives need 

to be put in place, among them:  the enhancement of the natural and environmental aspect of the 

“Regione dei Laghi”, the launch of an awareness campaign to maintain and defend the nature, 

the qualification of the people working in the tourism sector by creating avant-garde schools, the 

development of public transports inside Ticino and connecting it with the other cantons, the 

enhancement of collaborations with the neighbouring Italian regions (Lombardia and Piemonte) 

according to the concept of “Ticino-Regione aperta”  (Ente Ticinese per il Turismo, 1991, p.1). 

In 1991, ETT concentrates its attention towards the strategies to adopt depending on the market 

requirements to highlight the characteristics that can encourage the tourist in choosing Ticino as 

destination instead of other places. ETT starts to work on the initiative to make the Ticino 

touristic offers known in Italy, Germany, England and USA. On the legislation level. ETT wants 

an actual Tourism Law that should consider many factors and not only the economic aspect. ETT 

asks for a law that should consider at first the concept of free time, which combines the needs of 

tourists with those of residents. In addition to that, it should promote the natural beauties of the 

Canton, support both cultural and recreational initiatives like exhibitions, concerts, festivals, 

conventions and create new recreational spaces to support open air activities (excursions, 

trekking, canoe, sky, cycling) (Ente Ticinese per il Turismo, 1991,p.1-3).  

In 1977, ETT participates to the important marketing event “Zurigo Ticino” to introduce and 

market the different cultural and attractive aspects of the region (Ente Ticinese per il Turismo, 

1997,pp.1-2).  

1998 is the year of  the bicentennial of the Helvetic Confederation, very intense in the public 

relations sector by media travelling and important official visits in Ticino, among which the one 

of the French President  Jacques Chirac. The new Tourist Law has been approved, it includes a 

more important collaboration between the political authorities, the different tourism entities and 

the companies, and in addition to that, it recognises to ETT more responsibilities in the 

marketing sector. ETT with other companies (Soc. Albergatori, Federazione Esercenti, ETL) 

promotes training courses for the improvement of enterprises and of the tourist services and to 

obtain the “quality label in the Swiss tourism” to implement to enterprises and hotels. ETT 
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reaffirms its support to Crossair and to the Airport of Agno to realise a development strategy of 

public potentialities in the North of Italy (Ente Ticinese per il Turismo, 1998,p.5). 

 

 

 

4.4.4 Brand Identity of Ticino from the Seventies to the Nineties 

 

The previous subchapters give an overview of the happenings on the tourism industry during 

thirty years, more precisely since the born of ETT, in facts from the Seventies it is possible to 

start speaking about the Brand Identity of Ticino, intended as a brand of a touristic destination. 

The following analysis reports the data taken from three different brochures; the first is created 

from Associazione Ticinese per il Turismo in 1971 and it has been published until 1978, when 

the first brochure of ETT is finally ideated and published until 1994. Then always in the same 

year another brochure is produced from ETT and it lasts until the end of the Nineties (see 

Appendix 9.)  

In the following paragraphs is presented the study of the data on the images retrieved on the 

brochures above cited. In total 191 images were catalogued, more precisely 52 images have been 

extrapolated from the brochure produced in 1971, 94 images from the brochure published in 

1978 and 45 images from the last brochure produced in 1994. All the data presented on this 

chapter are available on the Database Excel Sheet 1971-1999. 

Starting from the data analysis of the categories reported on Table 18 and Figure 16 below, it is 

possible to see that Scenery is the dominant category, appearing on 30% of the total images, then 

Icons accounting for 18% and Urban & Rural accounting for a little less 17% on the total images 

analysed for this thirties years. The 15% is the frequency on the total images of the Category 

Heritage, while Activities and People result less frequent compared to the other categories, 

respectively appearing on 11% and 9% of the total images analysed. 
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Figure 16 Categories 1971-1999 

(See Appendix 8.1.3 or Database sheet 1971-1999) 

  

Table 18 Categories 1971-1999 
(See Appendix 8.1.3 or Database sheet 1971-1999) 

 

 

Starting from the predominant category, Scenery, it is noteworthy the subcategory Green that 

accounts for 17% on the total images as depicted form Table 19. It means that 57% of the 

Scenery images show the subcategory Green, as showed on Graph 17. The characteristic 

Mountains appears on 25% of the total images analysed for this period, meaning that 43% of the 

Scenery images are included in Mountains. While the other Characteristics are much less 

frequent, respectively Countryside and Park appear both on 2% of Total images and Forest on 

1% of Total images (see Table 19). The subcategory Blue is present on 11% of the total images 

that corresponds to the 36% accounting only the Scenery images. The majority of the Blue 

characteristics are included in the characteristic Lake. If the total images are taken in 

consideration the characteristic Lake accounts for 9% of the total images. While relatively 

insignificant are the characteristics Mountain Lake and River, each of them counting only for 1% 

on the total images. The subcategory Red is much less frequent compared to Green and Blue, 

actually it appears only on 2% of the total images, in particular the characteristics showed are: 

Autumn accounting for only 2% and Sunset for 1% on the total images. 
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Figure 17 Scenery subcategories and characteristics accounted 
on the total category images 

(See Appendix 8.1.3 or Database sheet 1971-1999) 

 1971-1999 
 
Scenery    
Subcategories & Characteristics Tot. Images % Tot. Images* 

Blue 21 11% 
Lake 18 9% 
Mountain Lake 1 1% 
River 2 1% 

Green 33 17% 
Countryside 3 2% 
Forest 1 1% 
Mountains 25 13% 
Park 4 2% 

Red 4 2% 
Autumn 3 2% 
Sunset 1 1% 

Total 
 

58 
 

30% 
*to the nearest percent 

 Table 19 Scenery subcategories and characteristics 1971-1999 
 (See Appendix 8.1.3 or Database sheet 1971-1999) 

 

 

 

Table 20 Scenery subcategories and characteristics  

accounted on the total category images 

(See Appendix 8.1.3 or Database sheet 1971-1999) 

 

Surprisingly Icons is the second most frequent category portrayed on the total images, although 

ETT is firmly convinced of wanting to change the outdated image of the Canton linked to the 

past. The data of the category Icons show the prevalence of the subcategory Symbol, in facts 

12% of the total images portray a Symbol as depicted on the Table 21. Estimating the frequency 

of the subcategory Symbols on the images showing Icons, it appears that Symbol accounts for 

67% of the Icons images, in which 50% represents the characteristic Mediterranean, in particular 

the images show flowers, palms and the typical colours of the Mediterranean villages (see Table 
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24). Looking at the total images analysed for this period, the characteristic Mediterranean 

accounts for 9%. The other characteristics of the subcategory Symbol are less influent and Sun 

and Traditional Objects and Places account each for 1% and Traditional Products 2% on the total 

images. The Subcategories Folklore and Logograms are relatively infrequent, each of those 

accounting for 3% on the total images (see Table 23). 

 

 1971-1999 
 
Icons    
Subcategories & Characteristics Tot. Images % Tot. Images* 

Folklore 5 3% 
Costume 2 1% 
Folk Festival 1 1% 
Traditions 2 1% 

Logograms 6 3% 
Flag 2 1% 
Logo 4 2% 

Symbol 23 12% 
Sun 2 1% 
Mediterranean 17 9% 
Traditional Objects And Place 1 1% 
Traditional Products 3 2% 

Total 
 

34 
 

18% 
*to the nearest percent 

 Table 21 Icons subcategories and characteristics 1971-1999 
 (See Appendix 8.1.3 or Database sheet 1971-1999 

 

 1971-1999 
 
Icons    
Subcategories & Characteristics  Icons Images % Icons Images* 

Folklore 5 15% 
Costume 2 6% 
Folk Festival 1 3% 
Traditions 2 6% 

Logograms 6 18% 
Flag 2 6% 
Logo 4 12% 

Symbol 23 67% 
Sun 2 5% 
Mediterranean 17 50% 
Traditional Objects And Place 1 3% 
Traditional Products 3 9% 

Total 
 

34 
 

100% 
*to the nearest percent 

 Table 22 Icons subcategories and characteristics  accounted on the total category images 

 (See Appendix 8.1.3 or Database sheet 1971-1999 
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As previously stated, Urban & Rural appears on 17% of the total images, and the subcategory 

Rural includes almost all the images collected under this category, accounting for 15% on the 

total images, in which the 10% is due to the illustrations of the characteristic Village.  On the 

other hands, the subcategory Urban accounts for only 2% on the total images confirming the 

infrequency of images showing an urban environment. 

 

 1971-1999 
 
Urban & Rural    
Subcategories & Characteristics Total Images % Total Images* 

Rural 28 15% 
Farmlife 2 1% 
Village 19 10% 
Wildlife 7 4% 

Urban 4 2% 
City 4 2% 

Total 
 

32 
 

17% 
*To The Nearest Percent 

 Table 23 Urban & Rural subcategories and characteristics 1971-1999 

 (See Appendix 8.1.3 or Database sheet 1971-1999) 

 

Compared to the previous periods analysed, Heritage is more significant, actually, this category 

appears on 15% of the total images analysed and this data is mainly due to the illustration of the 

subcategory Church accounting for 12% on the total images. Apart the illustration of the 

Churches the other subcategories look relatively infrequent, as in the case of Rustici appearing 

on 2% of the total images and Affreschi, Castle and General counting each for 1% on the total 

images as depicted from Table 24. 

 

1971-1999 
 
Heritage    
Subcategories & Characteristics Tot. Images % Tot. Images* 

Affreschi 1 1% 
Castle 1 1% 
Church 23 12% 
General 1 1% 

Old Bridge 1 1% 
Rustici 3 2% 

Total 
 

29 
 

15% 
*To The Nearest Percent 

 Table 24 Heritage subcategories and characteristics 1971-1999 

 (See Appendix 8.1.3 or Database sheet 1971-1999) 
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The category Activities was more important on the previous periods analysed, while in these last 

thirty years it accounts for 11% on the total images accounted for this period, but many 

characteristics are described even if infrequently. The subcategories Outdoor and Consumption 

account each for 4% of the total images, among them the most considerable characteristic is 

Active Leisure accounting for 3% of the total images, showing sightseeing, strolling and artistic 

activities. 

 

 1971-1999 
 
Activities    
Subcategories & Characteristics Tot. Images % Tot. Images* 

Arts, Culture & Entertainment 5 3% 
Casino 1 1% 
Museum & Art 4 2% 

Consumption 7 4% 
Dining & Drinking 2 1% 
Shopping 1 1% 
Transport 4 2% 

Outdoor 8 4% 
Active Leisure 6 3% 
Sport 2 1% 

Total 
 

20 
 

11% 
*To The Nearest Percent 

 Table 25 Activities subcategories and characteristics 1971-1999 

 (See Appendix 8.1.3 or Database sheet 1971-1999) 

 

Even in this period the Category People is not very frequent, actually it is observable from the 

table below the subcategories All, Guests and Resident account respectively for 4% 2% and 3% 

on the total images analysed. Nevertheless, even in this case it is noteworthy the variety of 

characteristics showed in the images. The characteristic that mostly appears independently from 

the subcategories is Mature, in which 10 images out of 18 show mature people as depicted on 

Table 26. 
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1971-1999  
    
Subcategories & Characteristics Tot. Images % Tot. Images* 

People     

All 8 4% 
Family 2 1% 
General 1 1% 
Mature 5 3% 

Guests 4 2% 
Children 2 1% 
Mature 2 1% 

Resident 6 3% 
Family 1 1% 
General 1 1% 
Mature 3 2% 
Young 1 1% 

Total 
 

18 
 

9% 
*to the nearest percent 

 Table 26 People subcategories and characteristics 1971-1999 

 (See Appendix 8.1.3 or Database sheet 1971-1999) 

 

In conclusion the brand identity strategy developed by ETT starting from the Seventies is an 

attempt to change the stereotypes based on bucolic and agricultural images in the mind of people 

coming from the North, since this distorted image of the destination is very far from the 

industrialized reality of Ticino. Actually, the idea of the young Director of Ticino Turismo, 

Marco Solari, is that to make forget the image of a simple agricultural area, where there are only 

“grotto” (typical ticinese restaurants) and “zoccoletti” (typical ticinese shoes used in the past) or 

“die Sonnenstube der Schweiz” that means Living room of Switzerland (nickname used by Swiss 

Germans to represent Ticino). On the contrary, he wants to promote Ticino as a land of art and 

spectacular nature, full of heritage that must be protected and preserved for the future 

generations, starting from the promotion of the Latin culture that influences the ticinese life 

style, language, dialect, culture and gastronomy (Ente Ticinese per il Turismo, 1980b; Ente 

Ticinese per il Turismo, 24.11.2014).  

Since the Seventies it is possible to start speaking of Brand Identity of Ticino, thanks to the 

constitution of ETT in 1972 and its concern to develop a strategy that aims to represent 

appropriately the destination. The results show the intent of ETT and  Associazione per il 

Turismo to drop the attention mainly on the Landscapes of Ticino, actually pictures with 

Mountains and Lake are more numerous and frequent, surprisingly even the images representing 

Icons are relatively recurrent. Starting from The Seventies there is an increasing number of 

images showing the category Heritage, even if strictly related to the religious sites; however, this 
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increase could be considered as the starting point to create the identity of Ticino based on 

cultural attractions. Even though the cultural activities included in Arts & Museums and Events 

are still relatively infrequent, despite the international fame of events like the Film Festival in 

Locarno and the music festivals. 

The last noteworthy consideration is the decrease of frequency of the category Activities that 

concretely shows what tourists can do on the territory including also cultural activities that 

appear only in a very small portion (2% on the total images analysed for the period 1977-1999). 

Then it looks determinant the will of ETT to influence the Brand Identity with more culture, but 

in reality, the brand identity is still very concentrated on Sceneries and Icons, mainly the ones 

linked to the Mediterranean elements, partially confirming the perceptions of the image of Ticino 

held by tourists based on Climate, Mediterranean similarity, seasonality, etc.  

 

 

4.5 The years 2000 

 

The years 2000 start with world negative events, actually the economic stagnation of Germany, 

the terrorist attacks in the USA and Europe, the tragedies due to the climate change inevitably 

affect  the tourism industry (Ente Ticinese per il Turismo, 2001, pp.1-3). 

In the two-year period 2002-2003, the economic crisis is still negatively affecting the tourism: 

Switzerland is perceived as an expensive destination, also because the value of the Swiss franc 

currency has grown respect to the US Dollar and the Euro (Ente Ticinese per il Turismo, 2002, 

pp.1-2). 

Regarding Ticino, the new Tourism Law enters into force in 2000 (LTur), it defines the ETT and 

ETLs competences to rearrange the tourism in Ticino, according to the new market orientations 

in particular by the information technology which has become the main drive of all the social 

and economic activities.  

The hotel overnights increase by 2%, even though the bad weather and the overflow of Verbano 

Lake has forced many tourist structures to close in advance. The climate changes make thinking 

ETT about the implementation of new market strategies (Ente Ticinese per il Turismo, 2000, 

pp.2-3).  
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2001 is a negative and difficult year for the tourism industry in Ticino, caused by the world 

economical slow down and the negative events that have taken place: economic stagnation of 

Germany (main foreign market, with Italy, for the tourism in Ticino), the terrorist attacks in the 

USA, and the closure of the San Gotthard tunnel for the great accident. In this atmosphere of 

negative happenings ETT and ETLs elaborate the file “Turismo in Ticino” with the new 

marketing guidelines, considering the variables in the last 25 years. In the same file, there are 

three highlighted sceneries, which can improve the tourist attractive toward Ticino: Ticino Parco 

Verde, Ticino Eventi e Architettura, Ticino Parco Acquatico, aiming for the destinations Lago 

Maggiore e Valli, Regione Lago di Lugano, Bellinzona and Alto Ticino (Ente Ticinese per il 

Turismo, 2001, pp.1-3). 

As previously explained, Switzerland and Ticino as well are seen as expensive destinations due 

to the economic crisis and the strong Swiss currency. For this motivation, the Great Council 

intervenes with a new funding system of 32 million Swiss Francs divided in 4 years, to support 

the improvement and the development of the cantonal tourist offer; 8 million Swiss Francs are 

allocated to ETT to promote the tourism in Ticino (Ente Ticinese per il Turismo, 2002, pp.1-2). 

It is clear that the demand has changed preferring the last minute reservation and weekend 

holidays. In 2003, the overnight presences in hotel, camping and beauty farms decrease but the 

ones in holiday apartments, hostels and cabins increase.  

 The report published by ETT in 2004 affirms that Ticino lives the economic recovery after three 

consecutive years of slowdown (Ente Ticinese per il Turismo, 2004, p.1). The statistics confirm 

that the most important markets for ticinese tourism are still the same as in the previous years: 

Germany, Italy, Benelux, United Kingdom, North America as well as Russia. In these countries, 

except Russia, the classic leisure tourism and business tourism have been promoted. The 

Ticinese tourism opens its doors also to the Asian markets and year after year, it invests always 

more resources to promote Ticino. The promotional channels used are media, operators, trade 

shows, conventions, the web through the portal www.ticino-tourism.ch (Ente Ticinese per il 

Turismo, 2004, pp.15-16). 

The positive trend lived by the cantonal tourism continues in 2005 but with a decrease in the 

length of stay and a decrease of the domestic tourism. (Ente Ticinese per il Turismo, 2005, p.1). 

With the campaign “Marchio di qualità del turismo svizzero (“Q”)” the awareness of sector 

operators continues and 19 companies from Ticino have been certified. Together with the 
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certified companies from 1997 it reaches the amount of 76 (Ente Ticinese per il Turismo, 2005, 

p.20).  

In 2005 the Ticino Turismo official portal www.ticino-tourism.ch renovates its graphic design; it 

acquires the domain “ticino.ch” to insure a more direct communication. The website has a fresh 

approach, it allows to visualize the touristic places of the territory and to make hotel reservation, 

it inserts the interactive map in collaboration with the Michelin guide (Ente Ticinese per il 

Turismo, 2005,pp.71-75).  

The tourism growth in Ticino continues in 2006 both on a hotel and restaurant level with an 

increase of 6.6%, even higher than the national average growth (5.8%). Marketing promotions 

are studied to bring people to Ticino, actually for Swiss people affiliated with Raiffeisen, the 

Bank offers a 50% discount for visiting Ticino leaving from any of the train stations and a 50% 

discount on overnight spent in the structures that are taking part to the initiative. The hundred 

anniversary of Merlot from Ticino is celebrated, important advertising campaigns are made in 

Milan, Turin, Genoa, Naples and Rome. On the “ticino.ch” portal small websites have been 

included in different languages (dutsch, russian, chinese, korean, japanese), the section about the 

congress tourism has been revised and actualised. The traffic on the portal is in sharply 

increasing, thanks to the new contents, the modernization of the website and its actualisation. 

The innovation regarding the MICE sector includes the participation of The Ticino Convention 

Bureau (TICB) for the development of the business tourism promotion (Ente Ticinese per il 

Turismo, 2006, pp.5-8).   

In 2007 the overnights increase of 1.8% compared to 2005, but the data show a decrease of the 

domestic Swiss market. The advantageous Franc-Euro exchange has made Switzerland less 

expensive compared to other destinations. ETT renovates its structure and nominate two vice 

presidents who support the director Tiziano Gagliardi: Charles Barras responsible of tourism 

policy, and Patrick Lardi, responsible of communication and promotion. The choice of target 

groups on which to point the promotional activity is unchanged (tributaries, seniors, business 

clients, young people and families) (Ente Ticinese per il Turismo, 2007, pp.6,12).       

In 2008, with the financial crisis development, there is a decrease in the number of overnights, in 

particular in the areas of Lago Maggiore e Valli and in Region Lago di Lugano. The domestic 

tourism decreases, while the international tourism is constant (Ente Ticinese per il Turismo, 2008, 

pp.7-8).  
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In 2009 the tourism in Ticino registers a drop in the number of visitors (-2.2%) in spite of the 

promotional efforts, but the decrease is less important than the national drop (-4.7%) (Ente 

Ticinese per il Turismo, 2009a, pp.24-25). In these years the online marketing become always 

more important. Furthermore, important events take place in Ticino, like the on road cycling 

championship in Mendrisio, augmenting the visibility of the destination. ETT draws the strategy 

to follow in the years 2010-2013, resumed in chapter 5. (Ente Ticinese per il Turismo, 2009a, pp.4-

5). 

 

 

4.5.1 The Brand Identity of Ticino during the years 2000 

 

The study on the images retrieved on the brochures of these years help to define the main elements 

on which is based the brand identity of Ticino. In this case, 971 images have been extrapolated 

from the series “Cofanetti” and “Guida del Ticino” published in the year 2000. The prospects 

“Cofanetti” include a series of thematic brochures, in particular, the booklets received from Ticino 

Turismo are: “Ticino Parchi e Giardini”, “Ticino e I suoi Sapori” and “Ticino Contemplativo”. In 

addition to that, ETT sent also the “Guida Ticino” to be submitted to the analysis (the brochure 

Ticino Mountain Bike has not been submitted for the analysis) (see Appendix 2.). 

All the data showed on this chapter are available on the Database, Excel Sheet 2000. 

Starting from the analysis of the categories, the data on Table 27 and on Figure 18 reveal that one 

more time Scenery is the most frequent category visualized on the images of this period, 

accounting for 29%. Surprisingly, Scenery is only slightly higher than Heritage, which appear on 

28% of the total images taken into consideration. The category Icons is represented on 19% of the 

images and Activities appears on 10% of the total images. While the least frequent are the 

categories Urban & Rural and People with respectively 8% and 6% of frequency on the total 

images. 
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Figure 18 Categories 2000-2010 

(See Appendix 8.1.1 or Database sheet 2000) 

 
Table 27 Categories 2000-2010 

(See Appendix 8.1.1 or Database sheet 2000) 

 

As depicted from Table 28, the dominant subcategory of Scenery is once again Green, actually it 

counts for 21% of the total images. Taking in consideration only the images showing Scenery, 

then the percentage of Green amounts to almost 75% (see Figure 19 and Table 29), in which the 

characteristic Park obviously is mostly observed with accounting for 34% on the total Scenery 

Images, that is equivalent to a 9.6% of the total images analysed for this period as depicted on 

Table 28. The Images portraying the characteristic Park are more represented, because one of the 

brochures “Cofanetti” is specialized in the context of parks. 

The characteristic Mountain is quite frequent, actually it accounts for almost 28% of the Scenery 

Images (see Table 31) that corresponds to almost 8% of the total images. The other Green 

characteristics; Countryside and Forest are less frequent and they account respectively for only 2% 

and 1.8% on the total amount of the images.  

The subcategory Blue is significantly less important compared to the Green, in facts its frequency 

on the total images is 6.5%. Taking the data from Table 29 it is visible that Blue corresponds to 

almost 23% of the total Scenery images, that confirms the fact that Green is much more 

representative than Blue during this period. 

 Like in the previous periods, the most significant characteristic in the Blue subcategory is Lake 

accounting for 6% on the total images, while the remaining characteristics appear only in few 

images and therefore considered as infrequent. The subcategory Red is unfrequently reported, 

actually on the total images it appears only on 0.7%. 

 

 

 



Daria Zora           Branding Theories and Practices. The Case Study of the Brand Identity Ticino March 2015 

71 

 

 2000-2010 
    
Scenery 
Subcategories & Characteristics Tot. Images % Tot. Images* 

Blue 63 6% 
Lake 59 6% 
Mountain Lake 1 0% 
River 3 0% 

Green 206 21% 
Countryside 19 2% 
Forest 17 2% 
Mountains 77 8% 
Park 93 10% 

Red 7 1% 
Autumn 5 1% 
Sunset 2 0% 

Total 
 

276 
 

28% 
*to the nearest per cent 

 Table 28 Scenery subcategories and characteristics 2000-2010 
  (See Appendix 8.1.1 or Database sheet 2000) 

 

 

Figure 19 Scenery subcategories and characteristics accounted 

on the total category images 

(See Appendix 8.1.3 or Database sheet 2000) 

 

The Category Heritage gets much more visibility on the images published on these years and it is 

remarkable that the most prominent subcategory is Affreschi, accounting for 14% on the total 

images. This abundance of Affreschi is due to the brochure “Ticino Contemplativo”, in which 

many famous churches and their fresco are presented on the pages of this booklet. In facts for the 

same motivation, the subcategory Church is the second most represented on the total images 

accounting for 9%. Less frequent are the subcategories Castle accounting for only 1% on the total 

images and General accounting for 4%. In this latter subcategory, there are many other 

Table 29 Scenery subcategories and characteristics 

accounted on the total category images 

(See Appendix 8.1.3 or Database sheet 2000) 
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characteristics represented on the total images even if in a small percentage, in example Villa 

accounting for 2% of the total images, Palace with 1% of frequency on the total images and 

Courtyard, Historical Centre and Mill, each of them accounting for less than 1% of the total images 

analysed. 

 2000-2010 
    
Heritage 
Subcategories & Characteristics Total Images % Total Images* 

Affreschi 134 14% 
Castle 12 1% 
Church 90 9% 
General 35 4% 

Courtyard 1 0% 
Historical Centre 3 0% 
Mill 1 0% 
Palace 6 1% 
Tower 2 0% 
Villa 22 2% 

Total 
 

271 
 

28% 
*to the nearest percent 

 Table 30 Heritage subcategories and characteristics 2000-2010 

 (See Appendix 8.1.3 or Database sheet 2000) 

In the Category Icons, it is remarkable on Table 32 the subcategory Symbol that dominates among 

the others, actually three quarters of the images belonging to this category have been catalogued 

under Symbol and 51% of the images that show an Icon is linked to Mediterranean characteristics, 

that is equivalent to the 10% on the total images (Table 31). Flowers are mainly represented in 55 

images and palms in 28 images.  

It is interesting the case of the subcategory Logograms that on the total Icons Images it accounts 

for 25%, in which almost all the images of this subcategory show a Logo, mainly the logo of Ticino 

(see Table 32). On the total images analysed, the subcategory Logograms accounts for 5% and the 

characteristic Logo 4% (see Table 31). It is curious to see that finally some Famous Personalities, 

as Hermann Hesse and Dimitry, are portrayed on the images of the brochures, even if in a small 

percentage relatively insignificant, only 0,2% on the total images. 
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As reported on Table 33, the images collected under the category Activities account for 10% on 

the total images. It is interesting the case of the subcategory Arts, Culture & Entertainment starts 

to be slightly more frequent, in facts looking at the total Activities images, this subcategory 

accounts for 39%, in which the characteristic Museum & Art counts for 31% of the Activities 

images as depicted on Table 34. Respectively these data correspond to 4% and 3% on the total 

images counted for this period that it means they are relatively infrequent subcategories and 

characteristics. All the other characteristics under Arts, Culture & Entertainment are very 

infrequent, actually Casino, Craft, Events and Modern Architecture account each for less than 1% 

on all images. Outdoor is another subcategory that is represented on 4% of the total images, which 

are subdivided in the characteristics Active Leisure for a 3% on the total images, mainly 

representing people strolling, and then there is the characteristic Sport that accounts for only 1%. 

It is important to notice the unavailability of the “Cofanetto” “Ticino in Mountainbike”, actually 

if this brochure was counted of course there would have been an influence on the data reporting 

the activities and above all the Sport. 

The subcategory Consumption is relatively uncommon on the total images; it accounts only for 

2%, in which the characteristics more represented on the images are Dining & Drinking and 

Transport, each one accounting for 1% on the total images. Finally, the subcategory Business is 

also very seldom, appearing on less than 1% of the total images analysed for this period. 

Table 31 Icons subcategories and characteristics 2000-2010 
(See Appendix 8.1.3 or Database sheet 2000) 

Table 32 Icons subcategories and characteristics accounted on 
the total category images 

(See Appendix 8.1.3 or Database sheet 2000) 
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Table 34 Activities  subcategories and characteristics accounted 
on the total category images 

(See Appendix 8.1.3 or Database sheet 2000-2010) 

 

The Category Urban & Rural are quite infrequent, actually Rural accounts for only 5% of all 

images analysed, in which the characteristic Village is the most represented accounting for 4% of 

the total images. Rural is just slightly higher than the subcategory Urban that appears only on 3% 

of the total images as depicted from Table 35. 

 

 2000-2010  
 
Urban & Rural   
Subcategories & Characteristics Total Images % Total Images* 

Rural 45 5% 
Farmlife 4 0% 
Village 35 4% 
Wildlife 6 1% 

Urban 33 3% 
City 33 3% 

Total 
 

78 
 

8% 
*to the nearest percent 

 Table 35 Urban & Rural subcategories and characteristics 2000 
 (See Appendix 8.1.3 or Database sheet 2000-2010) 

 

People are rarely featured on the total images analysed for this period, only 6% of the images 

represent People, in which most the times it is not possible to recognize if they are Residents or 

Guests (see All 4%). It is remarkable that in this period also Children, Families and Young people 

Table 33 Activities subcategories and characteristics 2000 
(See Appendix 8.1.3 or Database sheet 2000-2010) 
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are represented on the brochures even if very infrequently. Even in the 2000 Mature People are 

the ones more featured on the images (1% All, 1% Guests and 1% Resident) 

 

 2000-2010    
 
People 
Subcategories & Characteristics Total Images % Total Images* 

All 41 4% 
Children 5 1% 
Family 6 1% 
General 10 1% 
Mature 12 1% 
N.A. 1 0% 
Young 7 1% 

Guests 10 1% 
Children 1 0% 
Family 2 0% 
Mature 6 1% 
Young 1 0% 

Resident 10 1% 
General 1 0% 
Mature 6 1% 
N.A. 1 0% 
Young 2 0% 

Total 
 

61 
 

6% 
*to the nearest percent 

 Table 36 People subcategories & characteristics 2000 

 (See Appendix 8.1.3 or Database sheet 2000) 

 

In conclusion, the brand identity of these years focuses toward the beauty of the Landscape and 

the heritage that is taking always more importance to attract more visitors interested in culture and 

history. ETT is committed in the actions that focus the Image strategy of Ticino on Culture, but 

through the results of this period, it is understandable that the elements that link Ticino to old Icons 

are still persistent. The demonstration is the frequency of Symbols linked to the Mediterranean 

destinations that often are eye catcher’s elements of the images. It is obvious that it results 

impossible to change the image in a short time, but it is a long process. Then in conclusion, the 

first results of a new image strategy are starting to be visible, thanks to a major visibility of 

Heritage elements. 

The data of this period reveal only partial results, because the brochure “Ticino in Mountain Bikes” 

was not available for the for the evaluation of the images. 
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5. The current situation of Ticino 

 

This chapter aims to resume the current situation of Ticino as tourism destination. Therefore, the 

evaluation of the reports created by ETT for the period 2010-2013 and 2014 result fundamental 

for the understanding of the strategies adopted during these last years. In these regards, the study 

on the current situation of the brand Ticino with the results of the analysis help to define the 

brand identity of Ticino, comparing it with the available data on the brand image and the actual 

positioning of the brand. 

The analysis focuses on the evaluation of the brand identity that, as stated on chapter 3.4.1, is the 

essence of the destination communicated by the senders, in our case by ETT. The brand image of 

Ticino that represents the image perceived from the point of view of the consumers (see Chapter 

3.4.2), is also synthetized thanks to studies and in-depth interviews performed with experts in the 

field. 

 

 

5.1 The strategy of ETT among 2010 and 2013 

 

In 2010, the economic crisis continues worldwide and the marketing actions of ETT become more 

intense through press campaigns, study trips and events. The Ticino Turismo logo is present on 

the main booklets and printed materials. The website “ticino.ch” has been revised for both graphic 

and contents to guarantee the user an updated service of quality. Thanks to new tools adopted on 

the website, the client can directly create his own holiday choosing the accommodation, the 

itinerary, and the attractions directly online. Furthermore, the IPhone App “ITicino” allows the 

continue connection with visitors, actually the clients are constantly informed about news, events 

and weather conditions (Ente Ticinese per il Turismo, 2010, p.23).  

During these four years, ETT dedicates its promotional activities on three main products that 

were already identified during the first years of 2000:  

- Ticino Parco Verde (hicking & bicking, MTB, Nordic walking , nature, rustici, mountain 

lakes, mountain huts, ski and other sports);  
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- Ticino Parco Acquatico (family, lakes, navigation, rivers, water sports, wellness, means 

of transport, camping and holiday homes);  

- Ticino Architettura ed Eventi (culture, architecture, art, museums, events,gastronomy, 

hotels, farm hotels, city, shopping, golf, MICE) (Ente Ticinese per il Turismo, 2009b, 

p.42) 

The study identifies also the most influencing target markets of the ticinese tourism: Switzerland 

and more precisely the Swiss German market represents 53% of the total overnight stays with an 

average stay of 2-3 days. Gastronomy and wellness are among the most favourite activities 

chosen by tourists coming from this market. Germany and Austria represents the second market 

with 18% of the total overnight stays. Germans love hiking and appreciate all-inclusive offers 

and normally they book their holidays through the web. On the last years the number of Italian 

tourists increases by 10%, keeping this growth constant along the years. Their favourite 

destination is Lake of Lugano, they like the safety, the high quality life style and the possibility 

to speak Italian. Even the markets of Benelux have a continuous growth but not constant in the 

number of overnight stays (Belgium +11%, Netherlands +9,2%). Like the Germans, they prefer 

all-inclusive offers and holidays in touch with nature, in particular 12% of the total overnight 

stays of Netherlands tourists choose camping. Thanks to the Schengen agreements, the presence 

of Asiatic tourists from Japan and China is steady. They like the beauty of nature the parks and 

gardens, safety and cleanliness. In the last years for the USA tourists there is a negative shift in 

the overnight stays by -9,3%, but thanks to the recovery of the US dollar and the convenient rates 

of the intercontinental flights give a positive prospective for the future times. The American 

tourist like gastronomy, nature and green cultural cities. British tourists have decreased by 1,8%. 

They prefer to book through the internet, but at the moment the strong currency of the Pound 

doesn’t favour tourism activities of this market in Switzerland. Russia has a high potential for the 

ticinese tourism, in the last four years the overnight stays have increased by 36%. Russian guests 

are attracted by the Italian life style, luxury, shopping and wellness. In particular, the Russian 

tourists prefer five stars hotels and shopping in prestigious stores. Northern Countries like 

Sweden and Norway register the growth of the overnight stay +6,3% for Sweden and +20,4% 

Norway. Nordic people love warm destinations, modern infrastructures and golf activities. The 

French market is represented by a young market and it increased by 5,5%. French people prefer 

adventure travels with the visit of more destinations. One third of the travellers choose last 

minute offers. The tourists coming from Saudi Arabia, United Arab Emirates, Kuwait, Oman, 

Bahrain, Qatar in the last years increased by 25%, they like long stays in luxurious 
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accommodations and they travel to Ticino independently from the high season. They like luxury 

and quality; in addition to that, if they are satisfied of the experience often they become 

repeaters. The Spanish market is increasing with 15,4% of overnight stays during these last 

years. They like doing cultural tourism in the cities. They like Ticino for the Latin characteristics 

and for the efficiency of the services (Ente Ticinese per il Turismo, 2009b, pp.44-46). 

The criteria used by ETT to identify the segments and to develop promotional activities are the 

demographic criteria that includes age, revenue, family, employment, DINKS (double incomes 

no kids) and the psychographic criteria that includes life styles and interests. Markers and 

segments are combined to obtain the spread of ad hoc promotional messages (Ente Ticinese per 

il Turismo, 2009b, pp. 46-47).  

The marketing activity bases its principles on the fact that the guest is the core element of the 

entire marketing strategy and the main purpose is to attract new visitors and gain their loyalty. 

The marketing instruments used in the different markets are the KAM (Key Account 

Management) that includes all the activities in collaboration with T.O. and T.A., KMM (Key 

Media Management) that favours the promotion of Ticino through the media. The Promotion in 

general allows ETT to participate fairs and the production of traditional promotion with ads, 

posters, brochures, etc. Finally, ETT concentrates also its efforts on e-marketing activities that 

include efficient and direct ways to reach the final consumers. An important support to the 

marketing strategy are the alliances with partners that allow the optimization of the promotional 

efforts and the investments with the aim to obtain the best effect in the interested markets (Ente 

Ticinese per il Turismo, 2009b, pp. 47-53).  

 

 

5.2 The strategy of ETT for 2014 

 

The plan for the marketing activities to implement on 2014 is based on the data collected in 

2013. From these data is evident that the major market is the domestic Swiss market, which 

registered an increase of the overnight stays by 8.3%, this factor is linked to the stabilization of 

the change rate Euro-Franc and for the favourable weather conditions. For 2014, BAK forecasts 

a major growth. The majority of the domestic tourists come from the area of Zurich. On the other 

hands the German market shows a continue decrease in overnight stays by 2,7%, but thanks to 
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the economic situation of this country an improvement is expected for 2014 in Switzerland by 

+1%. Italians as well diminished the overnight stays by 4%, this data is mainly due to the 

economic crisis that strongly affected this country and under these conditions, and the Italian 

guests consider Switzerland an expensive destination. As previously predicted the US market but 

also the Benelux and the British market are steadily increasing, while a sharp increase of 

overnight stays is determined by the countries of the Persian Gulf by 31,9% and by the BRIC 

countries (Brazil +4,7%, India +24,1%, China +50,9%) (Ente Ticinese per il Turismo, 2013, pp. 

7-8). 

For 2014 the same strategy as that for the period 2010-2013 is confirmed to guarantee a 

continuity of the products already promoted in the past, that are: Ticino Parco Verde, Ticino 

Parco Acquatico and Architettura ed Eventi. The news includes a project of valorisation of the 

touristic itineraries financed by the department of Economy and Finances. Furthermore, ETT is 

determined to concentrate major efforts on the MICE activities with the program “Ticino 

Meetings” that aims to promote and develop the business tourism in the region. The partnership 

with FFs is reinforced through the offer of packages for domestic tourists to spend a holiday in 

Ticino; many promotional campaigns are in program for the Swiss German and the German 

markets and the presence of ETT to some international events abroad, even the Expo 2015 in 

Milan was initially considered. Finally yet importantly, ETT wants to reinforce its visibility in 

India and China, thanks to partners present in the countries (Ente Ticinese per il Turismo, 2013, 

pp. 9-10) .  

In addition to that, ETT takes part to the project proposed by Switzerland Tourism “Landscapes 

2014” that is the main theme followed by ETT for the promotional campaigns. This project is 

based on the illustration of characteristic landscapes of the region and breath taking views with 

the objective  to facilitate the attraction of potential visitors and the sales of touristic products 

(Ente Ticinese per il Turismo, 2013, pp.11-12).  
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5.3 The Brand Positioning 

 

The plan of ETT for the period 2010-2013 highlights the strengths and weaknesses of the 

marketing strategy:  

Strengths 

Positive image of Ticino 

The Unique Selling Proposition (USP) of Ticino is based on the mix “Switzerland-Italy” 

The brand Ticino is known in particular on the territories in close proximity 

Presence of strong brands on the territory 

The Corporate Identity of Ticino Turismo is compliant with that of Switzerland Tourism 

Close collaboration with Switzerland Tourism 

Weaknesses 

Too many brands on the market, that confuse the tourist 

Lack of a specific and continuous monitoring of the market segmentation and of the 

evaluation of the activities 

Lack of cooperation between the activities of ETT and that of other operators 

Lack of financial means for the touristic promotion 
Table 37 Strengths and Weaknesses 

(Ente Ticinese per il Turismo, 2009b, p.39) 

Concerning the strengths reported on Table 37, ETT states that the starting point for a successful 

positioning strategy must be the positive feelings that Ticino evokes in the final guest thanks to 

the authenticity of the place and the breath-taking landscapes. Actually, since 2013 ETT is 

committed in recreating the positive feeling and emotions through the initiatives based on the 

reproduction of images in printed booklets and in movies elaborated for the website 

www.ticino.ch.  In addition to that, the strengths on Table 37 emphasize the fact that Ticino is 

the only place, where the Italian culture and life style meet the Swiss quality and it is 

considerable as the unique ticinese selling proposition (Ente Ticinese per il Turismo, 2009b, 

pp.40-41).  

Then according to ETT, the positive sensation is given by the presence of elements that 

characterize the territory, in particular the landscapes, the cultural mix between Switzerland and 

Italy and the favourable climatic conditions. Therefore, the positioning based on the conveyance 

of positive emotions is given by the elements reported also on the Figure 20 that make live a 

unique experience to the tourist. The Ticino Unique Experience, depending on the kind of trip 

(sport, in touch with nature, cultural, etc.), is linked to slogans that evoke feelings and memories 

(Ente Ticinese per il Turismo, 2009b, pp.40-41). 
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Figure 20 Positioning of Ticino 

(Ente Ticinese per il Turismo, 2009b, p.40) 

Therefore ETT considers the main pillars of its image strategy the nature, the culture, the 

favourable climatic conditions, these elements convey positive emotions to the final users, 

determining the positioning of Ticino. 

 

5.3.1 The Visual Elements of the Brand Ticino 

 

Concerning the design, ETT follows the same style, as that used by Switzerland Tourism, in 

order to align the graphic and reinforce the concept “Ticino is part of Switzerland”. The logo of 

Ticino follows the same concept and it refers to the logo of the DMO Switzerland Toursim as is 

showed on Figure 21 (Ente Ticinese per il Turismo, 2009b, p.41). 

 

Figure 21 Logo of Ticino and Switzerland Tourism 

 (Ente Ticinese per il Turismo, 2014; My Switzerland, 2014) 
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Concerning the slogans, ETT does not use one main slogan to accompany the institutional logo 

as in the case of Switzerland “Get Natural”, but every specific product is accompanied by one or 

more slogans as in example “Ticino land of cycling” and “Ticino authentic flavours”. 

Imagery is one of the most important elements to convey the essence and the values of a 

destination brand and to arise emotions. As previously stated, the objective of ETT is to drive 

positive emotions through visual elements to be recognized as positive destination and as a land 

to live a unique experience (Ente Ticinese per il Turismo, 2009b, p. 41). 

 

 

5.4 Brand Image 

 

Regarding the concept of Brand Image, it is interesting to consider the study of Professor 

Claudio Visentin about the image of Ticino reported on the main tourist guides. This research 

highlights that Ticino is represented as a different region compared to the rest of the Swiss 

Cantons, due to both the natural environment and the Latin culture. Inevitably, the Canton of 

Ticino differentiates itself from the traditional alpine image of Switzerland and sometimes this 

could be interpreted as a risk more than an opportunity (Visentin, 2007, pp.117-118). Moreover, 

the author focuses on the fact that the image of the Canton is often better represented on the 

guides than in the official tourist promotion, an example is the link between Hermann Hesse and 

Ticino little exploited until now. In addition to that, Visentin notices that on the German guides 

the image of Ticino is still represented through the stereotype of the “Sonnenstube der Schweiz”, 

it means that Ticino is still perceived like a sunny region and therefore the climatic conditions 

are a predominant element. On the other hands, the guides in English language report a 

description of Ticino much more concrete and detailed (Visentin, 2007, p.120). 

Eugenio Foglia, ex-Director of ETT (1992-2000), agrees with Visentin on the fact that the image 

“der Sonnenstube der Schweiz” is still very strong on the countries and regions where German is 

the spoken language. In addition, he affirms, “The loss of notoriety of the brand Ticino is not 

menaced by the excessive “Germanization” of the region, like the DMO thought in the 70’s, but 

the real menace consists on the excessive “Italianization”. It means that Ticino risks to be 

confused as part of Italy instead of being recognized as a Swiss Canton. Foglia states that a 

coordinated corporate identity must be created and applied to the entire destination. To reach this 
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objective he affirms that “first of all the name of the destination must be defined among: Ticino, 

Tessin, Southern Switzerland or Italian Switzerland. The abundance of names create confusion 

in the market”. In addition, he believes that the creation of a new brand and image should be 

accompanied by new touristic offers, products and renovation of the industry. He sustains that 

“in tourism is important to create with creativity and originality” (see chap. Appendix 12.1 

Interview with Mr E. Foglia). 

The former Director of ETT (2003-2011), Tiziano Gagliardi states that “Ticino is and was the 

first South for people coming from the North”, therefore confirming the static image of Ticino 

from the past until today. Even if he also says that, “the image of Ticino deeply changed, 

because in the past the offers were only concentrated in Lugano and Locarno”. Gagliardi 

believes that one of the problems of the proposition Ticino as tourism destination is due to “the 

overlap of similar marketing proposals and offers of the different areas in Ticino, instead of 

proposing a specialization depending on the place”. Moreover he states that the infrastructures 

need renovation, above all the accommodation services and the transports to get a qualitative 

tourist offer (see chap. Appendix 12.3 Interview with Mr T. Gagliardi). 

Dr. Berritelli, Associate Professor and researcher at the University of St. Gallen, states that the 

old image of Ticino as Sonnenstube is gradually vanishing; actually according to the Professor 

“Ticino is no more perceived as a close destination, where there is a warm climate. Nowadays 

the offer of Ticino in this sense is relative, by now there are other destinations offering the same 

characteristics”. He continues the discussion affirming, “Today the image of Ticino is more 

diversified, people speak about the events, like the Locarno Film Festival, the shopping and the 

closeness to Milan, Etc. The image of Ticino is more diversified compared to the past, but on the 

other hands also less touristic. Actually Swiss Germans in the past spent their holidays in Ticino, 

nowadays Ticino is more identified as a financial centre, factories, real estate, secondary homes, 

quick holidays and events. There is a more differentiated offer but less defined compared to the 

past”. In addition, he agrees with Gagliard and Foglia affirming  that “to improve the image of 

Ticino, at first the offer must be ameliorated”. In this regards, he continues telling, “Other 

places developed their image thanks to the renovation of the infrastructures, proposing new 

products, creating new areas and other initiatives that as a consequence gave a “new aspect” to 

the image of the destination” (See chap. Appendix 12.2 Interview with P. Beritelli). 

It is noteworthy to consider that the three experts interviewed agree on the need of renovation of 

infrastructures and creation of new offers. 



Daria Zora           Branding Theories and Practices. The Case Study of the Brand Identity Ticino March 2015 

84 

 

This thesis considers also the study of Switzerland Tourism developed in 2013. In facts it has 

conducted a research on the field of tourism and for this objective 14000 tourists coming from 

everywhere in the world and staying in one of the 180 destinations in Switzerland have been 

interviewed. The research aims to understand the behaviour of tourists, when travelling in 

Switzerland. The data collected on the study Tourism Monitor Switzerland 2013, presents 

information regarding the information channels used by tourists, the booking reservation system 

used by tourists, the identification of the items determining the image of the destination, etc. 

(MySwitzerland, 2015). The results of the study for the region Ticino in 2013 show that 66% of 

the sample link the image of the destination to the pleasant climate. Then, the image of the 

region connected to lakes and rivers is relatively strong actually almost 54% of the sample repute 

this element as important. The atmosphere of the destination is perceived from 40% of the 

sample as a representative element of the image of Ticino, then almost 18% of the sample 

considers the culinary offers as a strong attribute of the Image of the destination, while the 

shopping is reputed as an important element of the image for 15,4% of the sample. Finally, 6.9% 

of the sample defines evening events and nightlife as a fundamental aspect of the image of 

Ticino and last 5.3% of the sample defines Ticino as exotic. All the data listed above are 

overrepresentations, meaning that the value of the segment analysed is at least 25% superior 

compared to average value that takes in consideration all tourists, therefore all the items listed 

are very relevant in defining the image of Ticino (Switzerland Tourism, 2014, pp.23-24). 

The data analysed from the study of Switzerland Tourism confirm the affirmation of Professor 

Visentin and Mr. Foglia, namely that the image of Ticino is still strongly connected with the 

climatic conditions. The data confirm also the importance of the events and the shopping as told 

by Professor Berritelli.  

 

 

5.5 Brand Identity of Ticino 

 

As for the previous periods, this research aims to reveal the precise identity of the brand Ticino 

also for the period 2013, which corresponds to the current situation, through the classification of 

the images adopted in the brochures produced by ETT, which are still in use in the last months. 
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The analysis considers 1366 images extrapolated from four brochures available on the official 

website of Ticino Turismo (http://www.ticino.ch/travel-and-information/download.html). The 

brochures have been published in 2013 and they are available for the download, the titles of the 

prospects used in this research are “Ticino Culture and Events”, “Ticino Excursions and Nature”, 

“Ticino Rivers and Lakes” and “Ticino Dream Book”. 

All the data showed on this chapter are available on the Database Excel Sheet 2013. 

The Table 38 and the Figure 22 show the data of the images catalogued into the six categories 

and as usual, the category Scenery is predominating on the other, accounting for 35% on the total 

images. Surprisingly Activities follows with a frequency of 21% on the total images. Then the 

categories People and Icons appear almost with the same percentage, the former accounting for 

14% on the total images while the latter accounting for 13% (see Table 38). 

Less frequent are the categories Urban & Rural and Heritage that account respectively for 9% 

and 8% on the total images. 

 

 

Figure 22 Categories 2013 

(See Appendix 8.1.3 or Database sheet Current Situation) 

 

At first, the analysis begins with the evaluation of the most dominant category, namely Scenery. 

The subcategories included in Scenery show the supremacy of Green accounting for 22% on the 

total images, meaning that 64% of the Scenery images show Green, and the 41% of the Scenery 

images represent the characteristic Mountains that concurs to the 14% of the total images 

evaluated for this period (see Table 39 and 40). The other characteristics belonging to Green are 

relatively insignificant, given that Forest and Park account each for 3% on the total images and 

countryside only for 1% on the total images. The subcategory Blue is as usual the second 

Table 38 Categories 2013 

(See Appendix 8.1.3 or Database sheet Current Situation) 
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Scenery subcategory more represented on the images, actually 11% of the total images 

corresponds to it, while evaluating it on the total images it accounts for 32% as depicted from 

Figure 23, where almost two third of the Blue images belong to the characteristic Lake. 

Assessing the total images Lake appears on 7% of the images analysed for this period. Mountain 

Lake and River appear less frequently. 

 

 2013 
    
Scenery 
Subcategories & Characteristics Tot. Images % Tot. Images* 

Blue 151 11% 
Lake 99 7% 
Mountain Lake 26 2% 
River 26 2% 

Green 301 22% 
Countryside 19 1% 
Forest 44 3% 
Mountains 194 14% 
Park 44 3% 

Red 20 1% 
Autumn 2 0% 
Sunset 18 1% 

Total 
 

472 
 

35% 
*to the nearest percent 

 Table 39 Scenery Subcategories & characteristics 2013 
 (See Appendix 8.1.3 or Database sheet Current Situation 

 

 

 

Figure 23 Scenery subcategories and characteristics accounted on the 
total category images 2013 

(See Appendix 8.1.3 or Database sheet Current Situation) 

 Table 40 Scenery subcategories and characteristics 

accounted on the total category images 2013 
(See Appendix 8.1.3 or Database sheet Current Situation) 
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Activities is represented on 20% of the images on the brochures analysed, referring to the data on  

Table 42, it shows that Outdoor accounts for 44% of the Activities images, corresponding to 9% 

of the total images (Table 41). The characteristic more represented in Outdoor is Sport 

accounting for 27% on the Activities Images (see Table 42) and 6% considering the total images. 

It is interesting to notice that 28 images out of 76 show the sport cycling and on 16 images 

adventurous sports, such as bungee jumping, canyoning and rafting, in minor quantity also 

winter and water sports. Active Leisure is less frequent compared to Sports, however it is one of 

the most significant data among the characteristics, actually 17% of the Activities images 

represents it (see Table 42), which is equal to the 3% on the total images. The subcategory 

Consumption  accounts for 33% on the Activities images, in which is relevant the characteristic 

Transport almost half of the images represent a lift to go up to the mountains, as depicted on 

Table 42. Arts, Culture & Entertainment appears on 22% of the Activities images that 

corresponds to only the 4% on the total images. The most frequent characteristic is Events, in 

facts it covers half of the images of the subcategory, on the total images it accounts for 2%, 

whereas all the other characteristics count for 1%, as in the case of Entertainment and Museum 

& Arts or even less such in the case of Casino, Craft and Modern Architecture, resulting 

relatively insignificant. The subcategory Business is very infrequent, given that it appears on 

0.20% of the total images. 

2013 
  
Activities    
Subcategories & Characteristics Tot. Images % Tot. Images* 

Arts, Culture & Entertainment 61 4% 
Casino 1 0% 
Craft 5 0% 
Entertainment 7 1% 
Event 30 2% 
Modern Architecture 1 0% 
Museum & Art 17 1% 

Business 3 0% 
Consumption 93 7% 

Accommodation 19 1% 
Dining & Drinking 15 1% 
Shopping 13 1% 
Transport 33 2% 
Wellness 13 1% 

Outdoor 123 9% 
Active Leisure 47 3% 
Sport 76 6% 

Total 
 

280 
 

20% 
*to the nearest percent 

 Table 41 Activities subcategories and characteristics 2013 

 (See Appendix 8.1.3 or Database sheet Current Situation) 
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2013 
 
Activities   
Characteristics & Subcategories Activities Images % Categories Images* 

Arts, Culture & Entertainment 61 22% 
Casino 1 0% 
Craft 5 2% 
Entertainment 7 3% 
Event 30 11% 
Modern Architecture 1 0% 
Museum & Art 17 6% 

Business 3 1% 
Business 3 1% 

Consumption 93 33% 
Accommodation 19 7% 
Dining & Drinking 15 5% 
Shopping 13 5% 
Transport 33 12% 
Wellness 13 5% 

Outdoor 123 44% 
Active Leisure 47 17% 
Sport 76 27% 

Total 
 

280 
 

100% 
*to the nearest percent 

 Table 42 Activities  subcategories and characteristics accounted on the total category images 2013 
 (See Appendix 8.1.3 or Database sheet Current Situation) 

 

In this period People gets a major percentage compared to the previous period analysed; actually 

it appears on 14% of the total images. It is curious that in the majority of the images it is not 

possible to recognise if the featured people were guests or residents and for this motivation the 

subcategory All counts for the 90% of the People images, that corresponds to the 13% on the 

total images, as showed on Table 43. It is interesting to notice the prevalence of images represent 

young people, independently from the subcategory (All, Guests and Residents), in total 83 

images on 191 show young people, while Mature is less frequent accounting for 4% on the total 

images, while Children and Families are relatively infrequent as exposed on Table 43. 
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2013 
 
 People    
Subcategories & Characteristics Total Images % Total Images* 

All 172 13% 
Children 11 1% 
Family 12 1% 
General 33 2% 
Mature 39 3% 
N.A. 2 0% 
Young 75 5% 

Guests 7 1% 
Family 2 0% 
Mature 1 0% 
N.A. 1 0% 
Young 3 0% 

Resident 12 1% 
General 1 0% 
Mature 6 0% 
Young 5 0% 

Total 
 

191 
 

14% 
*to the nearest percent 

 Table 43 People subcategories and characteristics 2013 

 (See Appendix 8.1.3 or Database sheet Current Situation) 

 

The data of the subcategories under the category Icons show interesting facts, actually, the 

subcategory Logograms becomes the most important accounting for 7% on the total images and 

the characteristic Logo is the most frequent accounting for 6% on the total images, it is 

remarkable that 71 out of 82 Logo Images portray the logo of Ticino. In this period the 

Mediterranean characteristics are no more predominant, accounting for only 3% on the total 

images, the same situation is for Sun that accounts less than 1% on the total images, The 

subcategories Famous Personalities and Folklore are relatively insignificant accounting 

respectively for 0.1% and 0.5% on the total images. All the data explained are reported on Table 

44. 
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2013  
 
Icons    
Subcategories & Characteristics Total Images % Total Images* 

Famous Personalities 2 0% 
Hermann Hesse 1 0% 
Martha Argerich 1 0% 

Folklore 6 0% 
Costume 2 0% 
Folk Festival 4 0% 

Logograms 94 7% 
Flag 12 1% 
Logo 82 6% 

Symbol 81 6% 
Sun 1 0% 
Mediterranean 47 3% 
Traditional Objects And Place 8 1% 
Traditional Products 25 2% 

Total 
 

183 
 

13% 
*to the nearest percent 

 Table 44 Icons subcategories and characteristics 2013 

 (See Appendix 8.1.3 or Database sheet Current Situation) 

 

Urban & Rural is a Category that influences 9% of the images and in this case, both 

subcategories Rural and Urban account each for 5%. Obviously, the 5% of Urban is entirely 

represented by city scenes, while in the case of Rural, the characteristic Village accounts for the 

majority of the images showing Rural, accounting for 4% on the total images. Then Farmlife is 

represented only on 1% of the images and wildlife on 0.5% of the total images, therefore the last 

two characteristics appear less frequently. 

 

 2013 
 
Urban & Rural    
Subcategories & Characteristics Total Images % Total Images* 

Rural 63 5% 
Farmlife 7 1% 
Village 50 4% 
Wildlife 6 0% 

Urban 66 5% 
City 66 5% 

Total 
 

129 
 

9% 
*to the nearest percent 

 Table 45 Urban & Rural subcategories and characteristics 2013 

 (See Appendix 8.1.3 or Database sheet Current Situation) 



Daria Zora           Branding Theories and Practices. The Case Study of the Brand Identity Ticino March 2015 

91 

 

Heritage is the category least represented on the images analysed for this period. As usual, most 

of the Heritage images portray Churches that appear on 3% of the total images. Even General 

accounts for 3% on the total images, but as it is visible from the Table 46, this percentage is the 

sum of the characteristics that define the subcategory General, if the characteristics are singularly 

observed, they result relatively insignificant, given that the majority of them account for less 

than 1%. Rather infrequent are also the subcategories Affreschi accounting for 0.36% of the total 

images, Castle and Rustici, respectively accounting 1% each. 

 

 2013 
 
Heritage    
Subcategories & Characteristics Total Images % Total Images 

Affreschi 5 0% 
Castle 19 1% 
Church 39 3% 
General 37 3% 

Courtyard 1 0% 
Historical Centre 21 2% 
Other 1 0% 
Palace 5 0% 
Tower 2 0% 
Villa 7 1% 

Rustici 11 1% 

Total 
 

111 
 

8% 
*to the nearest percent 

 Table 46 Heritage subcategory and characteristics 2013 
 (See Appendix 8.1.3 or Database sheet Current Situation) 

 

In conclusion, it is interesting to compare the data on the brand identity revealed from this study 

with the results of the investigation of the Tourism Monitor Switzerland 2013. 

The abundant presence of Scenery on the images of the brochures produced by ETT emphasizes 

the will of ETT to focus the attention of potential visitors on the landscapes and on the 

uniqueness of the panorama. As stated by Foglia and Gagliardi during their interview, one of the 

strengths of Ticino is the richness of the landscapes, actually on the territory it is possible to see 

“from the glaciers to the palms” (see appendix 8.5.1 and 8.5.3). On the other hands, it is curious 

to notice that on the Switzerland Tourism Monitor, some of the elements studied as 

characterizing the image of the destination are Mountains and Nature, but the sample estimates 

them under the Swiss average, it means that they are underrepresented in the case of Ticino. In 
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facts the item Mountains is evaluated as characterizing the image of Ticino from 32.3% of the 

sample, while in the case of Switzerland it is considered as an important factor of the image from 

64.4% of the entire sample. In the case of the image Item Nature, it is accounted from 37.3% of 

the sample for the case of Ticino, while for Switzerland 50% of the sample considered Nature as 

an important factor of the image. On the contrary, the item Rivers and Lakes is overrepresented 

in the case of Ticino as stated in Chapter 5.4.2.(Switzerland Tourism, 2014, p.23)  

The analysis on the brand identity reveals also the importance of the Activities, especially 

Outdoor activities, mainly Sports. However, even in this case, the Tourism Monitor Switzerland 

observes that the item Sport Activities linked to the image of the destination is underrepresented 

compared to Switzerland, actually in the case of the image of Ticino it has been accounted from 

11.6% of the sample, while for Switzerland from 31.4% (Switzerland Tourism, 2014, p.23). 

Concerning the category People, it is noteworthy the prevalence of Young People portrayed on 

the images. The results of the Tourism Monitor Switzerland show that the age group more 

represented on the sample is relatively young, it is between 16 and 35 years old, even though the 

age group 36-55 years old it is relatively frequent, accounting for 37.2% of the sample 

(Switzerland Tourism, 2014, p.14). 

The brand identity study reveals also that Icons is less represented on the images of the 

brochures of this period and the characteristic most represented belonging to this category are the 

images of the logo Ticino. 

Heritage, as previously told, is one of the least represented categories on the images and on the 

Tourism Monitor the Historic Experience Value is accounted as a representative element of the 

image of the destination from 10.8% of the sample, that is under the Swiss average (Switzerland 

Tourism, 2014, p.23). 
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5.6 Brand Identity of the five areas of Ticino 

 

This subchapter aims to reveal the brand Identity of the four areas of Canton Ticino, namely 

Mendrisiotto e Basso Ceresio, Luganese, Bellinzona and upper Ticino and Lake Maggiore and 

Valleys. Every single area is studied in order to find the key elements of their brand identity that 

is useful to build up the Brand Identity Ticino as an Umbrella Brand3. 

All the data showed on this chapter are fully available on the Database Excel Sheet “Current 

Situation Areas”. 

The table below shows the number of images extrapolated from the brochures analysed for 2013 

for the four areas above listed, nevertheless there are some images accounted under Switzerland 

and Ticino. This Analysis focuses only on the four areas composing Ticino as depicted from 

Table 47. 

2013 
 
Areas Total Images % Total Images* 

Bellinzona & Alto Ticino 279 20% 
Lago Maggiore & Valleys 441 32% 
Luganese 303 22% 
Mendrisiotto & Basso Ceresio 119 9% 
Switzerland 10 1% 
Ticino 214 16% 

Total 
 

1366 
 

100% 
*to the nearest percent 

 Table 47 Images per Area of Ticino 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

The area most represented on the images is Lake Maggiore and its Valleys accounting for 32% 

on the total images. Then the area Luganese is represented on 22% of the images, while a little 

bit less frequently appear the images representing Bellinzona and the Upper Ticino. Finally, the 

area less frequent on the images compared to the previous is Mendrisiotto e Basso Ceresio 

accounting for 9% on the total images, as depicted on Figure 25. 

                                                 
3 In the theory, Umbrella Brands are defined as those Brands that follow a main concept and sustain the partner 

brands by providing additional brand equity. The brands belonging to an umbrella brand must achieve consistency 

in the messages sent to the consumers; this is the case also for destinations. If a brand achieves the celebrity status 

also all the other partners brands can enjoy of this positive influence. (Iversen & Hem, 2008, pp.1-3) 
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 Figure 24 Images per area of Ticino 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

 

5.6.1 Lake Maggiore and Valleys 

 

Starting to analyse the area Lake Maggiore and Valleys, it is immediately visible the importance 

of the category Scenery that accounts for 38% on the total images of the area, as shown on 

Figure 26.  By evaluating the category Scenery, it is remarkable that the subcategory Green is the 

prevalent accounting for 65% of the images of this area, as showed from Figure 27. The 

characteristic that prevails is Mountains that includes almost two thirds of the Scenery images of 

this area. The subcategory Blue accounts for 33% on the total scenery images of this area (see 

Figure 27), in which the characteristic Lake dominates on the other Blue images. Red is very 

infrequent in the case of Lake Maggiore and Valleys appearing only on 0.7% of the total images 

analysed for this area. 
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 Figure 25 Categories Lake Maggiore & Valleys 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

 

 Figure 26 Scenery subcategories Lake Maggiore & Valleys 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

The category Activities displays the subcategory Outdoor more often, accounting for 9% of the 

total area images. Analysing in depth Outdoor, the Table 48 shows that the characteristic Sport 

prevails on Active Leisure that respectively account for 5% and 4% on the total images of this 

area. In addition to that, among the Sports more visualised on the images we find cycling and 

water sports, while for Active Leisure we find Sightseeing and Lido activities. The subcategory 

Activities
18%

Heritage
10%

Icons
10%

People
13%

Scenery
38%

Urban & Rural
11%

2013 LAKE MAGGIORE & VALLEYS

Blue
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Art, Culture & Entertainment is portrayed on 5% of the images, the characteristic more 

visualized is Event accounting for 3% of the total images. The subcategory Consumption appears 

on 5% of the images of the area, in which the characteristic Transport is the most represented 

through cable cars and battello as well. 

Lago Maggiore & Valleys 
 
Activities    

Subcategories & Characteristics Total Area Images % Total Area Images* 

Arts, Culture & Entertainment 21 5% 

Entertainment 5 1% 

Event 13 3% 

Museum & Art 3 1% 

Consumption 21 5% 

Accomodation 4 1% 

Dining & Drinking 4 1% 

Shopping 1 0% 

Transport 8 2% 

Wellness 4 1% 

Outdoor 38 9% 

Active Leisure 18 4% 

Sport 20 5% 

Total 
 

80 
 

18% 
*to the nearest percent 

 Table 48 Activities subcategories and characteristics Lake Maggiore & Valleys 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

Table 49 shows the data relative to the category People and even in this case, it is difficult to 

distinguish among Guests and Residents, actually the most represented subcategory is All with 

11% of frequency of the area images. It is interesting to notice that independently from the 

subcategories, the characteristics most represented are Young People, in facts 18 images out of 

50 represent young generations. The characteristic Mature is more representative compared to 

Families, actually the former includes fifteen images, while the latter only six images. Children 

is very infrequent, appearing only on 1% of the total images, even though Lake Maggiore is a 

destination marketed for families given that it is also certified as Family destination (Ente 

Turistico Lago Maggiore, 2014, pp. 1, 4). 
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 Lake* Maggiore & Valleys    
  
People    
Subcategories & 
Characteristics Total Area Images % Total Area Images* 

All 50 11% 
Children 3 1% 
Family 4 1% 
General 13 3% 
Mature 14 3% 
Young 16 4% 

Guests 2 0% 
Family 2 0% 

Resident 3 1% 
Mature 1 0% 
Young 2 0% 

Total 
 

55 
 

12% 
*to the nearest percent 

 Table 49 People subcategories and characteristics Lake Maggiore & Valleys 2013 
 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

The categories Urban & Rural, Heritage and Icons are represented more or less with the same 

frequency, respectively 11% for Urban & Rural and 10% each for the last categories. 

In the case of Urban & Rural, the subcategory Rural includes 6% of the area images, in which 

the characteristic Village prevails on the others, but obtaining the same frequency as the 

characteristic City that is under the subcategory Urban. In total each of them account for 5% on 

the total area images.  

Icons has two considerable subcategories that are Symbol accounting 6% on the total area 

images and Logograms accounting for 4%. In the case of the subcategory Symbols, the 

characteristic Mediterranean prevails by 5 % on the total area images, in which mainly palms 

and flowers appear on the images. Regarding the subcategory Logograms, the characteristic 

Logo prevails, but on the images appear many different logos among them the logo of Tenero, 

Gambarogno, Locarno-Ascona and Valle Maggia, none of them prevailing on the other. 

Heritage has only one important subcategory that is represented by Church, which accounts for 

5% of the total area images. 

In conclusion, it important to observe that the brand identity of the area Lake Maggiore and 

Valleys is very similar to that presented for Ticino. There is a prevalence of Green Sceneries, 

followed by the Lakes. Then the Outdoor activities, in particular, Sports are frequent and the 
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People more represented on the images are Young People, even if the area is defined as a Family 

Destination through the official Swiss touristic logo. Nevertheless Locarnese is targeted as a 

family destination, Families appear relatively infrequently on the images analysed. Moreover, 

the Icons referred to the Mediterranean are still quite frequent in the case of Lake Maggiore and 

Valleys, actually the 5% of representation on the area images demonstrates that this 

characteristic is overrepresented compared to the case of Ticino (see Table 44), in which they 

appear only on 3% of the total images. Regarding the category Icons, the presence of many 

different logos can induce confusion in the perception of the final consumer, reputed as a 

weakness from ETT (see Table 37). On the other hand, the category Heritage is slightly 

overrepresented in this area compared to Ticino, in which Churches predominate in both cases. 

 

 

5.6.2 Luganese 

 

The analysis on the data of the area Luganese underline the fact that Scenery it is always the 

category most portrayed on the images, in facts as depicted from the graph below 39% percent of 

the images portrayed for this area show a Scenery. In particular, by analysing the subcategories it 

is possible to understand that Green is the predominant one. On the other hands, the data of the 

characteristics on Table 50 show similar frequency for Mountains with 15% on the total area 

images and Lake 13% on the area images, in facts very often the peculiarity of the territory are 

reported on the images of the brochures reporting images showing Mountains and Lake together. 

In the case of Luganese, Red demonstrates to be more frequent compared to the other areas, 

accounting for 5% of the area images, totally represented by the characteristic Sunset. 
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 Figure 27 Categories Luganese 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

 Luganese 
    

 Scenery    

Subcategories & Characteristics Total Area Images % Total Area Images* 

Blue 38 13% 

Lake 38 13% 

Green 64 21% 

Countryside 2 1% 

Forest 6 2% 

Mountains 45 15% 

Park 11 4% 

Red 14 5% 

Sunset 14 5% 

Total 116 
38% 

*to the nearest percent 

 Table 50 Scenery subcategories and characteristics Luganese 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

As showed on Table 51, Activities is the second most reported category accounting for 20% on 

the total area images. It is remarkable that the subcategory Outdoor is the most frequent and it is 

represented on 9% of the total area images, in which the characteristic Sport is the most 

dominant reaching 5% on the total area images. Sport includes images portraying mainly 

Cycling (7 images out of 14), while the characteristic Active Leisure accounting for 4% of the 

images portray mainly images of people visiting a place. The subcategory Consumption accounts 

Activities
20%

Heritage
6%

Icons
9%

People
13%

Scenery
39%

Urban & Rural
13%

2013 LUGANESE CATEGORIES
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for 7% on the total images, even if among the characteristics only Transport it is a little bit more 

frequent, counting 3% on the area images. Arts, Culture & Entertainment is less frequent 

accounting for 4% on the total images of this areat, actually important activities as Events and 

Museum & Art are relatively infrequent, respectively counting for 2% and 1% on the total 

images. Lastly, the subcategory Business is relatively irrelevant, accounting for 0.33% on the 

total area images. 

 

 Luganese    
  
Activities    

Subcategories & Characteristics Total Area Images % Total Area Images* 

Arts, Culture & Entertainment 13 4% 

Craft 1 0% 

Entertainment 1 0% 

Event 7 2% 

Museum & Art 4 1% 

Business 1 0% 

Consumption 21 7% 

Accommodation 3 1% 

Dining & Drinking 1 0% 

Shopping 2 1% 

Transport 10 3% 

Wellness 5 2% 

Outdoor 26 9% 

Active Leisure 12 4% 

Sport 14 5% 

Total 
 

61 
 

20% 
*to the nearest percent 

 Table 51 Activities  subcategories and characteristics Luganese 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

The Category Urban & Rural is present on 13% of the area images, exactly as People, but let see 

in particular their characteristics. 

Concerning Urban & Rural, the subcategory Urban prevails on Rural, respectively accounting 

for 9% and 4%, in which all the images under Urban are represented by the characteristic City, 

while the characteristic of Rural reports only Village in all images displaying this subcategory . 
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The category People does not allow distinguishing among Guests or Residents, in facts 38 

images out of 40 are included in the subcategory All, in which there is a prevalence of Young 

People represented on the images accounting for 6% on the total area images. 

The last two categories are Icons accounting for 9% and Heritage accounting for 6% on the total 

area images. Concerning Icons, the most considerable subcategory is Symbol, in which the 

characteristic Mediterranean represents almost all the images included in this subcategory, 

accounting for 6% on the total images, the other subcategories and characteristics are not very 

frequent. 

Heritage is the least frequent among all the categories of the area of Lugano, in which Churches 

are the most represented accounting for 3% of the area images followed by Villa, accounting for 

2% on the total area images. 

In conclusion, the area of Luganese follows the trend of Ticino, showing mainly Landscapes, 

mixing Lakes and Mountains on most of the images, then Activities is also very important and 

above all the sports prevail on the other subcategories, while the cultural activities as Art and 

Museums, Events and the Heritage characteristics are not so frequent. It is interesting to notice 

that in the case of the Luganese the category Urban & Rural and the characteristic city are more 

represented than in the other areas, due to the images that portray the city of Lugano and its 

environments. 

Even for Luganese, most of the images representing People portray young generations and 

finally the Icons are related to the Symbols that link the territory to the Mediterranean features. 
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5.6.3 Bellinzona and Upper Ticino 

 

The area of Bellinzona & Upper Ticino presents an analogue case as Locarno and Lugano, in 

facts even for this area dominates the category Scenery followed by Activities and People. While 

Icons, Heritage and Urban & Rural are less representative as depicted from Figure 29.  

 

 

 Figure 28 Categories Bellinzona & Upper Ticino2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

The subcategories belonging to Scenery demonstrate that Green is the most important accounting 

for 27% of the area images, in which the characteristic Mountains accounts for 18% of the area 

images, Forest for 5%, Countryside accounts for 3% of the area images and Parks only for 1%. 

The subcategory Blue it is not as frequent as in the previous, actually, Bellinzona does not 

position on a lakeside and therefore it concentrates these subcategories on other characteristics, 

such as Mountain Lakes accounting for 6% and Rivers accounting for 3% on the area images. In 

the case of Bellinzona & Upper Ticino the subcategory Red is relatively insignificant accounting 

for 0.35% on the area images. 

Regarding the Activities, Bellinzona & Upper Ticino show a frequency equivalent to 18% on the 

area images in which the subcategory Outdoor accounts for 11%, meaning that more than half of 

the images of this category are catalogued under Outdoor. The characteristics of Outdoor show 

that 9% of the area images belong to Sport, in facts the majority reflect adventurous sports and 

Activities
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11%

icons
15%People

13%
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Urban & Rural
5%
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then cycling and hiking, therefore sports in strict contact with nature. The subcategory 

Consumption is less frequent, however it accounts for 4% on the area images in which each 

characteristic Accommodation and Transport account for 2% on the total area images. The 

subcategory Arts, Culture & Entertainment is relatively irrelevant compared to the other, actually 

it accounts for only 3% of the area images, in which the characteristics Event and Museum & 

Arts account respectively for 2% and 1% on the area images. 

Bellinzona & Alto Ticino  
 
Activities    
Subcategories & Characteristics Tot. Area Images % Tot. Area Images* 

Arts, Culture & Entertainment 9 3% 
Craft 1 0% 
Event 5 2% 
Museum & Art 3 1% 

Business  0% 
Consumption 12 4% 

Accommodation 5 2% 
Shopping 2 1% 
Transport 5 2% 

Outdoor 30 11% 
Active Leisure 6 2% 
Sport 24 9% 

Total 
 

51 
 

18% 
*to the nearest percent 

 Table 52 Activities  subcategories and characteristics Bellinzona & Upper Ticino 2013 
 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

 

The category Icons is reported on 15% of the images of this area, in which the subcategory 

Logograms accounts alone for 11% of the total area images. It is interesting to notice that the 

characteristic Logo is represented on 8% of the area images (23 images out of 41 Icons images 

show a logo), the logos portrayed are a mixture of the following Bellinzona, Biasca, Val di 

Blenio, Valle Leventina and Unesco. This last logo its relative to the Castles in Bellinzona that 

are classified as Unesco heritage. 

The category People counts for 13% of the area images. It is remarkable that this percentage is 

entirely included in the subcategory All. Moreover, 6% of the images portray young people, 3% 

portray Mature people, 2% General, only 1% Families and 0.35% Children. 
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The category Heritage accounts for 11% of the area images, and the most represented 

subcategory is Castle accounting for 6%. Then apart the subcategory Church that accounts for 

2%, all the other are relatively insignificant. 

The category Urban & Rural in the case of Bellinzona & Upper Ticino is less relevant compared 

to the other two areas previously presented, actually it accounts for only 5% of the area images, 

in which Urban accounts for 2% and Rural for 3% on the total area images. The Subcategory 

Rural is represented on 3% of the total area images, subdivided in the following Characteristics 

1% of Farmlife, 1% Village and 0.35% Wildlife 

In conclusion, the brand identity of Bellinzona reports a similar situation than the previous areas 

analysed, following the example of Ticino. Obviously, the Green Sceneries are very important 

for this area, because it includes also the Valleys of the upper Ticino. It is interesting to notice 

that among the most portrayed Activities we can find Sports, in which Extreme Sports are often 

displayed apart cycling and hiking. This kind of offer is in line with the category People that 

portrays mainly young people on the images. Furthermore, as in the case of Lake Maggiore and 

Valleys, even for Bellinzona and Upper Ticino the images display too many different logos that, 

that is considered as a weakness from ETT (see Table 37). Finally, Heritage appears on the 

images slightly more frequently compared to the general case of Ticino, this is mainly due to the 

presence of the three Castles. 

 

 

5.6.4 Mendrisiotto and Basso Ceresio 

 

The area of Mendrisiotto and Basso Ceresio is the least represented on the images, actually it 

appears on 9% of the total images analysed for 2013. However, from Table 53, it is possible to 

see the importance of the categories further explained on the following paragraphs. 
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Mendrisiotto & Basso Ceresio    
   
Categories Total Area Images % Total Area Images* 

Activities 32 27% 
Heritage 8 7% 
Icons 13 11% 
People 19 16% 
Scenery 38 32% 
Urban & Rural 9 8% 

Total 
 

119 
 

100% 
*to the nearest percent 

 Table 53 Categories Mendrisiotto and Basso Ceresio 2013 

 (See Appendix 8.1.5 or Database sheet Current Situation Areas) 

Even for Mendrisiotto e Basso Ceresio the most represented category is Scenery that accounts 

for 32% on all the images of the area, and this percentage is mainly formed from the presence of 

Green that is very frequent on the images displaying this area, actually it accounts for 22% on 

the total area images. Inside Green, the characteristic more relevant is Mountains that accounts 

for 10% on the total area images. The subcategory Blue this time is less influent, even if the 

major characteristic remains always Lake accounting for 5% of the total area images. Red is 

quite infrequent accounting only for 2%, this data is given from the characteristic Sunset. 

The category Activities follows as usual Scenery and it accounts for 27% of the total area 

images.  The subcategories show interesting data, in facts Consumption accounts for 11% and 

the characteristics more frequent are Transport, Shopping and Dining & Drinking respectively 

accounting for 5%, 4% and 3% on the total area images. Surprisingly the characteristic 

Accommodation does not appear on any images. The subcategory Art, Culture & Entertainment 

is portrayed on 10% of the images, in which Museum & Art values for 6% of the area images, 

Event for 3% and Modern Architecture for 1%. The subcategory Business presents the same 

situation as the characteristic Accommodation, namely no images on this subcategory.  The 

subcategory Outdoor is represented on 6% of the images contrarily to the previous destinations, 

where this subcategory is the most frequent on the images of the various areas. 

People follows in third position as usual, accounting for 16% of the images visualized for this 

area of Ticino. Even for Mendrisiotto and Basso Ceresio, the subcategory more usual is All, 

given that it is not possible to recognize if the people portrayed on the images are residents or 

guests. Young people are the most represented on the images analysed for this area accounting 

for 6%, while General accounts for 5%, in this case the images featured many people including 

Mature, Young and Children. Last is the Characteristic Mature that accounts for 4% on the total 

area images. 
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The Category Icons accounts for 11% and it is interesting to see that Logograms accounts for 4% 

of the total area images, in which the Logo of Mendrisiotto and that of Unesco appear only on 1 

image. The subcategories Folklore and Symbol account each for 3.3%, both present some 

characteristics that are Folk Festival and Traditional Products that account each 3%. In the case 

of Traditional Products all the images that report this characteristic portray Grape or Wine. 

Urban & Rural and Heritage are the least frequent categories on the images analysed for this 

area, in facts respectively account for 8% and 7%. Urban & Rural has 4% of the images that 

portray a urban environment the rest is Village. On the case of Heritage there are 4% of images 

included on the subcategory Genereal, which includes 3% of Palace and 1% of Courtyard  and 

1% of Historical Centre. While the subcategory Church accounts for only 2%, while Affreschi 

1% being relatively infrequent on the images analysed. 

In conclusion as previously stated the area of Mendrisiotto and Basso Ceresio reports a similar 

brand identity to those of the other areas of Ticino. Actually, Scenery is always the most 

represented through Green images, mainly mountains. Then it is interesting that the second 

category is Activities as in the other areas, but on the contrary, for Mendrisiotto the subcategory 

more represented is Consumption, with Transport, Shopping and Dining & Drinking. The data 

regarding People demonstrate a majority of Young People. Icons concentrates on the portray of 

Logo as that of the area and the one of Unesco. Heritage displays less frequently than the other 

categories, but it displays a variety of characteristics and not only Churches. 

 In addition to that, it is curious that the images portraying Mendrisiotto and Basso Ceresio do 

not display any Accommodation and Business image, meaning that it is not considered as a 

leisure and business destination. 
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6. Resuming the evolution of the Brand Identity 

 

At the beginning of the Twentieth Century, the destination image focuses on the romantic 

perception of the region. As stated in Chapter 4.2 people from the North want to go to the South 

and the Canton of Ticino represents the “first South” for them. At that time Ticino is an 

interesting destination perceived as a Mediterranean place with a favourable climate. Moreover, 

Ticino is an accessible destination through the Gotthard tunnel and in addition to that, it has 

some Romantic attractiveness researched by people, such as the light of the sun and the unspoilt 

nature. Consequently, Ticino represents a Mediterranean destination and the connection with the 

Mediterranean is an important attractive element during these years (Fazioli & Galli, 1991; 

Ghiringhelli, 2003, p.319). 

The brand identity during this time emphasizes the beauty of the Sceneries that are mainly 

represented on the promotional images, therefore highlighting the romantic aspects of the 

destination. In addition to that, also Icons is very important at that time, in which the Symbols 

recall the exotic Mediterranean destinations (cactus, palms, and flowers). Another important fact 

influencing the brand identity is also the beginning of the operations of the railway passing 

through the Gotthard Tunnell, in facts the category Activities is frequent on the promotional 

images of Ticino, mainly through the representation of Consumption Activities linked to the 

Transport with the Gotthard Bahn.  

Therefore, the brand identity of that time focuses on attractive elements of the destination, that 

include the favorable climatic conditions, the similarity with the Mediterranean destination and 

the perception of the romantic landscape. Furthermore, the presence of the Gotthard Bahn, that 

corresponds to the representation of the innovation and the proximity of Ticino to the North, they 

make increase the appealing of the destination easily accessible. 

 

Figure 29 Categories per Period 
(See database sheet All Periods) 
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The period 1930-1970 is a turning point for the tourism industry, actually the mass tourism starts 

together with the fashion for the beach holidays making change the tourism seasonality of the 

destinations (Löfgren, 1999, pp.166-170) . After the World wars period, people from the north 

perceive Ticino as a simple and “genuine” environment, but this view is by now in contrast with 

the ticinese reality that is developing and modernising. Ticino is also perceived as “Garden of 

Switzerland” for the favourable climate, the mountains, the landscapes, the Mediterranean 

environment and the folklore (Ghiringhelli, 2003, p. 319-320; Pedrotta, 1930, pp. 160, 168, 174). 

The analysis of the destination identity confirms that Ticino is strictly related to the Icons and in 

particular, to the Symbols that remember the Mediterranean destinations, the Sun and the 

Folklore are also important as attractive elements of the destination. Moreover, the relevance of 

the Scenery and the Outdoor activities emphasize even more the dependence on the spring-

summer season and on the favourable climatic conditions. This last factor is even more 

emphasized thanks to the contribution of Hotelplan and the organized trips to Lugano during the 

spring-summer season (Riess, 1965, p.157). On the other hands, the permanence during the 

winter season for healthy reason is gradually vanishing during these years (Redaelli, 2008). 

The third period comprehends the years between 1971 and 1999 analysing the first thirty years of 

operations of ETT. Since the Seventies it is possible to start speaking of brand identity of Ticino, 

thanks to the constitution of ETT and its will to develop a strategy that aims to represent 

appropriately the destination, namely without attributes related to stereotypes that do not 

correspond to the reality of Ticino. The idea of ETT is to promote Ticino as a land of art and 

spectacular nature, starting from the promotion of the Latin culture that influences the ticinese 

life style, language, dialect, culture and gastronomy (Ente Ticinese per il Turismo, 1980b; Ente 

Ticinese per il Turismo, 24.11.2014). In these regards, the Eighties are a turning point regarding 

the image strategy of ETT that aims to leave gradually the connection with the climate. On the 

contrary, it wants to reach the perception of a cultural destination and for this purpose the fame 

of the Film Festival, the expositions of Villa Favorita and the Music Festivals in Ascona seem to 

be appropriate to enhance Ticino toward culture (Ente Ticinese per il Turismo, 1983, pp.3-5) . 

The brand identity confirms the attention on the landscape of Ticino and it is noteworthy the 

increasing frequency of Heritage, confirming the fact that ETT wants to focus its image also on 

cultural elements. It is noteworthy that the cultural activities included in the subcategories Arts & 

Museums and Events are still infrequent, despite the international fame of events like the 
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expositions in Villa Favorita, the Film Festival in Locarno, the music festival in Ascona, etc. 

Furthermore, during this period the category Icons is still frequent on the images promoting 

Ticino, mainly through the use of Symbols that link Ticino to the Mediterranean destinations, 

therefore confirming the perceptions of the image of Ticino held by tourists based on climate, 

Mediterranean similarity, seasonality, etc. (Ente Ticinese per il Turismo, 1974, p.1) 

The brand identity of the years 2000 is concentrated in reporting the beauty of the landscapes 

and surprisingly the heritage finally takes a considerable frequency on the images proposed 

during these years. Therefore, ETT is committed in mediate a brand identity based on culture, 

even if the elements linked to Icons and to the Mediterranean are still present and relatively 

frequent. Changing the brand image of a destination is a very long process even though the first 

results of a new image strategy are starting to be visible, thanks to a major visibility of Heritage 

elements. 

The current situation emphasized the will of ETT to focus on the beauty of the Landscapes and 

on the uniqueness of the panorama actually, the prevalence of Sceneries on the images analysed 

confirm this element as important for the definition of the brand identity of Ticino. Even the 

experts in the field, during their interview affirmed the importance of the landscapes (See 

Appendix 12.1 and 12.3). On the other hands, the Tourism Monitor Switzerland 2013 affirms the 

contrary, in facts elements as Mountains and Nature in the case of Ticino are estimated under the 

swiss average, then they are considered relatively less important in defining the image of the 

canton. However the Tourism Monitor confirms the relevance of rivers and lakes for the image 

of Ticino compared to Switzerland (Switzerland Tourism, 2014, p.23). 

The brand identity analysis shows the importance of the Activities, actually, it becomes the 

second most represented category after Scenery, and then it is much more frequent if compared 

with the previous periods analysed. Especially Outdoor activities, more precisely Sports, are 

quite frequent on the images of the brochures studied for this period. Even in this case, the 

Tourism Monitor Switzerland observes that the item Sport Activities linked to the image of the 

destination is underrepresented compared to the general case of Switzerland (Switzerland 

Tourism, 2014, p.23). 

Concerning the category People, it is noteworthy the prevalence of young people portrayed on 

the images. The results of the Tourism Monitor Switzerland show that the age group more 

represented on the sample is relatively young, it is between 16 and 35 years old, even if the age 
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group 36-55 years old it is relatively important, accounting for 37.2% of the sample (Switzerland 

Tourism, 2014, p.14). 

Icons is less represented on the images of the brochures of this period and the characteristic most 

represented on the images are the logos of Ticino and no more the Symbols linked to the 

Mediterranean similarities. It is interesting to notice that 5.3% of the sample investigated for 

Ticino on the Tourism Monitor Switzerland assess the image of the destination as exotic, even if 

we are speaking about a relatively low percentage it is major compared the evaluation of the 

image of Switzerland as exotic, corresponding to only 1.8% of the total sample. 

Heritage is one of the least represented categories on the images and on the Tourism Monitor the 

Historic Experience Value is accounted as a representative element of the image of the 

destination from 10.8% of the sample, that is under the Swiss average (Switzerland Tourism, 

2014, p.23). 
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7. Conclusions 

 

This chapter aims to expose the findings of the research, the assessment of the methodology 

applied to the study and last but not least the suggestions of the author for the development of 

further research in the future. 

The thesis is a study focused on the evolution of the brand identity of Ticino since the opening of 

the Saint Gotthard Tunnel until the current situation. The study aims to find the elements 

characterizing the brand identity of the destination. To reach this purpose, the research starts 

with a literature review in the field of destination branding, assessing the most valuable 

definitions and resuming them in one common interpretation. Moreover, also the theory 

concerning the process of image formation is considered (Chapter 3). 

In the following chapter, the research defines the evolution of the brand identity of Ticino and 

for the achievement of this goal, five periods have been considered, in which major facts, 

happenings and data are exposed. In addition to that, in almost every reported period in the study 

exposes and compares the brand identity revealed from the analysis on the images and the brand 

image information found on the literature. 

The first two periods analyzed (1888-1929 and 1930-1970) shows the influent attention of the 

destination identity and the destination image on the favorable climatic conditions, the 

Mediterranean similarities and the landscapes.  

The period among 1971 and 1999 is the beginning of an important turning point, in facts ETT 

wants to redefine its image strategy and focus on naturalistic, cultural and artistic peculiarities of 

the territory, abandoning the old image. However, the results on the brand identity show that 

Heritage starts to be relatively frequent on the images as Scenery, but the Icons relative to the 

Mediterranean similarities are still an attractive element used in the promotion of Ticino and 

confirming the fact that changing the brand identity and brand image is a long process to 

develop.  

Concerning the analysis of the current situation the results of the brand identity have been 

confronted with valuable sources on the brand image, mainly the study developed by Professor 

Visentin on the image of Ticino reported on touristic guides, in depth interviews with experts in 

the field and the data retrieved on the Tourism Monitor Switzerland 2013.   
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The analysis on the brand identity of Ticino emphasizes the situation of the four areas composing 

the touristic offer. The data show that in most of the cases all of them expose similar percentages 

on the categories, subcategories and characteristics, without showing relevant differences, 

confirming the statement of Gagliardi, who affirms that often the areas of Ticino propose the 

same offers, therefore creating an overlap in the marketing promotion. 

The results on Ticino show that the brand identity focuses on the landscapes and on the outdoor 

activities, therefore the destination Ticino is a destination oriented towards the beauty of 

landscapes and activities, given that these themes are very frequent on the brochures. The 

authors Pritchard and Morgans consider this kind of orientation as a relatively undifferentiated 

product image (Pritchard & Morgan, 1995, p.34).  

The Switzerland Tourism Monitor emphasizes the strongest peculiarities of the image of the 

destination that are linked to the following elements; the pleasant climate, lakes and rivers, the 

atmosphere of the destination, then the culinary offers and the shopping as well. Finally, also the 

nightlife is a fundamental aspect of the image of Ticino and also the fact that Ticino is perceived 

as exotic4. The data analysed from the study of Switzerland Tourism confirm the affirmation of 

Professor Visentin and Mr. Foglia, namely that the image of Ticino is still strongly connected 

with the climatic conditions. The results confirm also the importance of the events and the 

shopping, as told by Professor Berritelli, and the fact that Ticino has a more differentiated offer 

but less defined compared to the past. 

Finally, it is noteworthy that Foglia, Gagliardi and Berritelli sustain that for a successful brand 

strategy, the starting points are the renovation of the infrastructures and the creation of new 

offers. 

Despite the efforts of this research to expose the brand identity of Ticino, there are some 

limitations of the study that must be considered. At first, the research tries to be, as much 

objective as possible. However, to report more accurate data, the analysis of the images should 

be evaluated from different subjects. Effectively the fact that the author knows quite well the 

territory can be perceived as a strength but also as a weakness considering the fact that the 

objectivity in evaluating the images could be less effective.  

                                                 
4 All the data listed above are overrepresentations, meaning that the value of the segment analysed is superior at 

least 25% compared to average value that takes in consideration all tourists, therefore all the items listed are very 

relevant in defining the image of Ticino (Switzerland Tourism, 2014, pp.23-24) 
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Furthermore, the author decided to concentrate the research only on printed images available on 

books and paper brochures, in order to consider the same type of images for all the considered 

periods. However, it is important to notice that even on the website of Ticino Turismo there are 

images that can be evaluated for the image formation process. 

Another important limit is due to the limited information and data on the destination image 

perceived by tourists in the past, in facts for the period 2000 any valuable sources have been 

found.  

Concerning the period 2000 the lack of the brochure “Ticino in Mountain Bikes” reveals the fact 

that the results are only partial, in facts, if this brochure would have been evaluated the results 

and the data would partially change. 

Concerning the current situation, most accurate quantitative data on the brand image of the 

destination should be created in the sense that the Tourism Monitor Switzerland offers a good 

overview, but these statistic data offer only partial results. In facts, in the specific case of Ticino 

the data on the image of the destination have considered only two markets of provenance; the 

Swiss domestic market and the German market. 

Therefore, this study on the brand identity of Ticino emphasizes the need for more accurate data 

on the perception of Ticino for every single market of provenance. In addition to that, the 

research wants to stimulate further studies on the field of Branding, in order to reconsider the 

brand identity developed by ETT and formulate a positioning strategy that makes Ticino unique 

among all the other competitors, following the concept stated in Capter 3.4.3. Namely 

considering the competition and orientating toward the satisfaction of the needs of tourists 

(Fakeye & Crompton, 1991; Ibrahim & Gill, 2005, p.174; Ries & Trout, 2010). 

This study on the brand identity of Ticino is the starting point to develop further research on the 

topic of branding. The author suggests the development of further studies above all on the 

themes of Positioning of the destination Ticino, through the process explained in Chapter 3.4.3, 

that allow the recognition and the study of the target markets, their needs and motivations to visit 

the region. The study of the competitors for the same target markets is as well very important as 

much as the determination of the perception of these competitors in the same target markets. 

Through this information, it will be possible to plan a differentiated positioning strategy, useful 

to develop further research on the field of Branding the destination Ticino (Aaker & Shansby, 

1982, p.59; Pike, 2008, p.223). 
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8. Appendix 

8.1 Results of the Analysis 

 

8.1.1 Results Categories per period 

 

 

(See Database, Excel sheet All Periods) 

8.1.2 Results Subcategories per period 

 

 

(See Database, Excel sheet All Periods) 

 

1888-1929 1930-1970 1971-1999 2000-2012 2013 Total Images totale % Total Images totale

Categories Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images

activities 42 23% 73 15% 20 10% 99 10% 280 20% 514 16%

Heritage 9 5% 33 7% 29 15% 271 28% 111 8% 453 14%

icons 46 25% 176 36% 34 18% 186 19% 183 13% 625 20%

people 12 6% 44 9% 18 9% 61 6% 191 14% 326 10%

scenery 60 32% 116 24% 58 30% 276 28% 472 35% 982 31%

urban & rural 16 9% 50 10% 32 17% 78 8% 129 9% 305 10%

Total 185 100% 492 100% 191 100% 971 100% 1366 100% 3205 100%

1888-1929 1930-1970 1971-1999 2000-2012 2013 Total Images totale % Total Images totale

Subcategories Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images

activities 42 23% 73 15% 20 10% 99 10% 280 20% 514 16%

arts, culture & entertainment 1 1% 19 4% 5 3% 39 4% 61 4% 125 4%

business 0% 0% 0% 1 0% 3 0% 4 0%

consumption 33 18% 25 5% 7 4% 23 2% 93 7% 181 6%

outdoor 8 4% 29 6% 8 4% 36 4% 123 9% 204 6%

Heritage 9 5% 33 7% 29 15% 271 28% 111 8% 453 14%

affreschi 0% 0% 1 1% 134 14% 5 0% 140 4%

castle 2 1% 6 1% 1 1% 12 1% 19 1% 40 1%

church 6 3% 25 5% 23 12% 90 9% 39 3% 183 6%

general 1 1% 2 0% 1 1% 35 4% 37 3% 76 2%

rustici 0% 0% 3 2% 0% 11 1% 14 0%

icons 46 25% 176 36% 34 18% 186 19% 183 13% 625 20%

famous personalities 1 1% 0% 0% 2 0% 2 0% 5 0%

folklore 8 4% 52 11% 5 3% 0% 6 0% 71 2%

logograms 5 3% 11 2% 6 3% 46 5% 94 7% 162 5%

symbol 32 17% 113 23% 23 12% 138 14% 81 6% 387 12%

people 12 6% 44 9% 18 9% 61 6% 191 14% 326 10%

all 1 1% 4 1% 8 4% 41 4% 172 13% 226 7%

guests 6 3% 10 2% 4 2% 10 1% 7 1% 37 1%

resident 5 3% 30 6% 6 3% 10 1% 12 1% 63 2%

scenery 60 32% 116 24% 58 30% 276 28% 472 35% 982 31%

blue 24 13% 50 10% 21 11% 63 6% 151 11% 309 10%

green 31 17% 63 13% 33 17% 206 21% 301 22% 634 20%

red 5 3% 3 1% 4 2% 7 1% 20 1% 39 1%

urban & rural 16 9% 50 10% 32 17% 78 8% 129 9% 305 10%

rural 10 5% 34 7% 28 15% 45 5% 63 5% 180 6%

urban 6 3% 16 3% 4 2% 33 3% 66 5% 125 4%

Total 185 100% 492 100% 191 100% 971 100% 1366 100% 3205 100%
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8.1.3 Results Characteristics per period 

 

(See Database, Excel sheet All Periods) 

Etichette di colonna

1888-1929 1930-1970 1971-1999 2000-2012 2013 Total Images totale % Total Images totale

Characteristics Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images

activities 42 23% 73 15% 20 10% 99 10% 280 20% 514 16%

arts, culture & entertainment 1 1% 19 4% 5 3% 39 4% 61 4% 125 4%

casino 0% 0% 1 1% 1 0% 1 0% 3 0%

craft 0% 3 1% 0% 2 0% 5 0% 10 0%

entertainment 0% 2 0% 0% 0% 7 1% 9 0%

event 1 1% 11 2% 0% 4 0% 30 2% 46 1%

modern architecture 0% 0% 0% 1 0% 1 0% 2 0%

museum & art 0% 3 1% 4 2% 31 3% 17 1% 55 2%

business 0% 0% 0% 1 0% 3 0% 4 0%

business 0% 0% 0% 1 0% 3 0% 4 0%

consumption 33 18% 25 5% 7 4% 23 2% 93 7% 181 6%

accomodation 5 3% 3 1% 0% 2 0% 19 1% 29 1%

Dining & Drinking 2 1% 3 1% 2 1% 10 1% 15 1% 32 1%

shopping 0% 0% 1 1% 3 0% 13 1% 17 1%

transport 26 14% 19 4% 4 2% 8 1% 33 2% 90 3%

wellness 0% 0% 0% 0% 13 1% 13 0%

outdoor 8 4% 29 6% 8 4% 36 4% 123 9% 204 6%

active leisure 6 3% 7 1% 6 3% 26 3% 47 3% 92 3%

sport 2 1% 22 4% 2 1% 10 1% 76 6% 112 3%

Heritage 9 5% 33 7% 29 15% 271 28% 111 8% 453 14%

affreschi 0% 0% 1 1% 134 14% 5 0% 140 4%

affreschi 0% 0% 1 1% 134 14% 5 0% 140 4%

castle 2 1% 6 1% 1 1% 12 1% 19 1% 40 1%

castle 2 1% 6 1% 1 1% 12 1% 19 1% 40 1%

church 6 3% 25 5% 23 12% 90 9% 39 3% 183 6%

church 6 3% 25 5% 23 12% 90 9% 39 3% 183 6%

general 1 1% 2 0% 1 1% 35 4% 37 3% 76 2%

courtyard 0% 0% 0% 1 0% 1 0% 2 0%

historical centre 0% 0% 0% 3 0% 21 2% 24 1%

mulino 0% 0% 0% 1 0% 0% 1 0%

old bridge 0% 0% 1 1% 0% 0% 1 0%

other 0% 2 0% 0% 0% 1 0% 3 0%

palace 1 1% 0% 0% 6 1% 5 0% 12 0%

tower 0% 0% 0% 2 0% 2 0% 4 0%

villa 0% 0% 0% 22 2% 7 1% 29 1%

rustici 0% 0% 3 2% 0% 11 1% 14 0%

rustici 0% 0% 3 2% 0% 11 1% 14 0%

icons 46 25% 176 36% 34 18% 186 19% 183 13% 625 20%

famous personalities 1 1% 0% 0% 2 0% 2 0% 5 0%

Carlo Borromeo 1 1% 0% 0% 0% 0% 1 0%

Dimitri 0% 0% 0% 1 0% 0% 1 0%

Hermann Hesse 0% 0% 0% 1 0% 1 0% 2 0%

Martha Argerich 0% 0% 0% 0% 1 0% 1 0%

folklore 8 4% 52 11% 5 3% 0% 6 0% 71 2%

costume 4 2% 27 5% 2 1% 0% 2 0% 35 1%

folk festival 4 2% 25 5% 1 1% 0% 4 0% 34 1%

traditions 0% 0% 2 1% 0% 0% 2 0%

logograms 5 3% 11 2% 6 3% 46 5% 94 7% 162 5%

flag 5 3% 11 2% 2 1% 3 0% 12 1% 33 1%

logo 0% 0% 4 2% 43 4% 82 6% 129 4%

symbol 32 17% 113 23% 23 12% 138 14% 81 6% 387 12%

sun 9 5% 20 4% 2 1% 1 0% 1 0% 33 1%

gotthard bahn 2 1% 1 0% 0% 0% 0% 3 0%

mediterranean 17 9% 49 10% 17 9% 94 10% 47 3% 224 7%

traditional objects and place 4 2% 26 5% 1 1% 11 1% 8 1% 50 2%

traditional products 0% 17 3% 3 2% 32 3% 25 2% 77 2%

people 12 6% 44 9% 18 9% 61 6% 191 14% 326 10%

all 1 1% 4 1% 8 4% 41 4% 172 13% 226 7%

children 0% 0% 0% 5 1% 11 1% 16 0%

family 0% 0% 2 1% 6 1% 12 1% 20 1%

general 0% 3 1% 1 1% 10 1% 33 2% 47 1%

mature 0% 1 0% 5 3% 12 1% 39 3% 57 2%

N.A. 0% 0% 0% 1 0% 2 0% 3 0%

young 1 1% 0% 0% 7 1% 75 5% 83 3%

guests 6 3% 10 2% 4 2% 10 1% 7 1% 37 1%

children 0% 0% 2 1% 1 0% 0% 3 0%

family 1 1% 0% 0% 2 0% 2 0% 5 0%

mature 3 2% 8 2% 2 1% 6 1% 1 0% 20 1%

N.A. 0% 0% 0% 0% 1 0% 1 0%

young 2 1% 2 0% 0% 1 0% 3 0% 8 0%

resident 5 3% 30 6% 6 3% 10 1% 12 1% 63 2%

children 0% 1 0% 0% 0% 0% 1 0%

family 0% 2 0% 1 1% 0% 0% 3 0%

general 0% 4 1% 1 1% 1 0% 1 0% 7 0%

mature 4 2% 12 2% 3 2% 6 1% 6 0% 31 1%

N.A. 0% 0% 0% 1 0% 0% 1 0%

young 1 1% 11 2% 1 1% 2 0% 5 0% 20 1%

scenery 60 32% 116 24% 58 30% 276 28% 472 35% 982 31%

blue 24 13% 50 10% 21 11% 63 6% 151 11% 309 10%

lake 24 13% 47 10% 18 9% 59 6% 99 7% 247 8%

mountain lake 0% 1 0% 1 1% 1 0% 26 2% 29 1%

river 0% 2 0% 2 1% 3 0% 26 2% 33 1%

green 31 17% 63 13% 33 17% 206 21% 301 22% 634 20%

countryside 6 3% 19 4% 3 2% 19 2% 19 1% 66 2%

forest 0% 0% 1 1% 17 2% 44 3% 62 2%

mountains 24 13% 41 8% 25 13% 77 8% 194 14% 361 11%

park 1 1% 3 1% 4 2% 93 10% 44 3% 145 5%

red 5 3% 3 1% 4 2% 7 1% 20 1% 39 1%

autumn 0% 0% 3 2% 5 1% 2 0% 10 0%

sunset 5 3% 3 1% 1 1% 2 0% 18 1% 29 1%

urban & rural 16 9% 50 10% 32 17% 78 8% 129 9% 305 10%

rural 10 5% 34 7% 28 15% 45 5% 63 5% 180 6%

farmlife 1 1% 9 2% 2 1% 4 0% 7 1% 23 1%

village 9 5% 25 5% 19 10% 35 4% 50 4% 138 4%

wildlife 0% 0% 7 4% 6 1% 6 0% 19 1%

urban 6 3% 16 3% 4 2% 33 3% 66 5% 125 4%

city 6 3% 16 3% 4 2% 33 3% 66 5% 125 4%

Total 185 100% 492 100% 191 100% 971 100% 1366 100% 3205 100%
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8.1.4 Results Categories per Area period 2013 

 

 

(See Database, Excel sheet Current Situation Areas) 

 

8.1.5 Results Subcategory and Characteristics per Area period 2013 

 

 

(See Database, Excel sheet Current Situation Areas) 

 

Etichette di colonna

2013 2013 Total Images 2013 % Total Images Total Images totale % Total Images totale

Bellinzona & Alto Ticino Lago Maggiore & Valleys Luganese Mendrisiotto & Basso Ceresio Switzerland Ticino

Categories Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images

activities 51 18% 80 18% 61 20% 32 27% 1 10% 55 26% 280 20% 280 20%

heritage 32 11% 45 10% 18 6% 8 7% 0% 8 4% 111 8% 111 8%

icons 41 15% 44 10% 28 9% 13 11% 7 70% 50 23% 183 13% 183 13%

people 37 13% 55 12% 40 13% 19 16% 0% 40 19% 191 14% 191 14%

scenery 105 38% 167 38% 116 38% 38 32% 2 20% 44 21% 472 35% 472 35%

urban & rural 13 5% 50 11% 40 13% 9 8% 0% 17 8% 129 9% 129 9%

Total 279 100% 441 100% 303 100% 119 100% 10 100% 214 100% 1366 100% 1366 100%

Etichette di colonna

2013 2013 Total Images 2013 % Total Images Total Images totale % Total Images totale

Bellinzona & Alto Ticino Lago Maggiore & Valleys Luganese Mendrisiotto & Basso Ceresio Switzerland Ticino

Subcategories & Characteristics Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images Total Images % Total Images

activities 51 18% 80 18% 61 20% 32 27% 1 10% 55 26% 280 20% 280 20%

arts, culture & entertainment 9 3% 21 5% 13 4% 12 10% 0% 6 3% 61 4% 61 4%

casino 0% 0% 0% 0% 0% 1 0% 1 0% 1 0%

craft 1 0% 0% 1 0% 0% 0% 3 1% 5 0% 5 0%

entertainment 0% 5 1% 1 0% 0% 0% 1 0% 7 1% 7 1%

event 5 2% 13 3% 7 2% 4 3% 0% 1 0% 30 2% 30 2%

modern architecture 0% 0% 0% 1 1% 0% 0% 1 0% 1 0%

museum & art 3 1% 3 1% 4 1% 7 6% 0% 0% 17 1% 17 1%

business 0% 0% 1 0% 0% 0% 2 1% 3 0% 3 0%

business 0% 0% 1 0% 0% 0% 2 1% 3 0% 3 0%

consumption 12 4% 21 5% 21 7% 13 11% 1 10% 25 12% 93 7% 93 7%

accomodation 5 2% 4 1% 3 1% 0% 0% 7 3% 19 1% 19 1%

Dining & Drinking 0% 4 1% 1 0% 3 3% 0% 7 3% 15 1% 15 1%

shopping 2 1% 1 0% 2 1% 4 3% 0% 4 2% 13 1% 13 1%

transport 5 2% 8 2% 10 3% 5 4% 1 10% 4 2% 33 2% 33 2%

wellness 0% 4 1% 5 2% 1 1% 0% 3 1% 13 1% 13 1%

outdoor 30 11% 38 9% 26 9% 7 6% 0% 22 10% 123 9% 123 9%

active leisure 6 2% 18 4% 12 4% 4 3% 0% 7 3% 47 3% 47 3%

sport 24 9% 20 5% 14 5% 3 3% 0% 15 7% 76 6% 76 6%

heritage 32 11% 45 10% 18 6% 8 7% 0% 8 4% 111 8% 111 8%

affreschi 1 0% 2 0% 1 0% 1 1% 0% 0% 5 0% 5 0%

affreschi 1 0% 2 0% 1 0% 1 1% 0% 0% 5 0% 5 0%

castle 18 6% 1 0% 0% 0% 0% 0% 19 1% 19 1%

castle 18 6% 1 0% 0% 0% 0% 0% 19 1% 19 1%

church 6 2% 20 5% 8 3% 2 2% 0% 3 1% 39 3% 39 3%

church 6 2% 20 5% 8 3% 2 2% 0% 3 1% 39 3% 39 3%

general 7 3% 13 3% 9 3% 5 4% 0% 3 1% 37 3% 37 3%

courtyard 0% 0% 0% 1 1% 0% 0% 1 0% 1 0%

historical centre 2 1% 11 2% 4 1% 1 1% 0% 3 1% 21 2% 21 2%

other 0% 1 0% 0% 0% 0% 0% 1 0% 1 0%

palace 2 1% 0% 0% 3 3% 0% 0% 5 0% 5 0%

tower 2 1% 0% 0% 0% 0% 0% 2 0% 2 0%

villa 1 0% 1 0% 5 2% 0% 0% 0% 7 1% 7 1%

rustici 0% 9 2% 0% 0% 0% 2 1% 11 1% 11 1%

rustici 0% 9 2% 0% 0% 0% 2 1% 11 1% 11 1%

icons 41 15% 44 10% 28 9% 13 11% 7 70% 50 23% 183 13% 183 13%

famous personalities 0% 0% 2 1% 0% 0% 0% 2 0% 2 0%

Hermann Hesse 0% 0% 1 0% 0% 0% 0% 1 0% 1 0%

Martha Argerich 0% 0% 1 0% 0% 0% 0% 1 0% 1 0%

folklore 1 0% 1 0% 0% 4 3% 0% 0% 6 0% 6 0%

costume 1 0% 0% 0% 1 1% 0% 0% 2 0% 2 0%

folk festival 0% 1 0% 0% 3 3% 0% 0% 4 0% 4 0%

logograms 30 11% 17 4% 7 2% 5 4% 7 70% 28 13% 94 7% 94 7%

flag 7 3% 0% 3 1% 0% 0% 2 1% 12 1% 12 1%

logo 23 8% 17 4% 4 1% 5 4% 7 70% 26 12% 82 6% 82 6%

symbol 10 4% 26 6% 19 6% 4 3% 0% 22 10% 81 6% 81 6%

sun 0% 1 0% 0% 0% 0% 0% 1 0% 1 0%

mediterranean 4 1% 21 5% 18 6% 0% 0% 4 2% 47 3% 47 3%

traditional objects and place 0% 2 0% 0% 0% 0% 6 3% 8 1% 8 1%

traditional products 6 2% 2 0% 1 0% 4 3% 0% 12 6% 25 2% 25 2%

people 37 13% 55 12% 40 13% 19 16% 0% 40 19% 191 14% 191 14%

all 35 13% 50 11% 38 13% 18 15% 0% 31 14% 172 13% 172 13%

children 1 0% 3 1% 3 1% 0% 0% 4 2% 11 1% 11 1%

family 3 1% 4 1% 4 1% 0% 0% 1 0% 12 1% 12 1%

general 6 2% 13 3% 4 1% 6 5% 0% 4 2% 33 2% 33 2%

mature 7 3% 14 3% 7 2% 5 4% 0% 6 3% 39 3% 39 3%

N.A. 1 0% 0% 1 0% 0% 0% 0% 2 0% 2 0%

young 17 6% 16 4% 19 6% 7 6% 0% 16 7% 75 5% 75 5%

guests 1 0% 2 0% 0% 0% 0% 4 2% 7 1% 7 1%

family 0% 2 0% 0% 0% 0% 0% 2 0% 2 0%

mature 0% 0% 0% 0% 0% 1 0% 1 0% 1 0%

N.A. 1 0% 0% 0% 0% 0% 0% 1 0% 1 0%

young 0% 0% 0% 0% 0% 3 1% 3 0% 3 0%

resident 1 0% 3 1% 2 1% 1 1% 0% 5 2% 12 1% 12 1%

general 1 0% 0% 0% 0% 0% 0% 1 0% 1 0%

mature 0% 1 0% 2 1% 1 1% 0% 2 1% 6 0% 6 0%

young 0% 2 0% 0% 0% 0% 3 1% 5 0% 5 0%

scenery 105 38% 167 38% 116 38% 38 32% 2 20% 44 21% 472 35% 472 35%

blue 28 10% 55 12% 38 13% 10 8% 1 10% 19 9% 151 11% 151 11%

lake 3 1% 38 9% 38 13% 6 5% 1 10% 13 6% 99 7% 99 7%

mountain lake 17 6% 7 2% 0% 0% 0% 2 1% 26 2% 26 2%

river 8 3% 10 2% 0% 4 3% 0% 4 2% 26 2% 26 2%

green 76 27% 109 25% 64 21% 26 22% 1 10% 25 12% 301 22% 301 22%

countryside 8 3% 1 0% 2 1% 5 4% 0% 3 1% 19 1% 19 1%

forest 15 5% 15 3% 6 2% 5 4% 0% 3 1% 44 3% 44 3%

mountains 49 18% 71 16% 45 15% 12 10% 1 10% 16 7% 194 14% 194 14%

park 4 1% 22 5% 11 4% 4 3% 0% 3 1% 44 3% 44 3%

red 1 0% 3 1% 14 5% 2 2% 0% 0% 20 1% 20 1%

autumn 1 0% 1 0% 0% 0% 0% 0% 2 0% 2 0%

sunset 0% 2 0% 14 5% 2 2% 0% 0% 18 1% 18 1%

urban & rural 13 5% 50 11% 40 13% 9 8% 0% 17 8% 129 9% 129 9%

rural 7 3% 28 6% 13 4% 4 3% 0% 11 5% 63 5% 63 5%

farmlife 3 1% 1 0% 0% 0% 0% 3 1% 7 1% 7 1%

village 3 1% 24 5% 13 4% 4 3% 0% 6 3% 50 4% 50 4%

wildlife 1 0% 3 1% 0% 0% 0% 2 1% 6 0% 6 0%

urban 6 2% 22 5% 27 9% 5 4% 0% 6 3% 66 5% 66 5%

city 6 2% 22 5% 27 9% 5 4% 0% 6 3% 66 5% 66 5%

Total 279 100% 441 100% 303 100% 119 100% 10 100% 214 100% 1366 100% 1366 100%
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9. Email from ETT 

 

Da: Pea Carlo [carlo.pea@ticino.ch] 

Inviato: mercoledì, 21. gennaio 2015 09:22 

A: Zora Daria 

Oggetto: informazioni brochures Ticino Turismo del passato 

 

 

Buongiorno Daria, 

 

 

Tramite wetransfer le invio alcuni prospetti doc pdf che sono riuscito a trovare. 

 

Mi è impossibile comunque farle avere come da lei richiesto ogni prospetto per decade, perché a quel tempo i 

prospetti venivano ristampati per i diversi anni. 

 

Prospetto Ticino 1971 → stampato fino alla realizzazione del nuovo Prospetto Ticino 1978 Prospetto Ticino 1978 

→  stampato fino alla realizzazione del nuovo Prospetto Ticino 1994 Prospetto Ticino 1994 →  stampato fino alla 

realizzazione del nuovo Prospetto Guida Ticino anni 2000 Prospetti  Ticino Parchi e Giardini, il Ticino 

Contemplativo, il Ticino e i suoi Sapori, il Ticino in Mountain Bike stampati negli anni 2000 Difatti abbiamo 

realizzato la sezione Ieri, oggi, domani: il turismo in Ticino cercando di avere traccia di quanto stampato nei vari 

anni … non tutto purtroppo … Cerco di trovare su carta ciò che manca in digitale. 

Resto volentieri a disposizione per eventuali altre domande in merito. 

Con i migliori saluti. 

Carlo 

 

 

 

Scopri i panorami più belli del Ticino – www.panorama.ticino.ch<http://www.panorama.ticino.ch/> 

________________________________ 

TICINO TURISMO 

Carlo Pea 

Content Manager 

Via Canonico Ghiringhelli 7 

CP 1441 - 6501 Bellinzona 

Tel: +41 (0)91 825 70 56 | Diretto: +41 (0)91 821 53 24 E-Mail : carlo.pea@ticino.ch 

 

-----Messaggio originale----- 

Da: Daria Zora [mailto:daria.zora@usi.ch]  

Inviato: mercoledì, 21. gennaio 2015 10:47 

A: Pea Carlo 

Oggetto: RE: informazioni brochures Ticino Turismo del passato 

 

Gentile Sig. Pea, 

innanzitutto grazie mille per il suo supporto, ho appena scaricato le immagini 

 

Quindi se ho capito bene queste sono tutte le brochures prodotte da Ticino turismo dagli anni Settanta ad oggi? 

Corretto? è per capire, dato che dovrò specificarlo nella tesi. 

- Prospetto Ticino 1971 → stampato fino alla realizzazione del nuovo Prospetto Ticino 1978 

- Prospetto Ticino 1978 →  stampato fino alla realizzazione del nuovo Prospetto Ticino 1994 

- Prospetto Ticino 1994 →  stampato fino alla realizzazione del nuovo Prospetto Guida Ticino anni 2000 

- Prospetti  Ticino Parchi e Giardini, il Ticino Contemplativo, il Ticino e i suoi Sapori, Guida Ticino stampati negli 

anni 2000 

- Prospetti degli ultimi anni : Cultura e Eventi, Fiumi e Laghi, Escursioni e Natura, Dream Book, Dream Map 

 

Grazie mille per i dettagli 

https://mail.usi.ch/owa/UrlBlockedError.aspx
https://mail.usi.ch/owa/redir.aspx?SURL=9uf8h_PkE8FNzFsFW66NeqjnGFbSJE6Et2icRzgN2baNajkaARHSCG0AYQBpAGwAdABvADoAZABhAHIAaQBhAC4AegBvAHIAYQBAAHUAcwBpAC4AYwBoAA..&URL=mailto%3adaria.zora%40usi.ch
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Cordialmente 

 

Daria Zora 

Master Student in International Tourism 

Università della Svizzera Italiana 

________________________________ 

 

Pea Carlo [carlo.pea@ticino.ch]  

Inviato:  mercoledì, 21. gennaio 2015 13:10  

A:  Zora Daria  

 
 

 

 

Sì ...in effetti è così, per i prospetti detti Guida Ticino o d'immagine. 

 

 

Saluti. 

 

Carlo 

 

TICINO TURISMO 

Carlo Pea 

Content Manager 
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10. Arrivals per area 1935-1960 

 

 

Year/Are
a 

Arrivals 
Locarno 

Arrivals 
Lugano 

Arrivals 
Ascona 

Arrivals 
Brissago 

Arrivals 
Valle Maggia 

Arrivals area of 
Bellinzona 

1935 36898 126139 7402 5815   

1936 32206 120221 6747 5000   

1937 38361 159677 8490 5143   
1938 42574 157744 9287 5915 989 14930 

1939 28963 98597 6096 4396 616 11194 

1940 30248 76402 6806 4238 753 10866 

1941 39391 97102 8608 4425 781 13365 
1942 37859 99486 9107 4343 1486 13660 

1943 32938 93869 8039 4063 1316 12464 

1944 34026 92506 8457 3672 953 11730 

1945 58254 151106 5278 4465 1156 15181 
1946 58782 229927 13130 5224 979 21693 

1947 65709 198161 13630 5522 886 20089 

1948 67832 211939 14788 5466 915 20071 

1949 62994 203209 15419 5874 854 17882 
1950 62460 215424 15778 7479 686 18634 

1951 72832 240708 17973 7081 730 20100 

1952 79578 245992 19150 9374 1185 21218 

1953 96012 272365 22142 10365 1467 24025 
1954 98418 271690 24662 9530 1230 22608 

1955 104023 281852 26457 10445 1403 28405 

1956 98968 305151 26911 11118 1198 32687 

1957 99808 323329 30842 11328 1362 41038 
1958 93853 309776 29996 11037 1446 40042 

1959 107285 337182 32515 11715 1461 39512 

1960 106581 333363 30325 11499 1841 44942 

1961 110454 354824 34510 12635 1663 50391 

1962 107982 344621 34788 12458 1485 57797 

1963 105365 336338 35833 13022 1503 61206 

1964 100416 325209 38250 12768 1169 60537 
1965 109387 334319 41635 12478 1440 61621 

1966 116241 240825 43641 12816 1464 67804 
Figure 30 Arrvals 1935-1960 Areas of Lugano, Locarno, Ascona, Brissago, Bellinzona and Valle Maggia 

(Ufficio delle Ricerche Economiche, 1968, pp 27-42)                                                 
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11. Question for In Depth Interview  

1. How do you see the evolution of the Brand Ticino in the past, along the history? 

2. How do you perceive the Brand Ticino today? 

 2.1 How did the brand change compared to the past 

 2.2 Which are the current strengths and weaknesses of the brand Ticino? 

3. How do you think the Brand Ticino will develop in the future? 

 3.1 If in the future, the brand Ticino will need to change its strategy, should it focus on  

 something in particular? 

 3.2 If the Brand Ticino will be renovated in the future, what should be avoided compared 

 to the current Ticino brand? 

4. What strategy could be used to make the Brand Ticino a successful brand? 

5. Do you know any case studies about a successful rebranding strategy adopted by a 

destination? 

 

12. In Depth Interviews  

 

12.1Interview with Mr Eugenio Foglia 

 

Date: 24th of June 2014 

Time: 3 p.m.  

Place: Novotel Paradiso, 6900 Lugano  

Interviewee: Mr Eugenio Foglia (E.F.), Ex Director of Ticino Turismo (1992-2000) 

Interviewer: Daria Zora (D.Z.) 

 

D.Z- Iniziamo dalla prima domanda; come valuta l’evoluzione del Brand Ticino dal passato ad 

oggi? 
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E.F- È difficile esprimere un giudizio preciso in merito, se non si sono fatte delle ricerche di 

mercato al riguardo. È un’impressione quella che diamo, non è una valutazione scientifica. 

Inoltre la valutazione dipende dall’area geografica; se la valutiamo noi o l’ospite, la valutazione 

dell’ospite dipende rispettivamente dalla provenienza e dall’area linguistica. La notorietà del 

brand è a mio parere comunque aumentata. Questa valutazione dipende da chi la fa: se è un 

soggetto germanofono, anglofono o italiano. La valutazione del brand Ticino o Tessin da parte 

del germanofono è sicuramente migliorata, e più attuale. L’area italofona, francofona e 

anglofona sono ancora distanti dal raggiungimento di questo traguardo, ma la notorietà è 

comunque aumentata.  

D.Z.- Domanda numero due, come valuta il brand attuale del Ticino? 

E.F- Rispetto a prima, il brand attuale del Ticino è passato dalla Sonnenstube, che è un genere 

legato agli stereotipi, ad un concetto più dinamico, attuale e moderno. Per dinamico si intendono 

le attività fisiche, ad esempio quelle sportive, per culturali ad esempio quelle ricreative. 

Anche i punti di forza e di debolezza del brand Ticino, dipendono dall’area di provenienza. 

Nell’area germanofona il brand è più noto come Tessin anziché come Ticino, ed è legato ancora 

al clima ed alla natura come elementi di positività. L’elemento di negatività è l’urbanizzazione, 

per la quale siamo noti.  

 

D.Z- Come area germanofona intende anche la Svizzera Tedesca? 

E.F- Certo, intendo la Germania e la Svizzera tedesca. 

La debolezza del brand consiste nella sua traslazione e notorietà nell’ambito del territorio: il 

brand è Tessin o Ticino, quale usare? Oppure occorre crearne uno nuovo destinato all’area 

germanofona, dalla quale proviene il 60-70% circa dei nostri pernottamenti?  La debolezza è la 

notorietà del Ticino o Tessin. 

 

D.Z.- Quindi Lei intende che c’è una perdita di italianità nel Ticino? 

E.F- No assolutamente. Io sono dell’avviso che la perdita di notorietà del brand Ticino non 

consiste nella sua germanizzazione, come si temeva negli anni Settanta, ma al contrario dipende 
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dall’eccessiva italianizzazione. Abbiamo anche perso la nostra identità dialettale, e tanto anche 

come attrattiva storico-architettonica. 

 

D.Z.- Ma qual’ è secondo Lei il più grande punto di forza? 

E.F- Il Punto di forza è quello ancora legato agli stereotipi, perché è difficile trasmettere e creare 

una nuova immagine se non si hanno i mezzi per farlo. Ad esempio “Campari” aveva fatto una 

prova : non ha fatto pubblicità per un anno e le vendite sono stranamente calate, anche se si 

trattava di un prodotto di notorietà eccelsa.  

Alle volte fanno più propaganda i fatti che succedono in Ticino anziché gli sforzi degli enti 

turistici. In questo mi includo anche io. Ad esempio la tragedia del San Gottardo è stata una 

pubblicità incredibile per il Ticino, molta gente non era al corrente dell’esistenza di un Cantone 

di nome Ticino e dunque della Svizzera Italiana. Ticino o Svizzera Italiana, è un punto di cui 

parleremo ancora successivamente. 

Una volta si cercava di nascondere quello che succedeva. 

D.Z.- Come pensa che il brand Ticino si svilupperà nel futuro? 

E.F-A mio parere, lo sviluppo dipende sempre dal mercato al quale ci si rivolge : Germania, 

Svizzera, mondo anglofono o BRIC. Secondo me nell’area germanofona il brand si svilupperà 

più o meno come prima, con l’aggiunta importante di nuovi sport, nuove attività, nuove originali 

proposte e curiosità che hanno una notevole influenza sull’immagine generale del Canton Ticino 

: un ottimo esempio potrebbero essere le tradizionali passeggiate accompagnate al bungee 

jumping,  il canyioning abbinato alle visite di musei storici che ci sono ma che non abbiamo 

valorizzato adeguatamente,se non da parte di qualche agenzia specializzata.     

D.Z.- Lei quindi parla di offerte di attività ricreative, culturali e sportive fatte da agenzie 

specializzate? 

E.F..- Si. Tra l’altro, l’immagine, la promozione e la propaganda, avvengono attraverso contatti 

con agenzie specializzate del settore. Mi ricordo una agenzia di nome Trekking che, se non 

ricordo male, è stata la prima ad organizzare il bungee jumping e il canyioning. All’inizio non 

portava tanti pernottamenti, ma con il tempo sono aumentati.  

D.Z.- Quindi Lei dice che questa offerta già esiste? 
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E.F.- Si esiste, ma andrebbe incrementata secondo me, perché ha delle ricadute a livello di 

immagine, allontanandoci dallo stereotipo del “Dolce far niente”, slogan che veniva già 

utilizzato. Oggi si ha bisogno del contrario: il “dolce far qualcosa”.  

D.Z.- Se il brand Ticino verrà rinnovato nel futuro, cosa dovrebbe essere evitato rispetto al brand 

attuale? 

E.F- Non è una domanda facile, perché innanzitutto bisogna decidere il nome da utilizzare : 

Ticino, Southern Switzerland, o Ticino,  Italian Switzerland ? Questi nomi creano confusione. 

Come ad esempio accadeva in Giappone usando il termine Italian Switzerland. Essendo piccola 

la Svizzera, è facile indurre in confusione, sarebbe meglio usare il nome Svizzera e basta.  

Il nome da utilizzare, anche in questo caso dipende dal mercato a cui ci si rivolge, ad esempio in 

Giappone utilizzerei solo Switzerland, mentre negli Stati Uniti utilizzerei solo Southern 

Switzerland, essendo piú noti. Nell’Europa e nei mercati germanofoni e Anglofoni utilizzerei 

Ticino o Tessin. In Italia il nome Ticino spesso è confuso con il fiume, anche se adesso, grazie agli 

scandali finanziari. Quando le televisioni  vengono a filmare le banche di Lugano, questa è una 

forma di pubblicità negativa, ma è pur sempre pubblicità. Un mio predecessore diceva: “ ne parlino 

male o ne parlino bene, purché ne parlino”,  

D.Z.- Che strategia potrebbe essere utilizzata per rendere il brand Ticino un brand di successo? 

E.F.- La strategia potrebbe essere o molto complicata o piuttosto semplice : presentare il brand 

come un vasto assortimento di prodotti, oppure insistere su un argomento solo o su un punto 

forte. Questo è difficile da attuare per le ricerche da compiere, ma sarebbe semplicissimo se 

avessimo i mezzi per poterle fare. Del resto come si fa ad influenzare le scelte del mercato con 

un brand di cui ancora non si conosce l’esistenza? 

D.Z.- Quindi secondo Lei mancano i mezzi? 

E.F.- Si, ma non solo a livello cantonale, anche a livello nazionale. Il brand dell’intera Svizzera 

esiste ed è rinomato, perché la gente pensa alle Alpi, alla qualità dei servizi, etc, ma il Ticino 

resta poco conosciuto pur avendo un vasto assortimento di attrattive, come: Lugano, Ascona, 

Locarno, le Valli, il sole, gli sport, le attività ricreative, etc. Il brand necessita di mezzi finanziari 

enormi. 

Ad esempio la Spagna e la Grecia in passato, al tempo delle dittature, hanno cambiato il brand 

imponendosi a livello turistico,ma con un enorme dispendio economico.  
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Ricordo che a quei tempi la Svizzera faceva in Germania o altrove inserzioni in riviste e 

quotidiani e ancora internet non c’era. Il budget che veniva speso a livello turistico in tutto il 

mondo, era equivalente al dispendio economico sostenuto dalla Grecia nel mercato tedesco. 

L’invasione di Grecia e Spagna ha avuto aspetti non solo positivi, ma da un punto di vista 

finanziario sicuramente  è servito a qualcosa. 

D.Z.- Se riprendiamo quello che Lei ha detto in precedenza  su cosa dovrebbe puntare quindi il 

Ticino, su qualcosa di specifico o su un vasto assortimento di prodotti? 

E.F.- Prima di proporre qualcosa, bisognerebbe crearla. Per creare un’immagine occorre che ció 

che le sta dietro esista veramente. Io direi che innanzitutto andrebbe creata una corporate identity 

propria, applicabile a tutti. Non so se  al momento esiste, io avevo provato a introdurla, e con 

questo non voglio dire che stavo facendo la cosa giusta, ma dopo dieci anni l’hanno cambiata ed 

hanno adottato quella di Svizzera Turismo. A livello grafico, secondo me, si tratterebbe di 

ricrearla  mantenendo e rafforzando il messaggio attraverso l’immagine  stessa.  Per fare questo 

peró servirebbe il lavoro di un’agenzia di comunicazione che se ne intenda, di quelle “toste”. 

Bisogna adattare il brand anche ad uno slogan accattivante, simpatico, ironico, etc. Ad esempio 

“St.Moritz Top of the World” o “Champagne climate”, sono questi  degli slogan che trasmettono 

qualcosa ed hanno un certo impatto. 

D.Z. Lei dice che Ticino Turismo ora cerca di prendere l’immagine che viene trasmessa da 

Svizzera Turismo. Lei dice che invece  dovrebbe differenziarsi da questa per essere piú 

caratteristica ?  

E.F- L’immagine dovrebbe essere una perla all’interno dell’offerta Svizzera.  “The italian flair of 

Switzerland” o  “smiling Switzerland” sono una base di partenza, ma su questi andrebbe fatto un 

brain storming per trovare lo slogan giusto.  Un altro esempio potrebbe essere: “Colourful 

Switzerland”,  “ Ticino the Swiss open air Theatre”, “Blossom in nature”, “the mediterranean 

touch of Switzerland”. Questi slogan li avevamo usati a livello dilettantistico per cercare di 

diffondere l’immagine del Ticino, eppure tanti giornalisti li hanno poi riportati. Una campagna 

che avevamo fatto si basava sulla negazione di tutti gli stereotipi legati alla Svizzera e diceva : 

“We do not eat fondue, we do not sing yoedel, etc.”. Fu un successo di pubblicazione, però non 

posso dire se l’immagine  del Ticino riuscí veramente a passare.  

D.Z- Quindi avete cercato di distanziarvi dai vecchi stereotipi? 
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E.F.- Sì, perché la Svizzera in passato veniva forndamentalemente venduta come la “Land of 

Cheese and Cou-cou clocks”, ora probabilmente non sarà piú cosí. 

5. Lei conosce qualche caso di rebranding strategy? 

Per quello che so, una strategia di rebranding di successo in Svizzera l’hanno avuto Davos 

Klosters e Heidiland. Graubünden  è un nuovo brand utilizzato in tutte le lingue. Prima era 

Grisons, Grigioni, ora solo Graubünden, e in più hanno trovato un logo originale :  le corna 

stilizzate dello stambecco. Nei Grigioni tutti i cartelloni turistici sono uguali nello stile, mentre in 

Ticino è  un pasticcio, e purtroppo questo non cambierà nemmeno con la nuova legge sul 

turismo. 

Conosce l’ordine militare di fanteria “Avanti in ordine sparso”? Ecco, secondo me è quello che 

avverrà con la nuova legge, che al posto di unire le forze sta facendo esattamente il contrario. 

Altro caso di successo è la Weisse Arena con Flims e Laax. A livello internazionale ci sono tanti 

casi di rebrand turistico, ad esempio Barcellona che, se non ricordo male, aveva lo slogan “smile 

you are in Spain”. Con questo volevano creare un nuovo brand post dittatoriale, hanno avuto 

successo, correndo peró  il rischio di diventare destinazione  del turismo di massa, che soffre più 

degli squilibri finanziare rispetto alle destinazioni per il turismo d’élite, come nel caso di St 

Moritz. 

D.Z.- Come nuovi Brand Lei ha menzionato, Davos, Heidiland, Laax, Weisse Arena; perché?  

E.F.- Perché questi si sono dotati di una nuova corporate identity, ciò significa che hanno avuto 

molti aiuti su cui poter contare, per trovare una nuova identità. Hanno anche creato nuovi 

prodotti, offerte, nuove piste, etc. In campo turistico bisogna saper creare con originalità, con 

creatività. Noi dall’altra parte ostentiamo  e  non rappresentiamo più una novità anche nei 

mercati tradizionali. Non so quante delle famiglie svizzere tedesche vengono ancora in Ticino, 

perché ormai le distanze si sono accorciate e le destinazioni che prima erano  lontane ora sono 

facilmente raggiungibili. In Ticino ancora non hanno capito che i competitori non sono Lugano e 

Locarno, ma i nuovi concorrenti sono le destinazioni lontane, facilmente raggiungibili e che 

offrono prezzi competitivi.  

Anche il Ticino deve cercare i mercati dove rappresenta la novità, come nei BRIC ad esempio. 

So che ci stanno provando. Non so dire se lo stanno facendo bene o male. Posso dire che non lo 

stanno facendo bene  come gli altri per una mancanza di mezzi. Questo lo posso garantire. In 
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Ticino per il turismo si è sempre fatto poco perché il turista non ha diritto di voto. Questo l’ho 

anche detto quando ero in funzione e non ha giovato alla mia persona in ambito politico. 

D.Z- Continuiamo a parlare degli esempi che Lei ha riportato come destinazioni di successo con 

le loro nuove rebranding strategies. È  stato piú semmplice per loro, in quanto si parla di piccole 

realtà, rispetto al Ticino che invece ha un’amplia  diversità territoriale che comprende laghi,  

valli,  città etc. 

E.F.- Ad esempio Graubünden è più grande del Ticino ma l’hanno fatto. Certamente è più facile 

per una piccola destinazione identificarsi in un prodotto  rispetto a un cantone. Uno slogan che 

utilizzavo e utilizzano tutt’ora, suppongo sia  “dai ghiacciai alle palme”, per dare l’idea di un 

vasto assortimento di prodotti. 

So che a livello di stampati il Ticino sta facendo un buon lavoro, però, purtroppo, per la 

mancanza di mezzi è difficile raccoglierne i risultati.  

Riguardo alla nuova legge del turismo io non sono a favore. Quando la politica si intromette non 

è mai positivo. In tanti paesi l’organo che si occupa di promozione turistica non è costituito da 

enti di diritto pubblico. Nella Svizzera stessa partecipano tanti enti di diritto privato. In Ticino 

siamo diventati ente di diritto pubblico ed è da qui che sono iniziati gli interventi della politica. 

Inizialmente era positivo perché si interessavano del tema “turismo”, ma ora  se ne interessano 

nel modo sbagliato, solo per il proprio prestigio personale. In Ticino regna nuovamente il 

campanilismo che era quasi scomparso. In passato si collaborava tra i vari enti ed eravamo cosí 

riusciti a  realizzare la campagna pubblicitaria più bella di tutte, intitolata Teatro Ticino: 

rappresentava il Ticino come un palcoscenico. È durata solo un anno, erano stati spesi tanti soldi, 

poi man mano è regredita. C’era stata comunque la partecipazione corale dei tre enti : Lugano, 

Locarno e Valli. 

 

12.2 Interview with Professor Pietro Berritelli 

 

Date: 27th of June 2014 

Time: 3 p.m.  

Telephone Interview  
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Interviewee: Prof. Pietro Beritelli, Universtät St. Gallen (P.B.) 

Interviewer: Daria Zora (D.Z.) 

 

D.Z.- Prof Beritelli, Lei come valuta l’evoluzione del Brand Ticino dal passato fino ad oggi? 

P.B.- Per brand che cosa intende esattamente.? 

D.Z.- Il Brand inteso come marchio e tutto ciò che esso rappresenta. 

P.B.- Intende il logo? 

D.Z.- Non solo, ma anche tutto ciò che rappresenta come immagine del Ticino. 

P.B.- L’immagine del brand del Ticino dipende tanto dai mercati a cui si riferisce. Il mercato 

principale è sicuramente quello  della Svizzera Tedesca e della Germania. Si parlava sempre 

della “ Sonnenstube der Schweiz”: è stata sviluppata negli anni 20-30 ed è rimasta fino agli anni 

80-90, per poi andare  svanendo. 

Oggi l’immagine persistente  nei consumatori è sempre quella di  venire in Ticino, oltre il 

Gottardo, perché qui fa più caldo.  Infatti sono molti gli svizzeri tedeschi che facilmente 

scelgono tutt’ora di venire in Ticino perché qui fa più caldo. Il problema però è che il Ticino non 

è piú inteso come Sonnenstube e come sud, ma il turista, per la aumentata possibilità di 

spostamento, si spinge ancora oltre, e va nel nord Italia per raggiungere il Mediterraneo. Il 

Ticino non viene più percepito, come in passato,  come unica zona dove poter godere di un clima 

caldo. Prima era l’offerta più fattibile e piú vicina. Ora invece l’offerta del Ticino è relativa 

perché facile raggiungere altre destinazione anche per brevi periodi.  

D.Z.- Lei Dice che ormai l’immagine del Ticino  al giorno d’oggi non è più percepita come 

Sonnenstube, ma è completamente cambiata? 

P.B.- È diversa, ora è più diversificata. Ormai si parla tanto degli eventi in Ticino, del Festival di 

Locarno, dello shopping e anche del Ticino inteso come ante-porta di Milano. Si percepisce il 

Ticino in un altro contesto, e così aumentano le possibili offerte ma diminuisce la tipicità del 

territorio, per quelle persone che ancora pensano di venire in Ticino per il clima. Il Ticino dal 

punto di vista  dell’offerta turistica è cambiato. Prima i turisti si fermavano negli hotels, ora tanti 

hanno una seconda casa e molti svizzeri tedeschi si sono anche stabiliti a vivere in Ticino, 
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aprendo loro stessi piccoli hotels realizzando un sogno, o come seconda patria, o come nuovo 

posto di lavoro. 

Il Ticino,  dal punto di vista recettivo ha assunto un  nuovo carattere: non è più il posto dove 

fermarsi due o tre settimane per fare le vacanze al lago presso un grande hotel inteso quasi come 

una seconda casa, visto il tempo in cui soggiornavano, oggi esistono le seconde case vere e 

proprie. Quindi il turismo in Ticino non è più inteso come una forma industriale di vacanza. La 

clientela che poteva permettersi un determinato budget, considerava il Ticino una destinazione 

primaria dove soggiornare ogni anno per un lungo periodo.  

D.Z.- Lei Come valuta  l’attuale brand del Ticino? Ne ha già accennato in precedenza e Quindi 

possiamo parlare dei seguenti punti: 

Come è cambiato il Brand Ticino rispetto al passato?  Quali sono i suoi punti di forza e di 

debolezza? 

P.B.- Preferisco sempre parlare dell’immagine. L’immagine del Ticino è diventata più 

diversificata ma meno turistica. Gli svizzeri tedeschi pensavano al Ticino come destinazione di 

vacanza ora invece è inteso come piazza d’affari per industrie, seconde case, edilizie, eventi, 

vacanze brevi al lago.  Cosí il Ticino è diventato più ricco, meno netto e, visti  i problemi che ci 

sono, con più opportunità. Adesso il  Ticino permette di pensare a più opportunità , non soltanto 

al tipo di vacanza che si faceva in passato, perché ora ci sono altre opzioni. 

Lo sviluppo del turismo in Ticino, cosí come per altre zone della Svizzera, va di pari passo con 

lo sviluppo economico della società nella zona. Il cambiamento dell’immagine è dovuto al 

cambiamento del modo di vivere, di lavorare, dei trasporti, dell’ industria, eccetera. Di 

conseguenza cambia l’esperienza turistica nel territorio e a sua volta l’immagine del Ticino 

stesso.  

D.Z.- Quindi il cambiamento per lei è un punto di forza? 

P.B.- Lo vedo come uno sviluppo che non deve necessariamente associarsi a qualcosa di 

negativo ma che può essere anche un vantaggio, ad esempio non si pensa più al Ticino solo 

esclusivamente come meta di vacanza ma anche solo come destinazione per fare shopping. 

Quindi non penso che sia un punto debole, ma lo vedo piú come uno spunto per una nuova forma 

di turismo .  

D.Z.- Lei come pensa che si sviluppera nel futuro l’immagine del Ticino?  
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P.B.- Come destinazione per vacanze brevi, grazie ai buoni collegamenti. Il Ticino è vasto, ci 

sono zone di montagna più remote dove la vita è più rurale, lo sviluppo del turismo è piú lento.  

D.Z.- Se nel futuro l’immagine del Ticino necessiterà di cambiare la sua strategia, dovrebbe 

puntare su qualcosa in particolare secondo lei? 

P.B.- No, va bene come si sta sviluppando, anche perché  puntare su una cosa in particolare è 

rischioso, perché i turisti potrebbero non venire. E allora cosa succederebbe?  inoltre, visto il 

periodo di cambiamenti, come si puó decidere su cosa puntare? Bisogna prima vedere come si 

svilupperanno i vari flussi e forme di turismo Quelli che prevarranno, determinerann le 

opportunità e le situazioni da sviluppare. Ma la situazione è ancora troppo incerta.  

D.Z.- Se l’immagine del Ticino verrà rinnovata, nel futuro cosa dovrebbe essere evitato rispetto 

alla situazione attuale? 

P.B.- Forse la parte negativa è data dal disordine che il turista puó percepire, ma che non è 

sicuramente peggiore rispetto ad altre zone. Tanti associano l’idea del Ticino alle code di 

macchine che si formano alla galleria del San Gottardo; si percepiscono delle opportunità come 

anche dei rischi, ad esempio la possibile perdita di tempo. Alcune cose funzionano ed altre no, 

queste ultime sono le cose che bisogna cercare di misurare, capire e quindi migliorare. Tutto 

questo tenendo conto delle possibilità recettive del territorio 

D.Z.- Che strategia potrebbe essere utilizzata per rendere l’immagine del Ticino, un’immagine di 

successo 

P.B.- L’immagine viene fatta dai turisti, da tutte le esperienze vissute, da chi hanno incontrato, 

per cui il problema è dovuto a cosa i turisti credono di trovare in Ticino e da cosa effettivamente 

ottengono durante l’esperienza. Ciò si rinforza nei vari mercati, il passaparola è l’elemento 

dominante che gestisce l’immagine, la trasporta e diventa quindi il motivo portante per visitare 

una determinata zona. Io penso che forse per creare un’immagine migliore del Ticino 

bisognerebbe concentrarsi sulla qualità delle esperienze, dei servizi e del prodotto in generale 

della singola destinazione. Se si vuole cambiare o migliorare qualcosa, bisogna innanzitutto 

migliorare i prodotti e i servizi di trasporto. Solo cosí è possibile anticipare le esigenze dei turisti 

a destinazione raggiunta,capendo sia i limiti,sia le possibilità del luogo per quanto riguarda i 

trasporti, la recettività ecc. Questo migliorerebbe la nostra immagine nei vari mercati, i prodotti e 

le esperienze.  
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D.Z.-Conosce un caso di studio riguardante una strategia sulla ripresa dell’immagine, che sia 

stata di successo? 

P.B.- Mi ricordo molto bene casi di Glasgow, Las Vegas e Barcellona, dove peró il successo 

dell’immagine è associato a quello delle strategie di marketing adottate, che puntano soprattutto 

sulla promozione e sulla pubblicità. Ma il vero motivo del loro successo è perchè si sono 

riorganizzati, hanno ristrutturato le infrastrutture, hanno creato nuovi quartieri e nuove attrazioni, 

a livello di prodotto hanno cambiato “il volto” della città. Cambiando l’aspetto della città  

cambia anche la percezione del turista cambia. Oggi non si parla di Barcelona come una città 

trascurata o di Las Vegas come una città per i malati del gioco d’azzardo. Tutto ciò è dovuto alle 

nuove infrastrutture, ai nuovi hotels, alla pulizia delle strade, alla creazione di  nuovi quartieri, e 

nuove attrazioni. Il marketing e la pubblicità vengono dopo, non sono altro che il risultato finale. 

Se bisogna rilanciare una destinazione bisogna farlo innanzitutto a livello di infrastrutture, 

l’immagine viene dopo e la creo in base a ció che vedo e che racconto agli altri. È inutile 

cambiare il logo o il messaggio promozionale se l’immagine territoriale non è cambiata. Il turista 

racconterà sempre la propria esperienza sul posto e non il nuovo logo o messaggio promozionale. 

Peggio ancora se il messaggio promozionale non corrisponde all’esperienza stessa. 

D.Z. Conosce un caso di successo in Svizzera? 

P.B. Andermatt, con il grande resort che hanno costruito fuori dalla città. Andermatt è un piccolo 

paesino rispetto alla realtà del Ticino. Il Ticino ha realtà piú paragonabili ad una zona urbana, 

anzicchè a una zona di montagna. 

La parte sud è ormai come una grande città. Oggi la maggiore affluenza turistica avviene nelle 

zone urbane, meno nelle zone alpine. È quindi interessante vedere, per prenderne esempio, cosa 

fanno altre città e zone urbane per cambiare la propria immagine.  

D.Z.- La nuova legge sul turismo potrebbe avere un impatto sull’immagine? 

P.B. La legge di per se no, ma quello che si può fare con essa si. È la legge che distribuisce i 

compiti tra i vari enti e i fondi per i vari progetti. È più finalizzata al finanziamento dei progetti 

che non  delle istituzioni. Per finanziare un progetto bisogna prima presentare un business plan e 

questo comporta  un maggiore controllo e un migliore coordinamento tra Ticino Turismo e gli 

altri enti. La legge crea le condizioni per poter realizzare qualcosa al meglio, ma le cose giuste 

forse potevano essere fatte anche senza questa legge?  Forse sì. Spesso le cose giuste sono fatte 

dal settore privato, dove la legge non interviene non essendo, progetti pubblici o semipubblici. I 
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soldi che vengono investiti nel cambiamento dell’immagine provengono soprattutto dal settore 

privato che investe in nuovi prodotti, infrastrutture, etc. 

La legge non garantisce che i contenuti sono quelli giusti, ma ne garantisce il giusto 

procedimento 

 

12.3  Interview with Mr.Tiziano Gagliardi 

 

Date: 5th of July 2014 

Time: 2 p.m.  

Place: Bellinzona  

Interviewee: Tiziano Gagliardi, ex-director of Ticino Turismo (T.G.) 

Interviewer: Daria Zora (D.Z.) 

 

 

T.G.- Ho diretto per dodici anni Leventina turismo, poi per altri dieci anni l’Ente Cantonale.  

D.Z.- Sign. Tiziano Gagliardi, Lei come valuta l’evoluzione del Brand Ticino dal passato ad 

oggi? 

T.G.- Il turismo del ticino è cambiato sostanzialmente, è successo maggiormente dal 1970, con la 

creazione dell’Ente Cantonale per il Turismo. Questa è stata la vera evoluzione, fino ad allora 

c’erano solamente gli enti locali del turismo, ed ognuno di questi si gestiva autonomamente a 

livello finanziario, ma  principalmente a livello di marketing.  La Leventina in primis ha cercato 

di uscire da questa situazione, perché era la soluzione più semplice. Lugano e Locarno invece, 

che sono i due poli attrattivi maggiori, avevano già a disposizione delle importanti strutture 

alberghiere. Al contrario le Valli come la Leventina, la Valle Maggia, la Verzasca e anche tutte 

gli altri posti più isolati, sono stati riuniti sotto un unico marchio “Ticino”, cosí da assemblare le 

risorse sotto un brand unico. 
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D.Z.-Quindi la creazione di un unico brand a partire dagli anni ’70 ha giovato, secondo Lei, a 

queste zone più remote? 

T.G.- Assolutamente sì. Erano zone sconosciute che non avevano la possibilità di mostrarsi al 

pubblico e quindi di essere scoperte dai turisti. Dal mio punto di vista la ricchezza del Ticino è il 

territorio. Io considero il Ticino, e il mio pensiero è stato anche confermata dal direttore di 

Svizzera Turismo Juerg Smith, che il Ticino è una Svizzera in miniatura. Avevo un motto che 

diceva : “dalle palme ai ghiacciai”, questo  rappresentava al meglio questa immagine. 

D.Z.- Per quanto riguarda l’immagine del Ticino, secondo Lei, come è cambiata nel tempo? 

T.G.- È cambiata sostanzialmente perché prima le proposte erano esclusivamente puntate su 

Lugano e Locarno. Grazie alla riunione di tutti questi enti turistici locali il prodotto turistico, è 

stato completato e variato, e questo è stato un passo essenziale e i risultati hanno dimostrato la 

validità del progetto, anche se ci sono opinioni contrastanti a riguardo. Il Ticino ha difficoltà ad 

incanalarsi in una direzione voluta e pensata da chi ritiene il giusto. Mi spiego meglio: Locarno 

ed Ascona sono sempre state un po’ scettiche al riguardo, perché i finanziamenti vengono dalle 

tasse turistiche e le tasse turistiche sono generate dai pernottamenti. In questo contesto la 

Leventina, Bellinzona, etc. hanno pochi alberghi mentre la concentrazione piú elevata si trovano 

a Lugano, per Locarno, Ascona e i poli turistici questo è difficile da accettare. Due anni fa, 

quando me ne andai da Ticino Turismo hanno approfittato del momento per organizzare i 4 enti 

inclusi nella nuova legge e per gestire i soldi. L’agenzia turistica cantonale dovrà organizzare la 

raccolta dei fondi per il turismo a livello cantonale. Io non sono favorevole a questa nuova 

riorganizzazione, perché ritengo che cosí torniamo ai vecchi metodi e dunque “al vecchio 

articolo quinto”, è una battuta, l’articolo quinto dice che “chi ha i soldi ha vinto”. Questo non va 

bene, anche se Agenzia Ticinese per il Turismo ATT avrà a disposizione 7-8 milioni di franchi 

per dei progetti globali, però è chiaro che dovrà basare le sue attività di marketing seguendo i 

grandi poli, rischiando peró cosí, di ritornare alla situazione precedente. 

D.Z.- Quindi si tratterebbe di favorire Lugano, Locarno ed Ascona? 

T.G.- Sì sempre loro, che in parte è anche giusto, ma la gente non può dimenticare che il Ticino 

ha una ricchezza e cioè il territorio e la complementarietà di esso. La complementarietà del 

territorio, come ho già detto prima, è fondamentale per realizzare progetti. Il Ticino si può 

attraversare in un’ora e mezza da nord a sud, un ospite dopo un giorno e mezzo a Locarno vuole 

muoversi, deve muoversi. La mobilità è fondamentale nel turismo. In tutto ciò le valli mettono a 



Daria Zora           Branding Theories and Practices. The Case Study of the Brand Identity Ticino March 2015 

133 

 

disposizione il verde, sono “i polmoni verdi della regione”, mettono a disposizione l’acqua e 

offrono l’ambiente adatto per praticare l’escursionismo, che è un cavallo di battaglia insieme allo 

sport in generale. 

D.Z.- Passiamo ora alla seconda domanda,  che riprende un po’ quello che ha detto in precedenza 

: Lei come valuta il brand attuale del Ticino? Quali sono i punti di forza e di debolezza del 

Ticino? 

T.G.-Punti di forza del brand Ticino, era così e sarà sempre così, siamo il primo sud per chi 

viene da nord. Abbiamo l’italianità che è importantissima. 

D.Z.- Cosa intende Lei per italianità ?  

T.G.- per italianità intendo la “latinità”, il carattere delle persone meno spigoloso rispetto al resto 

della confederazione, la gioia di vivere. Il Gottardo è un confine fisico e mentale, l’approccio al 

sistema turismo per noi è differente. I nostri turisti doc, che erano e rimangono predominanti, 

sono gli svizzeri tedeschi. Loro apprezzano i grotti eccetera. Il turista arriva qui con la voglia di 

“festa”, quello che ora è cambiato è il fatto che a questa voglia di divertimento il Ticino ha 

saputo aggiungere delle perle alla sua offerta, che sono perle del territorio. Questo è il punto di 

forza, il nostro cantone offre davvero qualcosa di unico, torno al detto che ho cotato in 

precedenza : “dai ghiacciai alle palme e dalle palme ai ghiacciai”. Abbiamo laghi, fiumi, 

estensioni di verde, monti come il Generoso e il San Giorgio, i castelli e le montagne. 

D.Z.- E per quanto riguarda i punti di debolezza? 

T.G.- I punti di debolezza non sono legati al brand, ma alle infrastrutture che sono al limite, tipo 

i centri di accoglienza. La debolezza è dovuta ancora al fatto che ancora possiamo non essere 

accoglienti. Non riguarda direttamente il brand, ma d’altra parte è proprio il brand che raccoglie 

le persone che fanno turismo. 

D.Z.- Ma la “Non accoglienza” la intende più per la popolazione o per chi gestisce attività 

turistiche? 

T.G.- In generale la intendo per la popolazione, con questo non voglio dire che non siamo 

accoglienti, ma si può sempre migliorare.  

Il Ticino adesso si è buttato negli eventi, ma anche gli eventi sono sempre più legati alle persone 

lo organizzano. Io sono dell’opinione che la gente, i turisti, tornano se sentono un’ accoglienza 
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calorosa e se vengono ben accolti. Eventi e persone possono creare quell’emozione che favorisce 

il “ritorno”, ma si può migliorare, bisogna migliorare per fidelizzare i turisti. 

D.Z.- Lei come pensa che il brand Ticino si svilupperà nel futuro? 

T.Z.- La strategia non va cambiata, il Ticino, e quindi il brand Ticino, deve mantenere le perle.  

Ascona, Lugano e Locarno sono i nostri punti forza e devono essere utilizzati in maniera 

intelligente per promuovere il territorio. Se in Germania viene promossa Lugano si ha poco 

credito, in Germania bisogna parlare di Ascona e di Locarno. Negli Stati Uniti, ad esempio New 

York, bisogna parlare di Lugano Locarno nessuno la conosce, però comunque ciò che domina 

tutte le offerte è il brand Ticino. Cosa che si può migliorare, forse questo è stato anche un mio 

errore, era differenziarci di più a dipendenza del posto proposto e della offerta proposta. Quando 

cercavo di stimolare gli enti locali per cercare di formare un prodotto particolare, loro alla fine, 

magari anche senza volontà, proponevano tutti la stessa cosa, da Locarno a Lugano a Mendrisio 

alla Leventina. Quindi tutti usavano la cultura, l’enogastronomia, etc. Ecco l’enogastronomia è 

anche un punto di forza se gestito bene, sempre più è diventato un cavallo di battaglia, anche se 

bisogna essere onesti fino in fondo, la gastronomia ticinese l’abbiamo ripresa dalla Lombardia. 

Pensi ad un prodotto tipico ticinese, ad esempio la polenta, ma in verità la polenta viene dalla 

bergamasca, il risotto è milanese, ma in Ticino siamo riusciti furbamente ad appropriarci di 

questi piatti ormai riconosciuti come tipici ticinesi. 

Nel futuro comunque sarà importante differenziarsi e dovremo puntare sugli eventi. Gli eventi 

hanno avuto una grande evoluzione ma dividendoli per tutto l’anno potrebbero aiutare a 

riprendere nicchie importanti del mercato. 

Forse d’estate ci sono troppi eventi, anche quando dirigevo io era impossibile spostare le date, 

perché i grandi artisti si propongono solo in questo periodo perché sono in tour in Europa 

durante l’estate. Ad esempio il festival del film di locarno si sovrapponeva con il Jazz Ascona. In 

generale gli eventi sono tanti e danno successo. Moon  and stars e Estival a Lugano ora iniziano 

contemporaneamente, ma anche noi avevamo provato a spostarli, ma non c’è stato nulla da fare. 

In inverno invece, a parte il carnevale di Bellinzona, non c’è molto altro. 

D.Z.-Se il brand Ticino verrà rinnovato, in futuro, , cosa andrebbe evitato in rispetto al brand 

attuale? 

T.G.- Il sovrapporsi a livello di marketing e di proposte. Il contrario rispetto a ciò che ho detto 

prima. Bisognerebbe trovare delle specializzazioni territoriali. Una mobilità migliore è 
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necessaria, il traffico ad esempio al Gottardo è un freno penalizzante. Nel brand da evitare è la 

politica, le autorità. Se il Gottardo un giorno avrà una doppia galleria sicuramente le code 

diminuiranno e il flusso sarebbe molto più scorrevole, non ci sarebbero più colonne, ma sarà la 

popolazione a decidere prossimamente. 

D.Z.- Visto che siamo in argomento, Lei cosa pensa dell’Alptransit? 

T.G.- Si possono dire le solite frasi stereotipate, che potrebbe essere un’opportunità o una 

minaccia. Io penso che potrebbe essere un’opportunità e tra virgolette “abbiamo un po’ dormito”, 

nel senso che il 16 dicembre 2016 è domani, non siamo pronti e così diventerà più semplice 

raggiungere un polo attrattivo come Milano,  la Lombardia, Como che si sta evolvendo. I tempi 

si accorciano da Zurigo verso Milano, ma anche da Milano verso Zurigo e quindi l’utente, 

specialmente lo svizzero, non deve perdere l’opportunità. Nel nostro caso il turista che ad 

esempio arriva a Biasca poi che fa? Bisogna sviluppare il car sharing ed altre possibilità per 

favorire la mobilità. Una volta che il turista va a Bellinzona e visita i castelli, va a Lugano visita 

il museo dell’arte moderna, salgono sul San Salvatore;  ma poi? La complementarietà del 

territorio è fondamentale e diventa fondamentale se si dà alla gente la possibilità di raggiungere 

questi posti. In Valle Maggia, qualcosa deve portarti lì, ma in questo senso non abbiamo ancora 

quel tipo di sviluppo, per cui diventa molto facile che la gente passi dal Ticino senza fermarsi, 

ma continui il proprio viaggio. 

D.Z.- Ritornando al fatto degli eventi, parlando quindi dell’Expo 2015 cosa ne pensa, dato che 

attualmente è tema di molti dibattiti.? 

T.G.- Io ho lasciato l’Ente il 30 Agosto del 2012 e logicamente sono stato uno dei primi a creare 

questa struttura, che ha favorito il fatto che all’ Expo di Milano 2015 il Ticino e la Svizzera di 

conseguenza fossero dei leader dell’esposizione, grazie alla organizzazione e alla partecipazione 

del console svizzero a Milano. Il padiglione svizzero sarà vicino a quello italiano, cosa che gli 

altri stati ci hanno invidiato. Il Ticino potrebbe avere un ruolo guida grazie alla vicinanza, 

all’italianità etc. Ora siamo frenati in modo assurdo da questa testardaggine che rispecchia azioni 

politiche, in quanto tra poco ci saranno le elezioni. 

L’idea era di sfruttare l’Expo per rafforzare la nostra immagine, ci saremmo ritrovati nella 

situazione di avere 20 milioni di turisti a 60 minuti di distanza, invece bisogna andare a spendere 

molti più soldi per andare a prendere turisti da nazioni lontane come dalla Cina, dalla Corea, dal 

Giappone, ma con l’Expo sono proprio alle nostre porte. Il Cantone si stà tirando indietro ma per 
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ragioni politiche, non ha altri motivi. È giusto investire soldi pubblici in progetti validi, tral’altro 

tutti gli scandali riguardo all’Expo non aiuteranno e sicuramente i Ticinesi saranno sfavorevoli 

alla partecipazione all’Expo.  Il Ticino perderà in immagine e cosí perderà anche un importante 

opportunità. 

D.Z. che strategia potrebbe essere utilizzata per rendere il brand Ticino un brand di successo? 

T.G.- Mi permetto di dire che il brand Ticino è già un brand di successo, a parte il fatto che 

abbiamo perso molti pernottamenti, ma per fattori prevalentemente esterni, l’avvento dei voli 

low cost, destinazioni meno care, etc. Dipende tanto dai costi. 

Forse, come ho già detto in precedenza, si potrebbe migliorare l’accoglienza, e l’essere 

veramente geniali nel creare nuove proposte, sfruttando ciò che il territorio offre, è veramente 

importante per l’immagine quello che si offre,   e cioè la qualità del prodotto. In poche parole, 

quando si cerca su internet perché i  social media sono necessari per propagare il brand. Posso 

affermare che in il settore Ticino Turismo sta lavorando bene, ma questo non esclude che anche 

altri lo stiano facendo. Tutti si migliorano, questo importante. La gente in futuro, sarà sempre più 

dipendente dalla tecnologia e non possiamo permetterci di rimanere indietro. La gente, le 

generazioni future, tutti in Svizzera lavorano senza tregua per il miglioramento nell’uso di questi 

mezzi. Questa informatizzazione deve offrire prodotti che siamo all’altezza e  noi in questo 

siamo carenti. L’investitore però sta tornando a credere nel turismo. 

D.Z.- Quando parla di “carenza di prodotti” a cosa si riferisce esattamente? 

T.G.- Mi riferisco sempre all’accoglienza. Non abbiamo il numero sufficiente, di posti letto in 

hotel tre stelle, che siano facciano parte di una buona offerta. Molti alberghi, ad esempio nelle 

valli, sono tenuti male, ci sono naturalmente delle eccezioni. La gente e i giovani cercano Bed 

and Breakfast. L’offerta quindi deve cambiare. 

D.Z.- Conosce qualche caso di studio riguardante una strategia di ripresa del brand di successo 

(rebranding strategy) adottata per una destinazione turistica? 

T.G.- Ad esempio il Canton Grigioni che si è discostato dal tradizionale, ha tolto la Grubunden 

Ferien e ha riportato alle grosse mete come Davos, Arosa, St Moritz, lasciando una libertà, 

concedendogli di andare a conquistare dei mercati come la Germania,   questo però prima, se 

c’era una regione, adesso ci sono Davos e St Moritz che sono in competizione e sul lungo 

periodo può essere pericoloso. 
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Noi dovremmo riposizionarci, nel senso di concentrare le forze per proporre un’idea simile a 

quella del 1970.  Quindi proporre il territorio nel suo insieme. Dovremmo anche ripensare ai 

prezzi proposti in Ticino per i servizi turistici, siamo poco competitivi e ciò è stato anche 

dimostrato in un’analisi recentissima di Svizzera Tuirsmo. Lo studio certifica che il futuro della 

Svizzera, del Ticino in particolare, sarà di poca crescita perché siamo troppo cari. I paesi 

confinati come l’Italia adesso stanno subendo le conseguenze della crisi economica. È 

importante sapere e conoscere i propri vicini, cosa fanno quando hanno le ferie, etc. Nel caso 

dell’Italia bisogna sapere che ci sono milioni di giovani disoccupati e che probabilmente una 

generazione salterà anni di vacanze, dato che in periodi di crisi la prima spesa che viene tagliata 

sono per l’appunto le ferie. Ma sono fattori da dover calcolare, perché questo problema intacca le 

famiglie di un mercato importante per la nostra offerta turistica. Possiamo riconquistarli se 

offriamo prezzi intelligenti. Dimentichiamo le due settimane di vacanze, i giorni di vacanza si 

accorciano, si parla di due giorni, un mordi e fuggi. 

Le scelte del mercato sono fondamentali, io ho proposto di promuovere il Ticino in Ticino con 

una spesa di 200.000 Chf, ma era impensabile, ora la Cina sta iniziando a dare i primi frutti. 

A parte India e Cina io non punterei ad altri mercati, ci sono milioni di milionari, dobbiamo 

puntare sulla Svizzera e sull’Italia. 

L’italiano spesso non sa che parte del Lago Magggiore è quella Svizzera. Gli albergatori di 

Ascona e Locarno non erano d’accordo a proporsi in Italia. Ancora in quegli anni l’Italia aveva i 

mezzi per spendere, ma gli albergatori non erano disposti ad adeguarsi alle abitudini degli italiani 

e quindi hanno offerto il doppio turno per quanto riguarda i pasti, dato che è risaputo che gli 

italiani mangiano più tardi rispetto agli Svizzeri tedesci e i Tedeschi.Questo è assurdo, Io sono 

sicuro che gli hotel di lusso di Ascona avrebbero delle grandi opportunità proponendosi al 

mercato italiano, il benestante non è colpito gravemente dalle crisi economiche e quindi ha i 

mezzi per spendere in beni di lusso, che tral’altro sono a poca distanza. 

Insomma di opportunità ne abbiamo, ma ci sono dei punti fondamentali da migliorare ad 

esempio l’accoglienza, la mobilità e il marketing legato alla tecnologia.  Bisogna sempre 

migliorarsi. 

Bisogna riuscire ad anticipare il futuro, offrire delle esperienze che vengono diffuse in internet 

dagli utenti. Ma è questo quello che vogliamo? Sono stato un po’ provocatorio in questo senso. 
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Però bisogna pensare che ci sono paesi, anche europei, emergenti su cui si potrebbe puntare 

come ad esempio l’ungheria, le generazioni di domani saranno benestanti e potranno spendere i 

loro soldi in vacanze e perché no,anche in Ticino., Perché non puntiamo su di loro? 

Ora tutti puntano sui Russi, ma in parte non aiutano, come nel caso di Forte dei Marmi e la 

Versilia, che riempiono le strutture per due mesi, che poi rimangono vuoti per tutto il resto 

dell’anno. 

Sono stato recentemente per la prima volta a San Benedetto del Tronto in Italia. Le scuole ad 

esempio quella alberghiera dovrebbe mandare i ragazzi a fare pratica per imparare cosa è la vera 

accoglienza. 

Noi abbiamo un turismo medio-alto, anche l’escursionista  benestante che sta in hotel, va al 

ristorante.  Mi arrabbio quando si dice: “ che i soldi sono guadagnati da una parte e poi mandati 

in Leventina”, è un’arroganza che fa perdere tutti. Lugano in questo senso ha fatto dei flop, 

hanno speso molti soldi, ma senza guardare  cosa avevano attorno e quindi sfruttando le 

opportunità come ad esempio la valle del Vedeggio. 

Ora ci sono imprenditori che credono e iniziano ad investire. Sta iniziando l’imprenditorialità 

con nuovi investimenti come lo Splash and Spa o il Resort Collina d’Oro. L’imprenditorialità 

turistica sel ticinese è sempre venuta un po’ a mancare e il nostro esempio era basato sulla 

famiglia svizzero-tedesca che per la stagione estiva teneva aperti gli alberghi ed è una tradizione 

che si è tramandata di generazione in generazione. Ma il problema di fondo è che lavoravano per 

6-7 mesi e non reinvestivano più nulla nella struttura. Inoltre hanno formato una lobby che ha 

impedito l’entrata in Ticino delle grandi catene alberghiere. Ora sta cambiando l’Ibis e l’Accor è 

entrato ed è sempre pieno, questi  offrono un buon prodotto ad un buon prezzo. Naturalmente gli 

albergatori non sono contenti e sono costretti ad abbassare i prezzi e si forma una catena di 

scontenti e così alla fine nessuno va piú negli alberghi tre stelle perché hanno lo stesso prezzo dei 

quattro stelle, ed è cosí che  si genera il dumping. 

Comunque le catene alberghiere stanno arrivando anche in Ticino. 
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