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1. INTRODUCTION  
 
This study reviews the Marketing across Culture and Tourism. It focused on these three concepts 

in one of the historical streets of Lugano, Via Nassa.  

 

Marketing is the procedure of transferring from art to business with powerful theoretical principles 

(Baker, 2008). Culture is a part of a man-made living to form the ideals. Ideals specifically mean 

a particular type of activity, symbols and understandable manner (Pivovarov, D. V, 2009) and 

tourism definition talks about the travel and tourists shortly stay away from their home country 

and become the residents of the travel area (Leiper, 1979).   

 

The history has been changed during the time, thus in this research most important elements 

identified and synopsis between ancient and modern was taken into consideration during the 

interviews with different responsible owners and managers. These elements have given the 

prestige to Via Nassa as well as the ones that put it in the crisis. For this reason, in the literature 

review the focus was on different subjects in the area of destination marketing such as destination 

management alliances, destination marketing issues and challenges, destination image and 

branding, tourist behavior and the effect of social media throughout the progress. Promotional 

goals, promoting tools and pricing were other subjects mentioned in this paper as well.  

 

Destination marketing is a kind of marketing for promoting the destination (city, town, region, and 

country) with the purpose of increasing the number of tourists. 1 

Each destination needs an image as a principle concept to shape the tourist’s ideas and act as a 

transferor. In fact, a positive image contributes to develop the area and make it more renowned 

throughout the world. On the other hand, the negative image would merely result in the minimum 

range of tourists and eventually the purchase decision would fail “Morgan & Pritchard, 1998; cited 

in Molina, A., Gómez, M., & Martín-Consuegra, D, 2010, p.723). Then over the years the 

destinations become replaceable and similar to each other.  

 

                                                
1 Retrieved from: Retrieved from: https://www.promodo.com/blog/what-is-destination-marketing/ 
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Following any tourist visitation from the destination, their manners impact different subjects. 

These subjects include the societies where they visited, the forthcoming behavior and decision for 

the next travel, and suggestion for others to see that specific destination. The tourist prospective 

influences on consent, directly and indirectly, and impresses the upcoming manner or future 

behavior (Lee, 2009). One of the most effective sources of making a purchase decision is word-

of-mouth (WOM) (Litvin, Goldsmith, & Pan, 2008). WOM is recognized as the tourist’s 

suggestion for friends and family with respect to where they took their vacation or traveled. 

 

One of the other influential factors in today’s world especially with the diversity of the Internet 

among people in the whole world is social media. Social media websites comfort consumer-

generated content (CGC) applied by online travelers “Gretzel, 2006; White & White, 2007; cited 

in Hays, Page & Buhalis, 2013, p.2). Tripadvisor.com is a good example of these kinds of websites 

which have an impression on the traditional ways of destination marketing like DMOs or the usual 

way of advertising “Gretzel, 2006; Gretzel, & Fesenmaier, 2000; Rand, 2006; cited in Hays, Page 

& Buhalis, 2013, p.2).  

 

These days, WOM becomes as a digital social media and Internet can play a big role to influence 

different clients. Social media present diverse formats of consumer-generated content (CGC) like 

blogs, social networks and media files like YouTube “Gretzel, 2006; Pan et al., 2007; cited in 

Xiang, Z., & Gretzel, U.,2010, p.1). 

 

Furthermore, regarding the case of study different types of travelers and their nationalities are 

considered. Marketing is an important tool for improving this area. For example, it brings more 

tourists, alters the destination image and copes with the challenges to satisfy the customers and 

tourists.  

 

The aim of this research was to investigate a cultural solution to attract more tourists from different 

types to the area so that the current situation of Via Nassa was evaluated through the analysis. The 

next step of research was taken to consider the possibility of comparison of this area to other 

similar streets in different cities of Europe. To this end, it was important to contemplate different 

aspects to attract the attention of different types of travelers to the area, not merely the specific 
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target group. There are different streets in other parts of Europe having the same characteristics as 

Via Nassa in Lugano which contains Corso Vittorio Emanuele and via Montenapoleone in Milano, 

Bahnhofstraße in Zürich. The objective was based on this idea to compare these areas with one 

another and to see the similarities and differences among them.  

1.1 Thesis Outline 

 

This thesis is divided into seven chapters. The first chapter consists of introduction and thesis 

outline.  

 

The literature review, which is present in chapter two, contains different concepts about destination 

marketing like destination management alliances, destination marketing issues and challenges, 

destination image and branding, tourist’s behavior, and the effect of social media during the 

progress.  

 

In chapter three, the context of the study is outlined with a focus on Via Nassa by representing the 

history of past and present. In addition, the elements which give prestige or put this street in crisis 

are described. Then the new master plans and event are explained in this section. 

 

In chapter four, in the methodology section the purpose of research and research questions (RQs) 

would be defined. The methodology was the interview with the owners and responsible managers 

in the region. 

 

Results are presented in chapter five and they are classified according to four sections: a list of 

interviewees and their positions, the frequency of words in interviews and the graph of important 

variables, a list of old and new events in Lugano and pie charts of prestige granted or crisis putting 

up.  

 

The results will then be discussed in chapter six where a response will be given to the main research 

question (RQ). 
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The conclusion in chapter seven will close this thesis accounting for thesis purpose, theoretical 

and managerial implications and limitations as well as the future research. 

  
2. LITERATURE REVIEW  

In this chapter, at the beginning three main concepts shaping the thesis idea would be 

considered: Marketing, Culture and Tourism. Thereafter investigation continues on 

destination marketing from different perspectives such as destination marketing, alliances, 

issues and challenges, tourism marketing information, destination image management, and 

branding. Following that, how the destination marketing can be improved in this area in the 

future and regional destination marketing would be examined. 

A vast investigation of the available literature is attributed to destination marketing. This 

literature begins with a review of different authors’ studies regarding destination marketing 

and its advances on tourist and tourist behavior. To close this chapter a section is dedicated 

to how advertising and social media impact on destination marketing and tourists to become 

post visitors of the destination in the competitive market.   

2.1 Marketing, Culture and Tourism  

Marketing is the procedure of transferring from art to business with powerful theoretical 

principles (Baker, 2008). Culture is a part of a man-made living to form the ideals. Ideals 

specifically mean a particular type of activity, symbols and understandable manner (Pivovarov, 

2009). In recent years governments have realized the significance of Tourism as an economic 

segment. A new definition of tourism is likely to be introduced. This definition accounts for travel 

and tourists shortly staying away from their home country and become residents of that area 

(Leiper, 1979).  
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Figure 2.1. The Tourism System (Leiper, 1979) 
 

 

Domain and character of tourism have stressed tourism as an industry (Leiper, N.,1979). Tourism 

plays different roles including two steps: one of them is associated with manufacturing and it can 

also enable public authorities to reach the diversity of social objectives, for instance, improving 

the physical environment of an area (Palmer & Bejou, 1995). 

 

Tourism improvement has some pros and cons. Road infrastructure is one of the effective ways to 

simplify tourism growth. On the other hand, it has a negative side of socio-economic effects which 

disturb environment in different aspects like environmental, noise, pollution and poor waste 

management (Mbaiwa, 2003).  

 

2.2 Destination Marketing  

 

 Destination marketing concentrates on vast research topics: (i) visitor information, (ii) behavioral 

information, (iii) product development marketing and management information, (iv) consequences 

of travel behavior information, and (v) policy and investment-related information (Uysal, M., 

Harrill, R., & Woo, E. J,2011). 
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The research efforts considering destination marketing involve two sectors: public and private 

(Prideaux & Cooper, 2003). Governments trusted on tourism marketing contain STO, NTO and a 

minor of DMOs (Uysal, M., Harrill, R., & Woo, E. J,2011). 

 

Destination marketing is a kind of marketing for promoting the destination such as city, town, 

region, and country with the purpose of increasing the number of tourists. In other words, 

destination marketing is a tourism advertising for a specific place.2  

Occasionally marketers use autobiographical advertising which discusses the memorial nostalgia 

for tourists regarding the products (Braun, Ellis & Loftus, 2002).  

 

Unlike product marketing, where the products are delivered to customers through distribution 

channels, in destination marketing consumers move to the destinations which make it special in 

promotional ways. 3In every international case like Via Nassa with international tourists, there is 

a powerful connection between promotion and demand. (Crouch, 1995). 

  

Product life cycle (PLC) is helpful for better understanding of transmutation of tourist products 

and destinations which will be a beneficial tool to lead towards strategic decision making (Cooper, 

1989). 

 
Figure 2.2 Product Life Cycle4 

                                                
2 Retrieved from: https://www.promodo.com/blog/what-is-destination-marketing/ 
3 Retrieved from: https://www.promodo.com/blog/what-is-destination-marketing/ 
4 Retrieved from: https://www.economicshelp.org/ 
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Destination choice is based on being informed by an advertisement about the destination, finding 

the essential data and deciding to see the location and the importance of advertising about that 

(Kim, Hwang & Fesenmaier, 2005). Loyalty for destination occurs when destination is advisable 

in the tourist’s view. Three factors having an impact on this characteristic are culture, safety, and 

suitable transportation (Chen & Gursoy, 2001). There is an opportunity for each destination to be 

in the basket of goods (Jafari, 1982). There are two leading reasons to choose a destination for 

every traveler. Firstly, it is the attractions that he seeks for that “Cooper, Fletcher, Gilbert, 

Shepherd & Wanhill, 1998; cited in Palmer, A., & Bejou, D.,1995) and secondly is the services 

presented to him.  

2.3 Tourism Destination Marketing Alliances  

Tourism destination marketing includes a great number of stakeholders and a complex product 

offer. Complexity and alliance among the stakeholders have resulted in the establishment of many 

local tourism marketing alliances (Palmer, A., & Bejou, D.,1995). 

2.4 The Need for Collaborative Tourism Destination Marketing  

First, the promotional campaign in which resources are combined together has more promoting 

effects on potential visitors than stakeholders. In the competitive marketplace generating higher 

levels of consciousness may provide an opportunity to a poorly understood destination “Reid, 

1987; cited in Palmer, A., & Bejou, D.,1995, p.617). 

 

Second, if half of the tourism businesses were paid to advance the campaign in the area, there 

would be a little chance to disallow non-contributing group from receiving the extra business 

promotional campaign (Palmer, A., & Bejou, D.,1995). 

 

Third, in marketing planning process, collaborators can achieve their goals more productively by 

being aware of their dependencies. Strategic planning will be easy for the private sector while the 

inputs from the public sector are available (Palmer, A., & Bejou, D.,1995). 

 

The connection between private and public sectors are regarded intriguing in destination marketing 

because of the congruity of intentions between two sectors. Additionally, absorbing more tourists 
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can benefit from both financial and social sectors “Boivin, 1987; Crompton, 1990; Gunn, 1988; 

Stevens, 1988; cited in Palmer, A., & Bejou, D.,1995, p.618).  

 

Co-marketing unions have traditionally identified the private sector organizations and the recent 

research results indicate efficient public-private sector continuity “Waddock, 1989; cited in 

Palmer, A., & Bejou, D.,1995, p.619).  

 

2.4.1 Types of Collaborative Tourism Marketing 

Categorization of alliances intersect to four principles of coverage, form, model, and motivate.  

Coverage refers to the lengthiness of functionalities and geographical coating “Bleeke & Ernst, 

1991; cited in Palmer, A., & Bejou, D.,1995, p.619). Simple alliances restricted their shared 

activities in limit product/market areas like advertising or close geographic areas (Palmer, A., & 

Bejou, D.,1995). The form of an alliance is the second characteristic, which probably displays the 

amount of progress “Terpstra & Simonin, 1993; cited in Palmer, A., & Bejou, D.,1995, p.619).  As 

the third characteristic of an alliance, the model explains the inherent of the correlation between 

members “Terpstra & Simonin, 1993; cited in Palmer, A., & Bejou, D.,1995, p.620). There will 

be a great attention given to the cultural difference amongst the public and private sections 

“Rainey, 1983; Ring & Perry, 1985; cited in Palmer, A., & Bejou, D.,1995, p.620).  

Motive, the fourth and final characteristic, refers to elemental proof for the creation of an alliance. 

They may contain aspiration to incorporate core competencies of the other union members on order 

to attain economies in advertising and intellect gathering (Palmer, A., & Bejou, D.,1995). 

Alliances can be promoted due to a legal order which can be an outcome of a social pressure 

“Raelin, 1980; cited in Palmer, A., & Bejou, D.,1995, p.620).   
 

2.5 Destination Marketing Research: Issues and Challenges 

 

Tourism takes place in destinations and individuals traveling to destinations to visit attractions 

take part in leisure activities and apply the vacation experiences to their destination options. Places 

are changing over the time like city, country, and region and their marketing goal is to turn onto a 

popular destination. There will be some difficult challenges for presenting such organized 

destination to visitors (Uysal, M., Harrill, R., & Woo, E. J,2011). 
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 Tourist impression from the former experience is a key to take the next trip with family and friends 

to the same destination. These kinds of images in tourists’ mind can be distorted with the 

advertisements and other tourists’ travel memories (Braun-LaTour, Grinley & Loftus, 2006). The 

threats in outer environment compete with the destination essentially. These developments are 

needed to be primitively shaped, adapted and combated by tensions (Buhalis, D.,2000, p.109). 

 

2.6 Tourism System of an Origin and a Destination 

 
An origin illustrates the requirements of the tourist which is considered as a demand. From the 

visitor’s perspectives, it explains their vacation experiences of the place. The system can be 

inspected in different views including tourists, service providers, and tourist attractions (Uysal, 

M., Harrill, R., & Woo, E. J,2011). 

Destination provider has both direct and indirect lines to approach their possible customers. Digital 

linkage permits destination advertisers to control the measure and add-up of information to transfer 

to a desire distance “Palmer & McCole, 2000; cited in Uysal, M., Harrill, R., & Woo, E. J,2011, 

p.101). 

Transportation and information (marketing) components are connections that enable tourists to 

make decision on where they are going, how long they are going to stay and what they are going 

to do there. On the other hand, they also help linkages between promotion, product development, 

and pricing strategies “Fesenmaier and Uysal, 1990; Uysal, 1998, Sirakaya and Woodside, 2005; 

cited in Uysal, M., Harrill, R., & Woo, E. J,2011, p.99.100). 

 

Traveler is regarded as an important element to generate the attractions and services by being in a 

specific destination for a long period of time. Different factors affect the vacation experience and 

services, for example, the amount and quality of time spent at a destination (Uysal, M., Harrill, R., 

& Woo, E. J,2011).  

 

Traveler decision-making tourism marketing involves five steps from marketing communities 

prospective for branding the destination (Devashish Dasgupta, 2008): 1) Building the incentive to 

travel, 2) Gathering the information, 3) Selecting a destination, 4) Getting ready for a trip, and 5) 

Checking out the experience which is coming up from the trip. 
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The resources must be available for meeting the tourist’s expectations and their needs in the 

destination. Creators of transportation, accommodation, and entertainment services are included 

in travel marketing acting as tour operators and travel agents. In supply view, leisure and 

recreational activities in destinations are considered as the concerns of the vast number of tourism 

suppliers containing local and state agencies, private business owners, and tourism destination 

organizations (Uysal, M., Harrill, R., & Woo, E. J.,2011). 

This side of tourism divides into three sections: tourism-oriented products, resident-oriented 

products, and background tourism elements “Jafari, 1982, 1983; cited in Uysal, M., Harrill, R., & 

Woo, E. J,2011, p.100).  

First one encompasses accommodation, food services, transportation, travel agencies and tour 

operators, recreation and entertainment, and other travel trade services. When tourists stay longer 

at destination sites, they may enhance their benefit of resident-oriented products like hospitals, 

bookshop, barbershops and extra. There are various reasons for travelling such as natural, socio-

cultural and manmade attractions. Each concept mentioned above performs a significant role in 

tourism experiences (Uysal, M., Harrill, R., & Woo, E. J.,2011). 

First travelers assume the effects of making decision to have a vacation and then achieve their 

travelling goal by combining perceptual/cognitive and affective evaluations, useful sources of 

information, and travel encouragement (Baloglu, 2000). 

National cultural backgrounds have an influential impact on consumer’s decision-making in 

relation to researchers’ ideas such as gender and socio-economic level (Crotts & Erdmann, 2000). 

Destination Marketing Research 

 
Figure 2.6.1. The Phases of Travel Experience (Uysal Harrill, & Woo, 2011) 
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The main goal of destination marketing is to realize the bond between visitors and tourism 

providers in the district which comprises the demand and supply aspect of tourism. Identifying 

marketplace is essential to manage a destination. Destination marketing research covers each 

organization effort to discover the market, develop it, and increase the current tourism goods and 

services from strategies to support the sustainability of the tourism business (Uysal, M., Harrill, 

R., & Woo, E. J.,2011).                             M.Uysal et al. 

 
Figure 2.6.2. The New Value Chain in Travel and Tourism Industry (Gretzel, Fesenmaier, 

Formica, & O’Leary, 2006) 
The visitors’ expectations have been modified over the time so that the trends must be modified 

to provide goods and services for developing the terrific and memorable experiences for visitors 

(Uysal, M., Harrill, R., & Woo, E. J.,2011). Creating customer values can take place in different 

stages of travel experience: High, Medium and Low “Braithwaite, 1992; cited in Uysal, M., 

Harrill, R., & Woo, E. J,2011, p.101). 

This process involves eight steps from “Harrill, 2005; cited in Uysal, M., Harrill, R., & Woo, E. 

J,2011, p.103,104,105,106): 

1. Identify the elements of a destination: creating profoundly emotional and psychological 

responses from visitors. 

2. Do an inventory of current destination offerings: evaluating the difference between destination 

point of view about itself and how the visitors look at it.  

3. Access product quality and overall visitor experience: it is provided by development, marketing 

and economic potentials of the attraction. 
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 4. Develop or encourage desired attractions and support services: managing a destination for 

new attractions, enhancing the current attractions or relevant support services. Visitors have 

various requirements such as food, water, parking space, restrooms, and necessary facilities. 

Destinations must speculate about the necessity of destination preparation and marketing activities 

implementation.  

5. Use the most effective image, identity or brand: for the destination which gives the values and 

credits to present in cultural, natural and economic aspects “Gnoth, 2007; cited in Uysal, M., 

Harrill, R., & Woo, E. J,2011, p.104). The decision related to brand and images comes back to 

how destination is in the eyes of visitors and how much this understanding is coupled with the 

place attractions. The outcomes of the branding process are themes, colors, designs, logos, and 

slogans.  

6. Communicate to prioritize target markets: it is essential for the market segmentation to 

recognize the visitors who are reacting to the destination brand and products “Dolnicar, 2004; cited 

in Uysal, M., Harrill, R., & Woo, E. J,2011, p.105). 

7. Integrate traditional and electronic promotional techniques: electrical and promotional 

techniques subtend the social media like Facebook, LinkedIn, and Twitter, which are cost-effective 

and are able to absorb a large number of audiences, can be replaced by many traditional ones such 

as media, namely as newspaper and magazines “Pan et al., 2007; cited in Uysal, M., Harrill, R., & 

Woo, E. J,2011, p.105). 

8. Implement relationship and database marketing for destinations: many destinations spend an 

amount of money for getting information on what they have right now, e.g. personal information 

or bookings, privacy, and security. 

2.7 Destination Management Organization (DMO) 

DMO is an entity which is taking care of destination marketing “Pike, 2008, p. 31; cited in Uysal, 

M., Harrill, R., & Woo, E. J,2011, p.106). DMO covers four categories: 1) National tourism 

offices, 2) Regional tourism organizations, 3) Local tourism administrations and associations, and 

4) Private foundations and business groups. Duties and steps of marketing engagement may differ 

in different locations counting on their specific size and markets “Harrill, 2005; cited in Uysal, M., 

Harrill, R., & Woo, E. J,2011, p.106). Slogan creates a connection between a brand of DMO 

identity and real brand image (Pike, 2005). 



 13 
 

2.8 Tourism Marketing Information and Destination Image Management 

The concept of destination image is derived from the commodity positioning of a diversity of 

attractions or activities in the location opposed to the other zones (Gartner, 1986). Destination 

image was implicated from an ordinary image to the complex one (Fakeye & Crompton, 1991). 

These steps of image changing reach to one important element of promotion (Molina, A., 

Gómez, M., & Martín-Consuegra, D, 2010).  

An image is the combination of the elements effecting on forming the image and solely the 

destination to provide the best picture to markets. Non-visitors do not develop any image about 

the destination and its specifications, while the previous visitors have positive and various ideas 

about the destination (Hahm, & Severt, 2018). 

Alternation of every destination requires a competitive situation and it will take gently over time. 

(Buhalis, D.,2000, p.106). Destination branding research streams include three sections: First 

section defines the brand identity development; this part illustrates the ideal image for the 

market. The second phase explains destination brand positioning. This section presents the 

generic face of the brand to the clients. The last stage of this stream emphasizes on destination 

brand quality management and tracking. This one analyzes the range of both previous sections 

and predicts the future efficiency (Pike, S.,2009). 

 
 
 

Figure 2.8 Destination Branding Research Streams (Pike, S.,2009) 
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Successful destination management needs the destination image as a necessary element. Gaining 

information of the particular destination is a good sign to promote tourism industry and it impacts 

destination image as well (Molina, Gómez, & Martín-Consuegra, 2010).  

Indeed, images transfer ideas and messages. The promotion plays a key role in a competitive and 

changeable marketplace, while the promotion tools influence on shaping the tourist and the 

destination images significantly. On the other hand, the negative image will just have the minimum 

range of tourists and in the end, the purchase decision will fail “Morgan & Pritchard, 1998; cited 

in Molina, A., Gómez, M., & Martín-Consuegra, D, 2010, p.723). Over the years, the destinations 

became replaceable and similar to each other. 

 

2.9. Tourist Behavior  

 

Social psychology is a good facilitator to assert dynamics, manner, and wisdom of social 

conditions (Pearce, 1984). Tourist prospective affecting consent, directly and indirectly, impresses 

the upcoming manner or future behavior (Lee, 2009). 

The language of tourism tempts a lot of people all around the world to be a tourist and qualify their 

manners via photos, brochures and social media (Dann, 1996). 

 

There are different formal (e.g. brochures) and informal (e.g. relatives and friends) aspects that 

affect the image of a tourist destination “Beerli and Martin, 2004; Crompton, 1979; Etzel and 

Wahlers, 1985; cited in Molina, A., Gómez, M., & Martín-Consuegra, D, 2010, p.722).  

 

Different destinations have different images and experience expectations that is why the 

information origins must have a positive destination image that will result in tourist destination 

selection “Um and Crompton,1999; cited in Molina, A., Gómez, M., & Martín-Consuegra, D, 

2010, p.722,723). 

 This information leads to tourist decision-making and behavior importantly “Andereck and 

Caldwell 1993; Capella and Greco 1987; Snepenger, Meged, Snelling and Worrall 1990; 

Snepenger and Snepenger 1993; cited in Molina, A., Gómez, M., & Martín-Consuegra, D, 2010, 

p.723).  
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However, consumer behavior provides an extensive span of the basis used to choose tourism 

products (Buhalis, D.,2000, p.100).  

 

It is difficult to selecting travel behavior and its categorization as modern travelers combine 

business and pleasure together for accomplishing time and cost benefit. They are grouped into 

business and leisure travel. Although leisure trips may contain classification and actions of 

business travel, incentive travel is a mixture of conference stays and enjoying a rest time during it. 

Business travel mostly emphasizes on the meetings and conferences, but it is seasonal. It is not 

taken in the summer and public holidays which are the high seasons for people to travel. The 

principles of leisure travelers for choosing a destination is even more complex (Buhalis, D.,2000, 

p.100,101). 

 

2.10 Promotional Goals    

 

The reason for promotion builds on customers and pleases and touch upon their interests. In the 

tourism parts, promotion is made of different sections (Internet, brochures, guides, and tourist 

offices) which are the acting ways of bringing forward information for tourists (Molina, A., 

Gómez, M., & Martín-Consuegra, D.,2010).  

 

The other groups of information sources which are the most usable and appropriate ones are 

relative and friends, tourist guides, tourist offices and brochures (Nolan, 1976). Further, the 

condition of hotel accommodation is also remarkable.  

 

One of the most important points in manners perspectives for any travel decision-making is 

conducting research and preparing required information (Hwang, Gretzel, Xiang, & Fesenmaier, 

2006). The most significant information can be obtained from personal experience (Molina, A., 

Gómez, M., & Martín-Consuegra, D.,2010). Each individual may have their own special 

perspective from the destination even before they travel to that place and use different kinds of 

promotional information sources “Goossens, 1994; cited in Molina, A., Gómez, M., & Martín-

Consuegra, D.,2010, p.727). A travel agency plays the most crucial role as an information source 

from the previous travelers (Chen, & Gursoy, 2000). 
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Promotion strategies can reply to the pros and cons of the destination image. On the other hand, 

there is a separation between people who have already traveled to the destination and those who 

want to visit that place for the first time. Obviously, the image revolves to visit the destination 

“Goossens, 1994; cited in Molina, A., Gómez, M., & Martín-Consuegra, D.,2010, p.727). 

Holiday choices need to discuss different notions such as holiday aims, product properties and 

personal, different limitations like financial and temporal ones and constraints on awareness (Kent, 

1991).  

It is true that types of tourist are considerable but proper holiday location is even more important. 

The more often tourists came to the destination before, the more they want to visit the same one 

for their next vacation “Beaulieu & Schreyer, 1984; Kando & Summers, 1971; Mazursky, 

1989; Schreyer, Lime & Williams, 1984; cited in Chen, J. S., & Gursoy, D.,2001). 

 

 
Figure 2.10.1 Hypothesis Model (Sun, Chi & Xu, 2013) 

 

There are differences in the cross-cultural point of view for how they use the information. Different 

cultures follow different preferences for locations to be their repeated choice (Chen & Gursoy, 

2000). Faithful tourist has the ideal image from the destination and it affects different kinds of 

loyalty and practical behavior (Zhang, Cai & Lu, 2014). 
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Figure 2.10.2 Proposed framework of destination image and tourist loyalty (Zhang, Cai & Lu, 2014) 

 

2.11 Marketing the Competitive Destination of the Future  

 

New technologies and Internet allow destinations to increase their contentiousness by enhancing 

their clarity, reducing the costs, and raising local collaboration (Buhalis, D.,2000, p. 97). 

   

Destination marketing simplifies the attainment of tourism policy that should be proportionate 

with the regional development strategic plan, it should direct the tourism influences and 

expansion of benefits for the region (Buhalis, D.,2000, p.97). 

 
 A destination is a conceptual meaning that can be explicated by consumers regarding their travel 

itinerary, cultural background the aim of visit, educational level, past experience (Buhalis, 

D.,2000, p.97). Word of mouth, press reports, advertising, and common beliefs “Chon, 1991,1992; 

Baloglu & Brinberg, 1997; cited in Buhalis, D.2000, p.99). 

Synesthetically destinations are grouped in geographical and political barriers that miss the visions 

of consumer preferences or tourism industry functions. Their exact specifications are in 

geographical, environmental and socio-cultural point of view. (Buhalis, D.,2000, p.98).  

For being successful It is also crucial not just maximizing the number of host reactions to tourists, 

the other important factor is the type of tourists joining the zone “Ryan, 1991b; cited in Buhalis, 

D.2000, p.98). 
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            Table 2. 21 Six frameworks for analysis tourism destinations (Buhalis, 2000, p.98) 

 
 

2.12 The Strategic Purpose of Destinations and their Management and Marketing 

Destinations management and marketing are compatible because of the diversity of stakeholders 

in progressing and making tourism products “Sautter & Leisen, 1999; cited in Buhalis, D.,2000, 

p.98). Destination experience consists of sections such as regions, resources, and tourism 

facilities and services which do not pertain to the individuals. Alternatively, they present the 

combination of both professional and personal desires of the people. Strategies and actions 

should consider what the stakeholders want including indigenous people, investors, tourists, tour 

operators, intermediaries, and interest groups. The hardest part is to maintain the zero-priced 

public goods such as mountains and sea for the future generations “Buhalis, 1999a; Buhalis & 

Fletcher, 1995; Jamal & Getz,1996; Yuksel, Bramwell& Yuksel, 1999; Palmer & Bejou,1995; 

cited in Buhalis, D.,2000, p.98,99). 

Marketing perspective is a management direction in which travel and tourism have to equilibrate 

stakeholders and owners’ passions in the long-term environmental interests of a destination and 

in the meantime, consider customer’s demands and expectations “Middleton and Hawkins 

(1998, p. 8; cited in Buhalis, D.,2000, p.99). DMOs aim to be a part of a local and national 

government and also political and legislative power as well as financial means. Destination 

management and marketing are like a tool to access the strategic targets which at last meet the 

needs and wants of stakeholders (Buhalis, D.,2000, p.99).  

Strategic targets will be divided into five key parts by DMOs: 
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Figure 2.12 the Dynamic Wheel of Tourism Stakeholders (Buhalis and Fletcher, 1995) 
 

Marketing is an important medium for planning and management more than a sales implement. 

One of the main things tied to marketing is the realization of destination types and specifications. 

Each destination can fit with specific types of demands and tourism marketers have to take travel 

motivations into account to promote suitable offerings and brand destination for the perfect target 

markets (Buhalis, D.,2000,p.100).Moreover, besides the needs and wants of every destination 

which has to be considered, catching the potential markets is also noticeable “McKercher, 1995; 

Tribe, 1997;cited in Buhalis, D.,2000,p.100) .There are different factors which are effective to 

make a destination admirable and favorable such as social status and group of customers. Travel 

intermediaries also play a significant role in making decision on consumers by promoting methods 

about travelers (Buhalis, D.,2000, p.101).  

The same and main thing for both business and leisure markets is the image destination which 

includes the expectations and perceptions of the visitors from the chosen destination (Buhalis, 

2000, p.101). The customer's satisfaction relies on the evaluation realized from experiencing the 

destination and simultaneously forecasting the expectations and perceptions “Morgan& 

Pritchard, 1998; Seaton, 1997; Pearce,1997; cited in Buhalis, D.,2000, p.101). 

Leisure destinations will be successful if they have the travel trade which are the reference books 

for intermediaries suggesting about the destination zones and improving the intercommunity 

between tour operators and leisure travel agencies (Buhalis, D.,2000, p.111). Developing a 
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destination sorting is a hard duty since the visitor’s goals are various in using a destination 

(Buhalis, D.,2000, p.101).   

 
2.12.1 Marketing Research: Identifying Market Segments for Destination Products 
 
Marketing studies are used broadly by destination marketers to distinguish the sorts of clients who 

are interested (active demand) from the possible visitors (suppressed demand), who do not meet 

for many different reasons “Athiyaman, 1997; cited in Buhalis, D.,2000, p.103). Having a 

flourishing destination needs different conditions comprised drawing near the right target market 

and preparing the most proper compounding of local tourism products and services (Buhalis, 

D.,2000, p.103). During the marketing research, destination image is growing to instruct 

promotional activities to branding and reform the brand values of the region (Buhalis, D.,2000, 

p.103). Branding strategy requires to follow three factors to receive a desirable image: cognitive, 

affective, and personality dimensions (Hosany, Ekinci & Uysal, 2006). Marketing research should 

be thorough and it should not be considered right before visitation investigation because tourism 

demand is running and has stable improvements with all the bases of the destination marketing 

mix (Buhalis, D.,2000, p.103).   
2.12.2 Marketing Destination: Strategies and Exercises  
  
There are a lot of self-determining stakeholders and their principles, hence developing a marketing 

mix and strategy is a complicated process (Buhalis, D.,2000, p.103). It is likely that the most 

substantial challenge for the destination marketing is collecting all the individual partners at the 

same time to corporate rather than competing for fostering unified marketing mix and delivery 

system “Buhalis & Cooper, 1998; Fayos-Sola, 1996; cited in Buhalis, D.,2000, p.104).Tourism 

strategies are localized on different factors like visitation, overcrowding, environmental problems, 

visitor safety and security, seasonality problems and sensitivity to local culture “Evans, Fox & 

Johnson, 1995; cited in Buhalis, D.,2000, p.104). 

  

2.12.3 The Position of Destinations and their Marketing 
  
While promoting tourism marketing strategies is our case, it is important to take into consideration 

that every destination has a rich history, image and heritage progress (Buhalis, D.,2000, p.104). 
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Destination experience has a “birth to death” cycle emphasizing on tourism and hospitality as a 

heuristic tool “Cooper, 1989, 1992, 1994; cited in Buhalis, D.,2000, p.104.) During their life cycle 

destinations depict the results of their tourism impacts (Buhalis, D.,2000, p.104).   

As a consequence, marketing strategies should concentrate on making consciousness and 

developing the product on the early steps of the circle; over the time they encounter image changes, 

redesigns and restarts of the product in the following phases. Through their different growth stages, 

destinations have diverse effects such as environmental and sociocultural (Buhalis, D.,2000, 

p.104). 
2.12.4 Strategic Marketing for Destinations and Strengthening their Competitiveness 
 
 

Competitive strategy is a part of both appealing of the industry and competitive position in that 

special industry and also other activities which are in organization agreement “Porter, 1985; cited 

in Buhalis, D.,2000, p.104,106). 

The framework describes that the success of destination relies on the competitiveness of the 

economic sections and tourism. Tourism is affected by an unlimited number of items in internal 

and external environments. Mismatched rating should be pursued by various destinations in regard 

with the sort of their target market, lifecycle stage, and specific characteristics (Buhalis, D.,2000, 

p.106). 

 

There is a connection between “status’’ and “commodity’’ “Gilbert (1984,1990; cited in Buhalis, 

D.,2000, p.107). Status refers to demand for tourism market that enhances the customers’ faith and 

willingness to pay. Commodity destinations are important to take status into consideration 

comparing to a commodity “Gilbert (1990); cited in Buhalis, D.,2000, p.107). This can present the 

market in the international area and absorb the tourists from both categories of high spenders and 

the loyal ones (Buhalis, D.,2000, p.107). 
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Figure 2.12.4 Gilbert’s Differentiation Strategy (Gilbert, 1990, 5.25) 

 

Destinations compose of tourism amenities which subtend accommodation, transportation, 

catering, entertainment and extras and a large group of public goods such as landscape, sea, lakes, 

etc. Each traveler has an individual outlook on a destination which has built an image and 

expectations from that area based on that. The role of DMO is vital to manage the image and 

resources of destinations and also work on promotional techniques along with the other sorts of 

promotion (Buhalis, D.,2000, p.109,112).  

DMO needs to work on the products to make them different and boost them by stressing on their 

uniqueness. Destinations are active from different perspectives such as natural, agricultural, 

artistic, heritage, and resources. Protecting the resources is noticeable for both locals and visitors 

with preservation of funds and reproduction of resources. Bringing the right target market can help 

seasonality decline and holding different festivals and events would elevate destinations to make 

demands during the low season (Buhalis, D.,2000,109,110). 

  

2.13 Pricing the Destination 

Tourism destinations develop various techniques for pricing “Meidan, 1995; Kotler, Bowen & 

Makens, 1996; cited in Buhalis, D.,2000, p.110). It is not an easy process as it is often specified 

by pricing and marketing policies at the destination and distributors in the place of origin (Buhalis, 

D.,2000). Local ones have their particular policy, whilst distributors have a broad strategy for 

pricing (Buhalis, D.,2000, p.110). 
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There are various elements that have an effect on pricing both macro and microeconomics. The 

elements for the pricing equation include the cost of living and employment, inflation, exchange 

rates, local efficiency and competition. Macroeconomic alterations have a great impact on pricing 

the destination and consumer’s attraction.DMO can administer the pricing process through rules 

and regulations. Tour operators can also have an effect on the price of products which consumers 

pay for them in leisure destinations (Buhalis, D.,2000, p.110). 

 

In the tourism view; travelers predict their travel in terms of the destinations before, during and 

after their trip (Yilmaz, Yilmaz, İçigen, Ekin & Utku, 2009).  

 

Price is one of the most important factors for the image of a destination. Consumers demand to get 

more and pay less than that. In this respect, consumers would like to have a fair price because if 

any corporation happens for the destination, it will change the image and competitiveness of the 

destination (Buhalis, D.,2000, p.110). 

 

2.14 Promoting the Destination 
 

Promotional activity performs an influential role in destination involving advertising in different 

kinds of media like television, radio, and newspapers (Buhalis, D.,2000, p.112). Attracting clients 

from various regions with different cultural backgrounds and doing everything at the exact time 

with a suitable message and right target market are difficult tasks (Laskey, Fox & Crask, 1995). 

On the other hand, it can facilitate the destination’s brand advancement and impress a huge number 

of travelers to travel to that area or prolong their trip “Bonham & Mak, 1996; cited in Buhalis, 

D.,2000, p.112).  

 

Recognition and appreciation of repeated visitors would develop the relationships between 

marketing and loyalty clubs (Buhalis, D.,2000, p.112). Discount is a good plan for improving the 

destinations and keep the customer's loyalty (Buhalis, D.,2000, p.112). Public relation is a good 

tool for making stories and articles for the sake of fostering customers’ attentiveness and 

encouraging them to buy the products (Buhalis, D.,2000, p.112,113). Critical effect of public 
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relations for flourishing and renewing the best image of the place is undeniable “Morgan & 

Pritchard, 1998; Kotler et al., 1996; Middleton, 1992; cited in Buhalis, D.,2000, p.113). 

 

Building the special kind of tourism and being innovative bring more international demand and 

make a difference in products. (Buhalis, D.,2000, p.113). If the destinations want to challenge 

themselves with others, they have to improve and carry out understandable marketing strategies 

for all stakeholders “Buhalis and Cooper,1998; cited in Buhalis, D.,2000, p.113). Accessibility to 

the mass-customized services will be possible when the pieces of information are available for 

the local resources and services which reduce the cost of individual travel (Buhalis, D.,2000, 

p.113).   

 

There are nine factors that encourage travelers to travel somewhere. They are divided into two 

sections. Seven factors are categorized in socio-psychological sections, namely escape from the 

daily environment, the discovery of self, relaxing, regression, status, increasing kind relationships, 

and simplifying the social interaction. Two more factors are placed in a cultural section including 

innovation and education (Crompton, 1979). 

 

Destinations need to detect the past errors. The activities in the tourism must be carried out 

appropriately to prevent over-exploitation of local resources. Sometimes marketing is considered 

as a big rival of sustainability. Considering this fact, implementing strategic marketing with 

destination policies is a necessary. When tourists use the area the destination marketing becomes 

complicated. New travelers change the destination marketing to be a principal interface between 

consumers and locals (Buhalis, D.,2000, p.113,114).   

 

2.15 Regional Destination Marketing: A Collaborative Approach  

 

Tourism destinations are enhancing their collective marketing acting with the purpose of raising 

the number of their tourists’ expenses in all included regions (Dwyer, 2003). The impression 

competes possibly with critical success factors (CSF) to have individual’s strategic planning 

(Baker & Cameron, 2008). These factors are variable with respect to different cases. 
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Table 2.15 the Strengths and Weaknesses of CSF (Boynton & Zmud, 1984) 
 

 

 
 
Figure 2.15.1 Relationship Configuration among Tourism Industry and the Determining Factors 

(Wang & Krakover, 2008) 
 

 

Observation revealed the trust and commitment between tourism organizations firstly shaped in 

person to person and later organization by organization (Wang & Krakover, 2008). Cooperation 

needs different elements to make practical communication between different parts, check to see if 

the partners take apart correctly and take advantage of the same benefits as well as create trust 

among them “Little, Leverick & Bruce, 1995; cited in Naipaul, S., Wang, Y., & Okumus, F., 2009, 
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p.465). Status of tourism products of every region contributes to the destination marketing 

standpoint (Wang & Krakover, 2008). 

 

 
Figure 2.15.2 Key Areas in Collaborative Regional Destination Marketing (Naipaul, Wang & 

Okumus, 2009) 

 

In this collaboration, small destinations try to adapt themselves to several elements. These factors 

contain: enlarging, modifying, raising tourism product specifically for each country's tourism 

product and reaching to cost output “e.g., Hamel, 1991; Wang & Fesenmaier, 2007; cited in 

Naipaul, S., Wang, Y., & Okumus, F., 2009, p.477). DMO’s should be aware of exiting and at the 

same time simplifying and prohibiting the effects of the process (Naipaul, S., Wang, Y., & 

Okumus, F., 2009). Synergetic leadership actions are independent organizers among tourism 

organizations regarding managing and developing destinations (Wang, 2008). 

 

2.16 Promotional Tools  
 

2.16.1 Old Promotion Method: Brochure 

One of the old promotional ways for advertising is travel brochure. This method has been used 

over the years by national groups, governments and visitors. This type of marketing is a cheap and 
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adaptable communication tool. This kind of promotion method is applied approximately by all the 

attraction managers (Wicks & Schuett, 1991).  

 

2.16.2 New Promotion Method: Social Media, Media and WOM Effects on Destination Marketing 

 

Social media offer some suggestions to DMO to capture the attention of audiences in the world by 

moderate resources and spreading social networks upon past years (Lange-Faria & Elliot, 2012).  

 

The effect of the Internet is so impressive these days and it has altered the traveler's attitude toward 

gaining information (Hays, Page & Buhalis, 2013). These changes are made in different aspects, 

for example, making decision to go on a trip, booking and ways of transferring what they have 

experienced from traveling to others “Buhalis & Law, 2008; Senecal & Nantel, 2004; Xiang & 

Gretzel, 2010; cited in Hays, Page & Buhalis, 2013, p.2).  

 

Penetration of the Internet and enhancing the usage of social media are considerable as they enable 

users to cooperate, communicate, and share different subjects such as videos, photos, and reviews 

to the world "Boyd & Ellison, 2008; cited in Hays, Page & Buhalis, 2013, p.2). Social media 

websites comfort consumer-generated content (CGC) which is applied by online travelers 

“Gretzel, 2006; White & White, 2007; cited in Hays, Page & Buhalis, 2013, p.2). Tripadvisor.com 

is a good example of this kind of review websites as it impresses traditional ways of destination 

marketing like DMOs or the usual way of advertising “Gretzel, 2006; Gretzel, Yuan & Fesenmaier, 

2000; Rand, 2006; cited in Hays, Page & Buhalis, 2013, p.2). 

 

The first step to comprehend and examine social media usages is DMO that can help to improve 

the destination which is our target. Leadership is the major element for developing social media 

strategy. Social media are the destination marketing tool which can investigate the appearance of 

the partners and differences between DMOs (Hays, S., Page, S. J., & Buhalis, D.,2013). 

 

Media’s message is also important to build the image of different destinations around the world 

(Butler, 1990). One of the most effective ways of making purchase decision is WOM (Litvin, 

Goldsmith & Pan, 2008). These days WOM has been turned into a digital medium and Internet 
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can play a big role to impact different clients. Social media present diverse formats of consumer-

generated content (CGC) like blogs, social networks and media files like YouTube “Gretzel, 2006; 

Pan et al., 2007; cited in Xiang, Z., & Gretzel, U.,2010, p.1). These websites help the travelers to 

share their moments with their family and friends and reveal their trip experience. These kinds of 

distributions of information can be seen as comments or photos and they would be useful for others 

as a source (Lange-Faria, W., & Elliot, S.,2012). 

 
Figure 2.16.2. A Conceptual Model of Word-Of-Mouth (Litvin, Goldsmith & Pan, 2008) 

3. CASE STUDY: VIA NASSA 

3.1 Via Nassa History, Present, Past, Identity and Future Plans  

  

Lugano’s history traces back to Carolingian period around 818. “Contrda di Nassa” first was just 

a bank with fishing houses on a hill in front of the lake. Nassa is a woody nest for catching fishes. 

After this period the new Via Nassa accomplished great improvement between 1850 and 1900. 

The structure of the old pedestrian was changed from houses close to hill and the buildings were 

added with the lake view. More developments happened after the Great War commercially. Old 
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shops like artisan shops and merchants are changed to luxury brand shops in Via Nassa for 

residents. Today this street is a symbol of luxury and delicacy forgotten by bigger modern cities.5  

 

Each city has a style to propose and it shows the image to the other countries. Via 

Nassa is the most important street for shopping in the heart of Lugano with 270 meters 

long around the lakeshore. This street is famous for two main reasons: first because of 

the prestige of the brands in this zone, and second the centrality of the pedestrian road. 

There are different kinds of shops in this roadway such as jewelry, clothing, 

gastronomy, and antique shops among many shops positioned there. Lugano region and 

different department stores are located there too.  

 

In ancient times the situation of Ticino region was different. In 1800, local agricultural products 

were sold in this the area. These commodities covered pasta, oil, candles for lighting, Marseilles 

soap, clothing, and shoes. One of the useful materials for making the cloths was wool. Wool was 

often spun at home and produced by those owning sheep; the cloth was made from hemp and flax. 

People’s ideas of clothing are included in different segments. Some people felt to cover their body 

to protect themselves from the weather; therefore, dressing was simply a matter of health. Others 

recognized clothing through a mental manifestation. In the past, dress was connected to decency 

and magical influences, whereas today it is dominated by the desire to be admired.  

 

This street is famous with different titles such as street of fishermen, street of art, street of 

architecture, street of shopping and street of events. 

 

Street of Fishermen6: It is the main commercial street in Lugano. Historically it was the artisan’s 

and fisherman’s street and it had access to other parts of the old city. Nassa word was captured 

from the water. In other words, fishermen expanded their nets and emptied their baskets to sell 

what they had got on that day. The whole word expression is ‘Fish Market Street’.  

  

                                                
5 Retrieved from: http://www.vianassalugano.ch/ 
 
6 Retrieved from: Brocca, A (2002) 
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Street of Art7: From the 10th century, Lugano and Via Nassa were expressed as Bishop’s interest 

of Como politically and religiously. In 1440, monks came to visit the town to construct church and 

monastery there. This church was called (Church of the Angels). In 1798, they developed the Via 

Nassa’s church maintenance in two sections of architecture and arches.  

Street of Architecture: Porticos along the street created safeguards for visitors during the years. 

This method goes back to the farming and fishing culture which has influenced this district for 

ages.  

Street of Shopping8: Via Nassa shopping is a unique experience. There are various kinds of 

boutiques there. These shops are high-class boutiques, jewelry shops, gastronomic treats, and 

incredible antiques. This street is located near the lake with full of luxury and well-known 

European brands. A lot of famous designers have highlighted Via Nassa because it is the 

combination of charming and tradition at the same time.  

Street of Events:9 There are plenty of events which bring a lot of tourists to the area. They walk 

along 270 meters to observe it. There are different factors that attract many tourists to this zone 

such as cars, fashion, art, history, culture, sports, and entertainment (Brocca, 2002). 

Traders feel disappointed because of the decrease in number of sales in Via Nassa. This region has 

great commercial performance.  These days, Via Nassa and overall Swiss dominion have been 

facing a problem. But, there is a Renaissance project which concentrates on this matter to find 

solutions in relation with the interposition for enhancing the customer's travel and turnover 

increase.    

Base on this project, one of the issues which can help to solve the current problems of Via Nassa 

is benefiting of different kinds of activities in different prospects such as environmental, cultural 

and commercial values and trying to elevate them. This district has capabilities that can make it 

worth visiting for the consumers like architecture, squares, and business with the international 

people. Locals and foreigners’ walking through this area of meters is also remarkable (Manzi, 

2017).10 

                                                
7 Retrieved from: Brocca, A (2002) 
8 Retrieved from: Brocca, A (2002) 
9 Retrieved from: Brocca, A (2002) 

10 Retrieved from: Manzi, R (2017) 
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3.2 Prestige and Crisis Elements 
 

There are principles which give prestige to Via Nassa as an aristocratic street. These principles are 

divided into seven sections as follow: 

● Quality  

According to the research, if more quality brings to the street, more chances will be provided for 

improvement. Turnover and revenue of the shops can prove this issue.  

 

● Luxury Brands 

Currently a lot of high brands are placed in Via Nassa. Interviewees believe that if the number of 

these shops increases, there are more options for the clients to choose between these brands.  

 

● High-class Customers 

This street is a special street with specific customers. It means that clients demand particular 

standards which make it different from normal streets. Keeping the quality and high standards are 

a must in this zone.  

 

● Fancy KPI 

These KPIs include unique bars, restaurants, and cafes. Via Nassa presents classical and luxury 

location. The bars, cafes and particularly restaurants have to obey special standards and rules to 

adapt themselves with Via Nassa. These places are effective locations for locals and tourists’ 

meetings. In addition, opening new magnificence restaurants or different KPI’s enhances the 

prestige of this area.  

 

● Relevant Luxury Events for Stores 

These events will be advantageous for shops to have a better selling process. They will earn more 

revenues, especially fashion shops like Fashion (antonioli shop). A good example of these kinds 

of events can be catwalks or fashion events for different luxury brands in Via Nassa. One of the 

catching solutions is opening the famous restaurants and bars in the world. The other idea can be 
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opening a big luxury multicultural restaurant. While there is an international area this policy brings 

a lot of attention besides shopping.   

 

● Good Advertise 

Advertising is an important medium for introducing Via Nassa to people more and more. 

Therefore, suitable advertising can be practical. These days, social media are fantastic tools to 

make this street known in the world, specifically Instagram which focuses on photos can be a great 

device. Plus, Twitter releases the news and then discuss it. More than anything the old and 

traditional way of advertising is WOM from the tourists coming to Via Nassa and sharing their 

experiences with their families and friends.  

 

● Good Reputation 

Reputation is a feature in people’s mind about the location. If a location has a good reputation, 

many people get interested to travel to there. Then they suggest it to each other and look forward 

to seeing it again.  

 

There are theories which bring the crisis to Via Nassa as a classical street. These theories are 

classified into seven parts.  

 

● Not Enough KPI 

Analysis indicates that there are not enough KPI’s in Via Nassa at the moment. There is a necessary 

need to build and establish new bars and cafes and specially restaurants there. It helps to give a 

chance of breaking time to customers during their shopping and excursion. In the end, it will be 

helpful to increase the shopping hours because it can help refresh the tourist's minds to have more 

energy for vising sightseeing.  

 

● Less Tourist and Parking Space  

The interview results demonstrate that the number of tourists is less than the previous years and it 

has affected on the shops revenues in Via Nassa. Merely the number of daily tourist’s transit 

increases to 28%. Most of the daily tourist come from the German part of Switzerland. They come 

to Ticino for sunny weather, nature, and cheaper prices. Most of the time they do not come for 
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shopping. Some shop managers have mentioned the rare parking space in the city center which is 

the other big issue in Via Nassa. Additionally, a few existing parking spaces are almost expensive 

and they do not inspire clients to experience shopping in Via Nassa. A good solution can be 

offering some discounts to those who want to go shopping in Via Nassa. The municipality of 

Lugano can propose these special offers. Shops can also provide receipts to customers to show 

client’s shopping goal. This strategy will be examined over the time to see the functionality of that 

in this area and if it is better to be remained or omitted from the city as an increase tourist attractor 

(Citerio, 2017, 2018). 

 

● High Rent  

One of the biggest problems in Via Nassa is high rent of stores. This matter causes the closing of 

different luxury brands. For example, Versace shop was closed there. This upper brand is not the 

only store which was closed in this street. Global economic crisis made this matter harder. On the 

other hand, development of e-commerce platform was considered as a major harm too (Citerio, 

2017, 2018). Because a lot of people prefer to shop online in today’s world.  

 

● Expensive Products 

Every high-class street needs to accept the standards. Generally, the prices are so high in these 

kinds of streets that is why people from all different walks of life cannot shop in such places. 

Furthermore, regarding the case of Via Nassa in Lugano, there is an opportunity for tourists to 

travel to Milan which takes one hour from Lugano. Lugano and Milan have always competed with 

each other, while Milan is the fashion capital. In Milan, there are a diversity of shops at more 

reasonable prices. Most interviewees believe that a good solution is combining both luxury and 

normal brands together. Then there will be more opportunities for shopping for all groups of people 

and it attracts more tourists to this zone too. Unfortunately, expensive products mainly absorb the 

locals and less international tourists from all over the world.    

 

● Events Near that  

There are different events held in Via Nassa. Most of the interviewees especially Mrs. Laura Luisa 

Conte emphasized that these events result in less attention to Via Nassa and more care to these 

events. The most suitable and recent example is the Christmas market. Half of this market is in 
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Via Nassa and sadly the products quality is not perfect like Christmas markets in Germany. But 

because it is in December and the tree is settled in the city center many people go to this market. 

As a result, less attention will be paid to the luxury shops in Via Nassa and the revenue will be 

declined during this period.  

 

● Opening Hours 

Lugano is a small town. The opening hours in Via Nassa shops is 8:00 am to 18:30 pm during the 

week. However, on Thursdays, the opening times are longer and it will be around 21:00 pm. 

Saturday time for shop openings is less than the weekdays which is until 17: 00 pm. But it is 

changeable depending on the seasons. In the summer, one more hour will be extended, till 18:00 

pm. All these timetables display that there is no option for long hours of shopping in evenings or 

nights during the week. The shopping time is limited. Specially as mentioned by Mr. Massimo 

Sutter, this is a problem for daily tourists. Most of the daily tourists, specifically Swiss German 

travel to Lugano on the weekends. Sometimes they travel on Saturdays and arrive in the evening 

so that there finds no chance for shopping because the stores are close. On the other hand, Sundays 

are free days for the owners and none of the shops are open. Hence, the opportunity for shopping 

becomes zero. There will be no earnings at weekends since the tourists travel for less than 24 

hours.  

 

● Exchange Rate  

In recent years, the exchange rate between Swiss Francs and Euro is noticeable. Reduction of 

“banking tourism” in Switzerland and the exchange difference between Swiss Francs and Euro 

appears as a problem. After CEO of watch declaration, Nick Hayek said: “This decision made by 

Swiss Central bank is a tsunami which affects export and tourism and the whole Switzerland 

country (Baghdjian & Koltrowitz, 2015). Before this big change, we could reach to great 

consequences with little work. Lugano was an absorbing area for tourists with a suitable exchange 

rate of 47 and for bank tourism. But after dropping the least exchange rate between these two 

currencies the sales measure fallen, he taught this is the main reason for Via Nassa stagnation”.  
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Nowadays there are different projects performing in Lugano. The aim of these projects is a better 

improvement. These projects are in different kinds such as architectural, urban and transport which 

will change the appearance of the city in the future. 

3.3 New Projects and Fashion Week  
 

The new projects will change the current economic issues in Lugano:  

●   Alp Transit project, in the following years, will make Northern Europe closer to Southern 

Europe; 

●    New SBB stations will give the advantage of new reputation to Besso; 

●    New Art and Culture Center LAC (Lugano Arte e Cultura) and the upcoming events;  

●    Metro as a new transportation system in Lugano to connect to Pian Scairolo area; 

●    Foundation of new Cornaredo sub-region; 

●    Construction of a new fair center in the zone Campo Marzio Nord; 

●    Enlargement of the university campus; 

●    Traffic plan of the Lugano region (il Piano dei Trasporti del Lugano PTL); 

●    Airport Agno; 

●    Reducing the road area in the center beside Lugano lake (Ceresio) and changing it to the beach;  

All the new mentioned projects will change the current appearance of the city and sometimes more 

similar to the other cities in Switzerland or a kind of combination of Lugano with the other cities.11 

 

Why Fashion Innovation Week? 12 

 

As the people want to have shopping experience, fashion occupation needs to be reorganized or 

faded in Lugano. This fashion week will happen under the supervision of Dagora, NetComm 

Suisse and Loomish with the support of the City of Lugano. In 2019, this event will be a great 

chance to depict the current digital innovations in this industry and new plans for Swiss Fashion 

in the future. The fashion week will be held from 1th to 5th of April in 2019. Its goal is developing 

                                                
11 http://destinations.lugano.ch/de/territorio/grandi-progetti.htm 
 
12http://fashioninnovationweek.ch/ 
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Lugano’s new message and validity. Changes have been happened during the years, for example, 

the number of inhabitants is increased from 27,500 to 65,00 and the number of single-families with 

the large woody house environment is boosted as well. Therefore, new programs and management 

are needed to keep the characteristics of the zone.   

4. METHODOLOGY 
 

This chapter outlines the purpose of study, research questions, and the method applied in this study. 

4.1. Purpose of the Study 
 

The goal of this reach is to find a way to improving the area in the tourism perspective to attract 

more tourists. The case study is Via Nassa, which is an important street in Lugano, Switzerland. 

This target will be implemented by collecting different views from the stores and responsible 

people for the region and the street. In this case, the Lugano region and DMO will be really helpful. 

There are the organizations who are responsible for the Lugano district and especially in the 

research case of Via Nassa. The intention of this research is to investigate Via Nassa in the tourism 

mindset and absorb more tourists to the area. This subject will focus on destination marketing. 

Destination marketing is an important concept that assisting to know more about different subjects 

which help to accomplish our case study: 

 -   Destination marketing alliances  

-    Issues and challenges  

-   Tourism marketing information 

-    Destination image management  

-    Destination marketing as a tool for improving the area in the future  

-    Regional destination marketing  

-    Tourist behavior 

-    Effect of advertising and social media on destination marketing 

4.2 Research Questions 
 

The main research question of this study is as follows: 
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Base on the main top question the other questions come up for accessing to the result: 
 
 
 

 
 
 

RQ1: To know more about how to manage the current situations for better future advancement, it 

is important to know more about the area. The other substantial thing is to select the people who 

would like to change the area for the better and the ones who are benevolent to that. 

 

 

 
 

RQ2: To makes the owner's mentality ready for changing, first it is better to make them clarify 

about the bright view changes in the future and use the strategies to encourage them concerning 

what the prediction will be and make them be interested to involve in this period of development. 

 

 RQ: How do you increase the number of tourists in Via Nassa in Lugano with keeping the 
characteristics of that? 
 

 

 

RQ 1: How do you analyze and manage the current situation for future 
improvements? 
 

 

 

RQ2: How do you change the mentality of the owners in the street for 
alteration? 
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RQ3: To change the people’s mindset about the area, the advertisement and today social media 

play an important role. The media also perform an important duty on the image. The other 

influential element can be word of mouth, which helps the people to communicate more and know 

more about different people and friends’ perspectives. 

 

 
 

 

RQ4: To create alteration in the economic situation, promoting different interesting events and 

increasing the number of stores can be a beneficial and thinkable solution. It will affect turn over 

and spinning the money, which recovering the economic situation.   

 

 
 

 

 

RQ3: How do you change the people’s image about this area? 
 
 

 

 

RQ4: How do you change the economic situation? 
 
 

 

 

RQ5: What are the marketing strategies that can be implement for progressing 
the running situation? 
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RQ5: As mentioned in previous question promoting new and more popular events can be good a 

strategy. The diversity of luxury products and cheaper brands need to have a balance and some 

strategies should be considered for the improvement. This brings more tourists from different parts 

of society and different range of incomes to this zone. In the end, it will help the prospering of Via 

Nassa.  

 

The research method of this paper was interview. Quantitative method was chosen for 12 

interviewees who took apart in different occupations and positions in Via Nassa. The interviews 

were conducted in Lugano region with Mr. Mario Tamborini, Gastro Ticino, Mr. Massimo Suter, 

and nine more interviewees.  

 

Because of lack of time the limited number of interviewees participated in this study. Only six 

people were provided in-depth interviews to get their answers from open-ended questions. They 

were allowed to reply the questions in different views and opinions freely without any constraints.  

 

The interview method was chosen for this research since it creates a good path. This referring 

procedure facilitates how to know more about the area through the comments and ideas and the 

attitudes of the respondents. These people were working in this region for a long time and they 

gained a lot of experience from the previous years to the current status of Via Nassa. This induction 

guided to talk with them about different aspects of Via Nassa to reach to the answers. 

 

As the researcher interviewed a small number of respondents, in-depth and open-ended questions 

were asked to obtain the comprehensive data. The interviewees gave their opinions from their 

standpoints and it is not something specific like close questions which are clearer. It needs more 

verification to extract the results in the last step.    

5. RESULTS  

This section elaborates the results of the interviews explained in the previous chapter. The data 

was collected over two months, October and November, in 2018. In-depth- interviews based on 

the open-ended questions were offered to 12 interviewees. At the beginning the number of 

interviewees was 12 but it was reduced to 6 over the time. The sample included the owners of 
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different stores or those who are responsible in Ticino or Via Nassa. The following table indicates 

the interviewees’ names and positions in alphabetic order. 
  

Interviewees Positions 

Bruno Balmelli Sport Shop Manager 

Daniele Pescali Gallery Manager 

Giovanni Frey Watch Shop Manager 

Laura Luisa Conte Fashion (antonioli shop) 

Mario Tamborini Lugano Region Vice President 

Massimo Suter Restaurant Owner and Manager 

 
Table 5.1 Interviewees along with their Positions 

 

According to the observation, there are different words which respondents emphasized on them. 

All the investigation was subject to MAXQDA which is a statistical program to analyze the 

quantitative data. The words that are stressed more by the respondents during their interviews as 

well as the frequencies and percentages are presented in table 5-2.  

 

 

Words Frequency Percentage Percentage 
(valid) 

 

Tourist 16 72.73 72.73  

Via Nassa 15 68.18 68.18  

Lugano 14 63.64 63.64  

Quality 9 40.91 40.91  
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Event 8 36.36 36.36  

Attract 7 31.82 31.82  

Street 7 31.82 31.82  

LAC 5 22.73 22.73  

Image 4 18.18 18.18  

Hotel 3 13.64 13.64  

Culture (Italian) 3 13.64 13.64  

Luxury 3 13.64 13.64  

German 3 13.64 13.64  

Transport 2 9.09 9.09  

Population 2 9.09 9.09  

Customer 1 4.55 4.55  

Weekly 1 4.55 4.55  

Revenue 1 4.55 4.55  

Shopping 1 4.55 4.55  

Zurich 1 4.55 4.55  

KPI (Restaurants,..) 1 4.55 4.55  

Documents with 
code(s) 

22 100.00 100.00  



 42 
 

Documents without 
code(s) 

0 0.00 -  

Analyzed Documents 22 100.00 -  

        
 

Table 5.2 Frequency of the Most Important Words of Interviews 
 

All these 21-frequency coding are shown in tale 5.1.  

                

 
Figure 5.1 Important Effective Variables 13 

 

In the center of Lugano different events are being held during the year and on weekends. Some of 

them are the cultural programs which are close to Via Nassa. Sometimes they are like Christmas 

market which parts of the event ends in Via Nassa like the wooden stands near stores. Here is the 

list of the events in Lugano. 

                                                
13 Made by: https://www.maxqda.de 
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Figure 5.2 Old and New Events in Lugano 

 

New programs and events started to make some changes in the area more actively from February 

2018. Different hypotheses about prestige and crisis in Via Nassa are mentioned below. They will 

be defined thoroughly in the discussion section.  

These reasons extracted from analyzing both prestige and crisis elements for Via Nassa:  

 
Figure 5.3 Prestige Elements 
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Figure 5.4 Crisis Elements 

 

KPI which is a key performance indicator refers to bars, restaurants, and cafes - places that help to 

bring more clients and tourists to the area and make the differences- and one of the above-

mentioned locations is sometimes more important than the others. However, there are some 

elements which give prestige to Via Nassa and make it distinct from other places. There are several 

principles that put Via Nassa in crisis if the number of such places is not enough to satisfy the 

whole district. 

6. DISCUSSION  
 

This thesis is an example of the case study in marketing across culture and tourism. Marketing is 

the procedure of transferring from art to business with powerful theoretical principles (Baker, 

2008). Culture is a part of a manmade living to form the ideals. Ideals specifically mean a particular 

type of activity, symbols and understandable manner (Pivovarov, 2009) and tourism definition 

discuss the travel and tourists short stay-away from their home country and becoming the residents 

of the travel area (Leiper, 1979).   

This study explored Via Nassa which is the main luxury street in Lugano, Switzerland with 

different implications. It is based on the destination marketing notion. Each destination needs an 

image as a principle concept to shape the tourist’s ideas and act as a transferor “Morgan & 
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Pritchard, 1998; cited in Molina, A., Gómez, M., & Martín-Consuegra, D, 2010, p.723). All these 

theories were checked out in different areas. Likewise, the social perspective, different types of 

nationalities and tourist were investigated. In this case study, growing of the Internet in today’s 

world and the importance of offline and online communication was analyzed. Social media 

websites comfort consumer-generated content (CGC) which are applied by online travelers 

“Gretzel, 2006; White & White, 2007; cited in Hays, Page & Buhalis, 2013, p.2).  

In this research you will see the street of different events and programs from the past to the present 

time and more events in the near future in the programs and notions. The purpose of this thesis is 

to improve this zone as much as possible through the Renaissance project and new plans for the 

whole city. On the other hand, all the strengths and weaknesses are considered and KPI’s existence 

for developing the area is one of the main thoughts. Consequently, similarities and differences 

between this district and the same ones in Europe is undoubtable. In the writer’s view, if you are 

interested in culture and tourism diversity in an interesting area, as well as a deep probe on 

destination marketing, this paper would be your concern. 

6.1 Discussion of Interviews 
 
Data was collected from twelve interviewees through the in depth-interview open-ended questions. 

At the end because of some limitations, the number of interviewees was reduced to six ones. In 

the discussion section, all the interviewees’ replies are compared with one another to answer the 

main research question and the questions came from the purpose of the study research. The 

interview consisted of 22 questions and they were responded in order. The reason of choosing 

these interviewees is the relation of them with the research location, as these locations will be 

helpful to implement good strategies for boosting the number of tourists in Via Nassa, which is 

the target. The respondents’ ideas will be useful to know more about the region and reach the main 

goal of absorbing more tourists to that area. All the interviews and their results are stipulated in 

the appendixes.  

 

Via Nassa as an online tourist destination can be promoted through Lugano Turismos and social 

media have an important role in today's world. The social media applications are Instagram and 

Twitter. Instagram helps to improve tourist destination through providing some photos with small 



 46 
 

description and marketing.  Whereas, Twitter can argue it via news and new strategies, programs 

or events and can give more information in this regard with influential tweets. 

 

The advancement of Via Nassa as an offline tourist destination will be through Lugano Turismo 

or information office as an important office to know about Lugano and specifically Via Nassa. 

This is the DMO in Lugano which is a destination management organization and all the tourists 

will go there to get a piece of information. This can work as a perfect offline tourist destination. 

 

Lugano and Via Nassa have tried to hold different events since many years ago in different titles: 

Auto Nassa, Boat exhibition, Autumn and Easter Festival, and Christmas Market which starts from 

30th of November and ends on 24th of December. Auto Nassa was one of the events that made Via 

Nassa popular in the world. These days, the events have been changed and they mostly focus on 

cultural events like Busker festival, Jazz festival on the first Sunday of October and Blues to bop 

plus Harley Davidson days. Last forenamed event is arranged in every two years. It is about 20,000 

motorcycles that come to Lugano from America and it brings a lot of tourists around Europe to 

Switzerland, Lugano. The next Harley Davidson event will be on July, 2019. It is a suitable event 

for commercial reasons for Lugano. One of the events that Mr. Bruno Balmelli, owner of a sports 

shop, suggested for Via Nassa was football corner events. New events and programs started to get 

activated for Lugano from February, 2018.  

 

There are different strategies which must be implemented to make these current events helpful for 

Lugano and mainly Via Nassa. These events can be in the other parts of the city not only in the 

center. One of these events can be an organized sport in the market. This is a helpful event in 

regards to Switzerland as a country for sports and sports tourism. These current events lead to pay 

less attention to Via Nassa and more to Christmas market in this period. The products in the 

Christmas market do not have good and functional material like the Christmas market in Germany. 

The appropriate solution for the current status of the prevalent events is to introduce Lugano as a 

brand to the world. One of the events that happened in the past and made the Lugano’s name well-

known in the Middle East as an important region was World Professional Powerboating 

Association between Lugano and Dubai. This offshore race big boat was in held 2016. 
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To develop the strategies practically, the events have to be more qualitative. It is obvious that 

events in the winter or offseason are less attractive in comparison to other seasons because of the 

weather. One of the elements which can absorb more tourists and even locals to the area from 

different ages are culturally different programs like music and theaters. These kinds of new plans 

will be efficient as these days shopping percentage becomes less than before in Lugano and the 

main shopping in Via Nassa focuses on watch, jewelry and accurately landscape and nature in 

Lugano. New strategies started from February of 2018 could be valuable for changing the brand, 

logo, image, handbook and different things for Lugano. Definitely one of the most important 

factors is KPIs like bars and restaurants for people who meet each other in this area or go shopping 

there.  

 

Different things altered from the past, for example, LAC (Lugano Art and Culture) was added to 

the town as a cultural place for different cultural programs. In the past rents of the shops were 

higher and now they are in a better rang and more stores are open. The observation during the time 

showed that the type of tourists has been changed. In previous years, the number of Italian tourists 

was more in comparison to the recent years. These measures are less than before because of 

financial problems. Most of the tourists are locals in the winter. The tourist come to Lugano from 

abroad in summer. That is the client’s difference. Transportation system gradually has also been 

changed during the years. These days, people can travel by plane in a few hours to different parts 

of the world. In Switzerland trains play an important role especially after establishing of the 

Gotthard tunnel traveling becomes easier and the ways are closer and faster. The aspect of 

communication for advertising and assisting to grow the region is also undeniable. Parking place 

in the center is a functional strategy to make the commuting easier. 

 

Pros and cons of Via Nassa were different in different respondents’ ideas. One of the respondents 

stated that it has been a great idea to have no parking space and walking over the area as pros, 

while high rent as cons. This street is the main street in Lugano and it is high for shopping, although 

it has a good location as a positive point. But high prices are a big problem for receiving less 

tourists and customers’ attraction. On the one hand, safety is a merit, but on the other hand, being 

conservative to know the people from other places of the world is a negative point. Via Nassa is a 
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historical street which is considered as a good point, whilst financial affairs and economy bring 

about some difficulties to lose its feature as a street. 

 

There are several items that would be beneficial as an attractor for bettering the prevailing 

direction. Stores in the Via Nassa should keep the same quality and hold up different expositions 

associated with their stores. This action already is accomplished for lowering the rents costs. LAC 

as a cultural hub of the city, plays an important role in this regard and of course KPI’s like bars and 

restaurants are important as well. Because not only shops receive all the attention of tourists, but 

also safety and no criminality in Lugano and in general in Switzerland are the other factors for 

importing more tourists to the zone. Lake of Lugano, sunny Mediterranean weather are also good 

appealing reason for tourists. Ski in Alps and recently mountain biking, which is a new kind of 

tourism for bikers, are the other admirable movements in Ticino area. Investment in the area can 

make everything improve faster. In doing so, Citta di Lugano’s role is a necessary. It can finance 

for a variety of places like LAC, real estate and hotel quality.  

 

The results of interviews indicated that the combination of less expensive well-known brands like 

Zara and other Swiss made brands are good keys to solve this problem. This diversity of high and 

low brands brings differing types of tourists to Via Nassa. From the interviewee’s viewpoint, 

reinventing local products and their characteristics are a superb way to imbibe tourists. As luxury 

brands can be found wherever in the world. They thought it has been a great notion to focus on 

watch and diamond shopping brands. Since Switzerland is so famous in this industries and timing 

is a great sign and value in the culture of the country.  

 

Further according to the interviews results, inventing new jobs would be a renaissance for bettering 

the current status of Via Nassa. The operators who can be influential in this respect are public 

administration and the mayor of the city. Factories, restaurants and even shop owners can create 

new occupations to bring more tourists to the area or at least the measure of rich people like the 

previous years.  

 

The results of the study revealed that restaurants and bars are the best KPI for Via Nassa area, not 

hotels. Sometimes the idea of combining different components together in order to reach a better 
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outcome has been proposed. Turnover of the year is a good choice for measuring the KPI. The 

studied showed that because of Gotthard tunnel there was an increase in the number of transits to 

28% for daily tourists. The data on arrivals and overnights for hotel sector at municipality level is 

shown below. They are categorized as domestic and international levels and sum of them over four 

years. 

14 

Figure 6.1 Data on arrivals and overnights for the hotel sector at municipality level 

 

There are differences and similarities between Via Nassa and Vittorio Emanuele in Milano; via 

Montenapoleone in Milano and Bahnhofstraße in Zürich. The big difference between these streets 

and Via Nassa is its population and dimension. This main division sometimes makes it impossible 

to compare these streets with one another. In contrast, these streets are long and distribute different 

kinds of brands which provide more opportunities for different kinds of clients and tourists. One 

of the respondents believe that it is not possible to match Via Nassa with Vittorio Emanuele in 

Milano, but perhaps it can be matched with Bahnhofstraße in Zürich. Both of these districts in 

Zürich and Lugano are too expensive and their stores rents are high. Overall, the differences 

between Via Nassa and these streets tie to their population and size. Via Nassa and Bahnhofstraße 

in Zürich are similar as both are brand streets and shop watches are important in them. Both of the 

mentioned streets suffer from the world economic and financial problems.    

                                                
14 Retrieved from: http://www.otur.usi.ch/sites/www.otur.usi.ch/files/uploads/trimotur-autunno18.pdf 
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Plus, Via Nassa has less chance for shopping revenue because of it is nearby Milan, which is a big 

city and one of the fashion capitals with more reasonable prices. 

 

The research which presented the nationality of the tourists argued that they come from all over 

the world. Swiss German tourists are really important for Lugano as they are interested in Italian 

culture but they are still in Switzerland. The other groups of tourists come from different European 

countries like Germany, Italy, and England. Few percentages of tourists are Americans and 

nowadays mostly Chinese and Arab people visit there. What motivates them to come to Via Nassa 

is visiting the main street in Lugano and of course it’s beautiful nature. They can visit galleries 

and buy Kashmir linen. Shopping is a good purpose for tourists. Chinese show up in Lugano during 

the year specifically first two weeks of October because it is their holidays. They come to Lugano 

and mainly Via Nassa to purchase watches. Due to the predictions a greater number of tourists 

were estimated to come to Lugano and Via Nassa with LAC, however it did not happen as it was 

expected. The investigation indicated that the number of German tourists was less than the earlier 

years. Historically, German and Austrian came to Lugano in 1980s.There are different types of 

tourists who are entering Lugano and principally Via Nassa. It depends on different factors. In the 

summer more, leisure tourists come to Lugano because of the sunny weather and nature. In the 

winter most of them are business travelers and leisure type come more for shopping. In particular, 

business tourists include Chinese and Arab people.  

 

The range of business tourists is less than the leisure ones because of world financial problems. 

Leisure tourists are not exactly the ones who buy things. These days, there are a lot of window 

shoppers and selfie-takers in the area. Daily tourists are coming to Lugano from different cantons 

after the Gotthard tunnel was built. They choose this town for visiting lake, nature, mountain, 

museum, church and generally Italian culture. In general, to the respondents, if the mentality of 

the owners' changes there will be a diversity of shops there with a mixture of both luxury and 

normal brands. As a result, the selling process gets better. Based on the research, to promote the 

district more it is necessary to acquire a better quality. Different strategies will be helpful in this 

regard such as creating more events, extending opening hours, establishing a variety of stores from 

luxury to normal brands. Improving USP (Unique Selling Proposition) which makes a brand 

unified and take advantage of it can be efficient. One of the current events in Via Nassa in Lugano 
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is the Christmas markets. Studies have shown that there is a possibility for inventing new high 

events to promote the existed brands. Mr. Mario Tamborini emphasized on travelling to other 

countries to get an idea for new advances and creativity. The other way for progression is 

evaluating the visitors of Via Nassa and the goal of their excursion. This review needs to consider 

all kinds of travelers and tourists, not just a specific group, mentioned by Massimo Suter.  

 

Lugano region presented the book about the history of Via Nassa that is explained in the case study 

section. Beside the book, there are newspapers and magazines. These publications focus on 

Lugano region, sometimes they discuss Via Nassa’s current economic problems. Presently, social 

media impression is really significant and obviously the newspapers’ function is not like the 

previous ages. In Mario Tamborini view, the quality of information was really more effective in 

old newspapers, while today online newspapers have more readers and reviewers. Giornale del 

Popolo is one of the old newspapers which was bankrupted because of today’s strategy for 

information broadcasting. Sometimes in the case of fashion (antonioli shop), fashion or nationwide 

or international magazines have nice reviews for them. Forbes in America which is not a local 

publication wrote about this brand. Massimo Sutter cited it is better to have advertisements and 

announcements in current tourists’ languages in Via Nassa, for example, in Arabic or Chinese 

languages. In his idea, the other option is English writings which are more understandable for all 

the tourists and nationalities. 

 

Via Nassa is an important street in Ticino, historical street during the war and pavement for 

journalists and politicians. The inquiry showed there is a big difference between tourists coming 

for one day or a week. Recent research proved that most of the tourists come to Lugano and Via 

Nassa for one or two days. After Gotthard tunnel was built it decreases only into one day. Tourists 

visit this town for doing different activities like trekking and climbing in the summer. Every so 

often there are international events like Busker festival in Lugano. They change the appearance of 

the city and bring more people from all over the world to Lugano for a longer period. At this time 

there are no cars invasion in the street and people walk beside the lake. One-week travel is more 

profitable for hotels and arises the revenue. Due to the research there was a big financial difference 

between these two types of tourists. Daily tourists’ measure were more than weekly ones. Daily 
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tourists are mostly from Swiss German. They choose Lugano for its sunny weather, cheaper prices 

and Italian culture. 

6.2 Answer of the Main Research Question  

 

 
 

Historical background has shown that this street lies in the heart of Lugano. It is a connector to the 

old part of the city. This area has a big reputation because of changing the fish market to the street 

of luxury European brands. There are different methods to enhance the number of tourists in this 

area. Based on the interview outcomes, if the goal is increasing the tourist’s number and keeping 

the Via Nassa characteristics, these are some solutions. It is important to emphasize on: First 

Lugano’s cultural attractions and nature; second on the history of the street and overall Switzerland 

records; third expanding more international engagements such as international brands in regard to 

the tourist types and tourist nationalities; fourth it is a practical idea to have a combination of stores 

to the current ones, the normal and cheaper brands as well as what exist presently. Fifth as most 

of the shops in this area contain fashion shops, creating and organizing suitable events attracting 

more appropriate tourists to the area and making it more specialized will be wisely. The good 

example is catwalks or fashion gatherings for cloth advertising and promoting them professionally 

for better selling. Even it can absorb the people who are interested in this industry. Sixth every 

good popular destination needs enough quantity of KPI for break time of tourists and enjoying 

sightseeing. In case of Via Nassa, restaurants are the most requirement. As women are more 

excited about shopping and men more interested in bar gatherings and socialization. The seventh 

strategy is making the Francs and Euro currency difference in moderate. Eighth incrementing 

opening hours to take more opportunity for shopping. Last option is increasing parking spaces to 

bring all the locals and tourists to the area. 

 RQ: How do you increase the number of tourists in Via Nassa in Lugano by preserving its 
characteristics? 
 



 53 
 

7. Conclusion 
 

The paper goes over the marketing across culture and tourism. In this chapter, the purpose of this 

thesis, methodology and the obtained results are summarized. In the next section, the implications 

are offered in both categories of theoretical and managerial. In the end, limitations and future 

research will be presented. 

 
7.1 Purpose of the Study, Methodology and Mayor Results 
 

Eventually the author stressed that the main purpose of the research is to increase the number of 

tourists in Via Nassa by preservation of its specifications and bring different target groups to Via 

Nassa, not just the defined group. It is worth noting that this subject came from the Renaissance 

project of the specific street in Lugano, Switzerland called Via Nassa. This project was committed 

to USI. The history of this street is evolved during the years. Therefore, recognizing the 

differentiation synopsis between the past and the present is considerable. Both give prestige and 

crisis to Via Nassa at the same time. Accordingly, there is a requirement to access more 

information about destination, management alliances, destination marketing, destination image, 

branding and the effect of social media on our progress. 

  

In the meantime, it would discuss the Via Nassa over the sale’s crises and find a solution to 

overcome it by implementing new strategies. These strategies investigated the problems that 

happened during these tensions such as closed shops like Versace, close distance to Milan, 

different travelers experience, the role of social behavior, advertising, media and word of mouth. 

Furthermore, there are different kinds of travelers who travel to Lugano. These types include 

business and leisure travelers. Measurement of these types and their nationalities are variable 

during the years and societies change. 

 

Moreover, the other challenge during these interviews was comparing Lugano with the other 

luxury streets in Switzerland and Italy under the names of Corso Vittorio Emanuele in Milano, via 

Montenapoleone in Milano, Bahnhofstraße in Zürich. This study should express differences and 

similarities between these districts.  
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The methodology considered for this thesis was an interview with twelve interviewees in different 

positions in Via Nassa. At the end, because of some limitations, the number of these respondents 

was decreased to six out of twelve. The logic for selecting this procedure as the methodology was 

that they were around our study case. If the good strategies accomplish in this area the number of 

tourists will boost. These ideas were practical as they were a part of this region and got familiar 

with the challenges, history, and difficulties over the years. 

 

7.2 Theoretical Implications 
 

Therefore, the results of this research would broaden the literature in this field and can help to 

understand different issues. As mentioned above the interview consisted of twenty-two questions. 

The interviewees’ ideas were different in different questions. In today’s world, the role of social 

media for the online tourist destination concept is undeniable. These social media are Instagram, 

Twitter and the other types of social networks. On the other hand, offline tourist destination called 

DMO is a helpful option for tourist information. The list of old and new events is explained. An 

online newspaper with less quality has captured more observant these days.  

  

Old events were more local products or festivals for boats, cars, and Christmas markets from many 

years ago. These festivals are more specified on music in different styles like Jazz and Blues. These 

events have two sides. The positive side is to bring more locals and tourists to the street and the 

negative side demonstrates that these events grab less attention to Via Nassa. Based on the 

interviews fresh ideas for new events were in interviewees’ minds like sports and fashion events 

in the form of catwalks. These notions can be designed concerning the capacity and characteristics 

of Lugano and especially Via Nassa. Problems in Via Nassa such as reduction in the number of 

tourists and increasing window-shoppers are serious issues. They cause some financial problems 

in Via Nassa and overall Switzerland and finally the whole world. In previous years, with less 

effort positive outcomes were achieved so that these days by the same or more attempt the results 

are unpleasant and more crisis are ahead. Lugano’s region started to apply for new logo, handbook, 

and different samples for better improvement from February of 2018. Two main elements which 

had an effect on cultural and travelling point of view were LAC and Gotthard Tunnel. This tunnel 

reduces the travel time. Safety is recognized as a positive point but high rent and expensive 
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products are great negative issues that put Via Nassa in crisis. New contemplations are needed to 

coordinate based on the increasing number of stores and a combination of them as normal and 

luxury brands. The new thoughts are considered for parking places and inventing special receipts 

for clients. KPI is proved as an important factor for the development of the area and mainly focus 

on restaurants as the best choice in respondents’ views.  

 

Three luxury zones are specified in comparison with Via Nassa regarding their similarities and 

differences: Corso Vittorio Emanuele in Milano, via Montenapoleone in Milano, Bahnhofstraße 

in Zürich. All of them are high-class areas with high ranges of rent. The main differences were 

different dimensions comparing to our case and more reasonable prices with the diversity of brand 

choices in Milan, which is close to Lugano and titled as a fashion capital. The similarity for all is 

their luxury characteristic. 

 

In author's opinion, consideration of current tourist’s backgrounds and nationality of them can 

create a huge change. Every nationality should pay attention to special factors more than the others. 

For instance, Arabs are wealthy and they are in favor of luxury things more than casual and normal 

brands. The Chinese want the Swiss made watches to import it to their country. The best solution 

is designing some brochures in different languages and promoting them digitally via different 

social medias. The main languages for the designed brochures are English as well as Arabic, 

Chinese and local languages of Switzerland. Russian translations are a wise choice too. These 

language selections are changeable during the years for different types of tourists and nationalities. 

The importance of Swiss German tourists for Lugano is also remarkable.  

 

Two kinds of tourist are considered over the research, business and leisure travelers. Measurement 

will be different in different high and low seasons in both categories. Today’s estimations have 

shown that most of tourists are business and daily tourists and a smaller number of leisure travelers 

which are changing due to different variables like seasons or time. One-week travelers have a big 

influence on the hotel’s benefits. 

 

Broadly, our findings indicated the research question in different parts. Mainly it focuses on that, 

Via Nassa is an important historical and cultural street with the background of journalists and 
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politicians’ pedestrians in this area. The new strategies are needed to be implemented besides 

mindset change for the real growth. Finally, there is a must to increase the opening hours for 

gaining better profits, ROI and shopping experience. 

 
7.3 Managerial Implications  
 

This aspect of the research suggested: First major practical contribution of the present research is 

providing too much needed empirical data for managers in order to know how they want to share 

the essential information with the tourists. This information was gathered from different sources 

like social networks and DMO of the tourists traveling to the area. An appropriate advertisement 

is an influential tool for them to be known in the world with suitable words. Visual advertising like 

brochures can absorb more tourists as well.  

 

Second important implication for the study is the managers’ awareness of the tourists and their 

nationalities in each period of time. This element gives them the cultural background and will be 

helpful to analyze tourists’ interests and needs and make the right decision anyway.   

 

Third implication stems from our reframing of the issue of the managers’ interactivity to create 

the trust between the shops. Making the real confidence between owners requires the mentality 

change and responsibility development among them to attempt for creating a more desirable zone. 

Moreover, a good image has an important role to play for the future destination popularity.  

 

Fourth substantial implication in the research for the managers is making incentives that influence 

on sales for the competition and maintaining the customers. Luxury shops owners must know this 

fact that the shopping experience of their shops needs to be unique. Traditional luxury supporters 

divide their expenses between different brands of luxury and non-luxury brands (Cailleux, Mignot, 

& Kapferer, 2009). Thus, it will be more preferable to explain the clients to not just rely on a 

specific product. As a matter of fact, it is important to know that luxury goods have special 

qualifications like the high-quality and well-designed products, handmade manufacturing etc. 

These qualities are labeled as “must be “characteristics introduced in Kano Model (Citerio, 2017, 

2018). 
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Finally, new plans and goals to create more improvement is a big aim for managers. They can 

travel to other cities and get an idea from the similar streets with the same capabilities. This will 

bring the competition feelings between these luxury brands and make big changes in these districts 

which are beneficial for owners, clients and tourists. Mostly it is important for them to preserve 

the culture of these areas which is attractive for tourists and a big sign of the prior history. 

 
7.4 Limitations and Future Research 
 
There are some limitations to this research. The first constraint was the number of interviewees. 

In the first stage, it was decided to have 12 interviewees. Then because of the response’s difficulties 

and availability, the number of respondents decreased to 6 interviewees. During all interview’s 

participants were in-depth interviewees since it was supposed to get more ideas from them and be 

more specific for the answer of each question.  

 

The second difficulty was that they did not sometimes answer the questions for different reasons. 

Because they did not even know the real and exact answer or they did not want to answer for the 

conservatory. The duration of conversation was variant by different interviewees.  

 

In the third place, there was a difference between the ideas of two respondents about parking spaces 

in the center of Lugano. One of them thought it was better to boost the number of parking spaces 

in the center. In this way, there would be a greater opportunity for a large number of people in the 

zone. These measures include local clients and tourists. Bruno Balmelli highlighted on this point 

that Via Nassa is a luxury street and everything needs to follow the notion of quality even the 

people. In his idea, these people are the wealthy ones who make the street prestigious. They are 

not window-shoppers so that need quiet and high-class street. 

 

The fourth obstacle was the difference between the ideas of LAC influential position. Most of them 

thought that building made a big difference and attracted a lot of tourists, especially in summer for 

events. However, one of them mentioned LAC was not as effective as they expected before. The 

other problem was different respondents’ attitudes toward the current situation of the street. Their 
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views were completely different. It was started with the ones who agreed that the current situation 

was pretty good and ended with ones who assumed there was a strong need to change the owners’ 

mentality for improvement. New mentality of keeping the quality and make the big changes is 

required. There is a serious problem that most of them focus on their own store and activity in Via 

Nassa and not completely on Via Nassa case, for example, lack of Gallery concentration on 

answers about Via Nassa.  

 

The last limitation was related to publications. Most of the publications, newspapers and generally 

the existing materials were in official Languages of Switzerland specifically Italian, in this part of 

Switzerland. That makes it difficult to find out more information about the case study.  

 

Future research is needed to delimitate to fill these gaps. This study is based on only one detailed 

case. This case was Via Nassa and the conclusion drawn from it might not be applicable to 

everywhere. 
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APENDICSES  
 
Thesis Interview Questions for Via Nassa 
 
 
1. How can Via Nassa work as an online tourist destination? 

2. How can Via Nassa work as an offline tourist destination? 

3. What are the old events in the area? 

4. What are the current events on this street? 

5. Are the ongoing events helpful for developing the area? 

6. What are the new strategies that can be constructive for absorbing more tourists to come here? 

7. What change was really significant mostly from the past? 

8. What are the pros and cons of this street? 

9. What are the elements that can work as an attractor for bettering the prevailing direction? 

10.  How can we raise the number of investments in the area for the faster improvement? 

11.  What kinds of stores and brands will bring more tourists to the area? 

12.  What kinds of jobs will have to cooperate more for advances and the renaissance of the street? 
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13.  How are you going to measure progress? What are key performance indicators (KPI) in the 

Via Nassa? like restaurants, bars, hotels, real estate market, services and entertainment, etc. 

14. How can we increase the number of tourists in Via Nassa like Corso Vittorio Emanuele in 

Milano, via Montenapoleone in Milano, Bahnhofstraße in Zürich? 

15.  What are the similarities and differences of this street with the same ones that mentioned in 

the previous question?           

16.   What are their nationalities? 

17.   Why do they come to this area? 

18.   What types of tourists do mostly come to this area currently?   

19.  How can we promote the district more? 

20.  Are any stories or ancient publications available that I can use in my research? 

21.  What is the difference between them and the current events like today’s newspaper articles? 

22.  What is the difference between the tourists come to Lugano for a day or a week? 

First Interview with Mr. Bruno Balmelli from Balmelli sport shop: 

Q 1: We must do advertising for the high-quality people or high-class people and not all the 

people. We have to organize the city differently. 
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Q 2: It’s not Via Nassa. The people are not working for that. The Lugano Turismo. But I don’t 

think they are very polite line to bring the people in Lugano, therefore we discuss alone to find 

a solution to have only one specific client. 

Q 3: He thinks that Auto Nassa for the car. The only which is not bad. 

Q 4, 5: He thinks the new events or festivals has to be organized in the football corner not in the 

center. It’s not a right position for the events. We have to bring out the organizational sport on 

the market.  

Q 6: Only the events which have quality and qualification (high standard events) 

Q 7: We don’t need to organize a lot of manifestation with all people. People who are coming 

to Lugano need quiet and quality. Also, they will insure that we don’t need cars. About we 

discuss everything out. 

Q 8: Positive things are related to the absence of permission to move with car and then go by 

walking, while negative point is pertaining to the rent of the sites are really too high. 

Q 9: Quality. We are the center, and then we make exposition and quality. We must have the 

same quality in Via Nassa. If you have picture, something very special, very high. Normal things 

are not effective and good for there, and actually it’s not possible. 

Q 10: He thinks we need class for Via Nassa. Only politeness and flowers, and not popular 

manifestation. We don’t need that anymore. It’s enough (he believes they don’t need something 
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like a Renaissance but they should focus on class more, be high class, and have something that 

works more for the high part of the society and those enjoying these kinds of high-class streets 

and tend to engage as well as shop in this kind of zone.) 

Q 11: We have enough stores, and we don’t need anymore. At last 3 restaurants for Via Nassa 

are enough. Via Nassa is not too long. 

Q 12: The shops that are located in Via Nassa. They have a lot of cooperation. But we need to 

be one city not only for weekends. We have a touristic city. We can open a shop that is open till 

10 o'clock in the evening. Now we have to close at 6: 30 and Saturday at 5 o’clock (increase the 

work hours to absorb more tourists to the area). Then we should have more flexibility to turn 

the city to a touristic place and we can develop a plan for it in the next step. 

Q 13:  He thinks only quality. If we bring something cheap it’s not the right place. We can’t 

bring the wrong people to Via Nassa. You need a lot of people but at the same time very quiet 

and more quality. 

Q 14: Only quality and to be sure. It should be only very polite, nothing else, and quality. 

Because Switzerland and also Lugano is very short, then they may not organize the popular 

system merely. Lugano is very quiet and wealthy or rich people need to be very quiet and 

elegant. We don’t need a lot of people. They bring a lot of people with bus as tourists. They are 

walking just for window shopping. Just looking with making no money. They are not the right 

people. We don’t need to bring all people in Via Nassa (we can make it more specific just for 

special and rich people). We must organize something different. 
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Q 15: As mentioned before, Via Nassa is the same as Bahnhofstraße in Zürich. They are exactly 

the same according to this feature, but the big difference is related to their population. Lugano 

has 50,000 people as the population, whereas Zürich population is just 1 million. We don’t have 

enough people in Lugano. 

Q 16: They are mix. They are from different parts of the world. Ara, Russian, Italian, German, 

Swiss people. Swiss and German people are really important as they like the Italian mentality 

so that they don’t want to go to Italy and shop in Lugano at the same price. But the quality and 

look are the same as the Italian culture. 

Q 17: Lugano is not too big. You can go all around to see something special but, in this street, 

you find only nice shops, for example, if you need a Kashmir you will find one shop only. The 

best kinds of Kashmir in the world can be found there. We need fashion for young people. You 

can find the similar shops only in New York, London, and Paris. Although we have right people, 

we need more ones to come to Lugano. 

Q 18: Many years ago, only business travelers for bank business came but today we have to 

change the mentality because the bank is close. We do not have these kinds of travelers anymore. 

We need other clients. We have to organize better to sell Lugano out with the right qualification. 

Q 19:  With more quality. 

Q 20: We advertise in the newspapers. They do not bring so many people. If you take an action 

and offer some discounts to the people, you can attract more tourists. It is not our mentality.  We 

do not need to bring the people for discount. We only need the people that they have enough 
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money to appreciate what they find. You can find everything in Milan with the same quality. If 

we stay in Lugano for one hour you will see everything. The offer is very big and too much for 

Lugano. Lugano is very small. 

Q 21: Finding people who read newspaper is not the right plan for Lugano. Every shop should 

do something special. We need to make one image for the whole Via Nassa. So, everyone who 

are coming to Lugano thinks Via Nassa is like the center of Milan or Zürich. Via Nassa in 

Lugano is like Bahnhofstraße in Zürich.  

(He thinks people who are coming to Locarno to find German mentality. People come to Lugano 

for one week to see a different culture, Italian culture, and a lot of high-level shops with the right 

clients). 

Q 22: There are most people who are coming more for 3 or 4 days not for a long time. What are 

you doing in one week? If you stay for one week you can do sport and then go around the 

mountain which is beautiful, see different places like theater and lake. Travelers come to Lugano 

for one or two days. We need to work on quality. 

Second Interview with Mr. Daniele Pescali + Manager from imago- art gallery: 

Q 1: Ok, so it is covered by a lot of social media and different activities from the shops to the 

galleries. They all come together and each one contributes with their own activities and this is 

like a main area of Lugano. So, it’s definitely very active and really works well for people as 

the online one. We personally have their own social media. There is nothing related to the place 

but they would probably work. 



 71 
 

Q 2: She thinks as it is the main central part of Lugano. It covers all tourist centers or info points. 

These kinds of places, and they have all the information and all the activities that are going on. 

That’s probably great for people maybe from another generation to travel. 

Q 3, 4: She doesn’t know about the old events because she was new there. Maybe they have 

been happening as well. But currently we have lots of event for Christmas. Like 19th century, 

the gallery opens for the tourists coming for travel. We have different events. We have some 

shows and exhibitions of cars and boats on the street. Basically, the cars and boats are stand at 

the certain points. Then during the summer which is the most important period for Lugano in 

general. We have the festival which is a really big one on the lake. It has happened for a long 

time since many years ago. 

Q 5: She thinks so. Absolutely, because they attract a lot of attention and people. They change 

the place to be full of people as you can usually see it. When we have open nights or we are 

open till 10 pm or midnight we do have more people coming in. That is usually helpful, yes. 

Q 6: She thinks personally it is less attractive in the winter and we usually feel a lot because the 

number of people become less and less.  There is a very distinct difference and something that 

could be really useful to attract more people to go to help the economy around here and it would 

be able to push the seasons a little bit more. The off seasons (the ones that number of tourists is 

less). Because she thinks it will be really helpful for us. So, something that could be involved 

around the other seasons which is not in the summer. 

Q 7: The museum the Lac, it wasn’t there. He thinks that rents have been getting very high in 

Via Nassa since six months ago. The prices are going down a little bit. This helped obviously 
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the street to become more active because more shops are open at present time and in the past, 

they were closed for many years. So, it has been a recent development.  She remembered when 

she came here they were just building it. So, she is sure that it made a big difference. Because 

that is the pretty big building. 

Q 8: Positive point is that it is the main street of Lugano. That is great. The majority of tourists 

are commuting there. Negative point or probably the worst thing about it is relay high price 

ranges. It depends but for some people it may be a little bit too much. But it is a high street for 

shopping. 

Q 9: Definitely the lowering of rents even more, that’s the best solution which will be helpful. 

Because they are still spaces which could be rented in and out. So, it could make it even better. 

She thinks it’s not bad anyway at the moment. We have big mix of activities going on here. So, 

we have a lot of shops, banks, supermarkets, and galleries. We have a lot of things. That’s 

already pretty good. 

Q 10: She doesn’t have any idea. Probably the city of Lugano will be helpful in this case 

somehow. But she doesn’t sure how it works right now. So, she thinks they are going to 

investment on behalf of the city but s they already did something with the museums (Citta di 

Lugano). 

Q 11: She thinks either more of the well-known brands like less expensive well-known brands 

or more Swiss made brands (local brands). 
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Q 12: Well, she thinks they could organize more events like they what have for the galleries 

when they stay open for a longer period of time. I guess you could do something like that or 

discount period sales.  

Q 13: Key Performance indicators (KPI), she would suppose hotels not so much. More like bars, 

restaurants and generally shops she thinks. But just a quantity of people that come by. But be a 

great way to understand how things are going. How they are progressing. 

Q 14: You would need much more, it would have to be a little bit bigger, longer or with more 

shops, definitely, bigger brands, that kind of thing. 

Q 15: I think probably the size is likely the biggest difference because the previous streets that 

mentioned are really big in compare to Via Nassa Lugano which is a smaller city. So, it’s a bit 

different. But anyway, its terms of intensity of shops. 

Q 16: They are from all the places but we get some Americans as well. We’ve Russians too. 

We’ve also had some Chinese as well. We’ve had from Spain, France, Germany, and Italy, of 

course. To be honest all of the world but not many English people. She has met a few American 

people. 

Q 17: She guesses tourism. Generally, tourism for the city. It’s the main street. They just come 

to Lugano to visit the city and the galleries. 

Q 18: She thinks the mix of all of them. We’ve gotten a lot of people who are just coming in the 

summer to visit all the Switzerland or Lugano, but during the winter or other seasons she thinks 
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they you are getting more people who are coming for business or they may have some free time 

for shopping definitely. 

Q 19: She doesn't know. Maybe as we mentioned before more events, more openings. The rank 

of brands would help more openings in the area. 

Q 20: She doesn’t know. DMO in here can be helpful for more information about the Lugano 

and specifically about Via Nassa. Lugano region will be helpful for me in this case too. 

Q 21: Before it was newspaper but today we have social media, which are more available than 

newspaper but she thinks newspaper has been more important than the past. 

Q 22: She guesses that they are coming for a whole week, she doesn’t know about the 

measurement of the people who are coming for the whole week. They probably come to 

Switzerland and they may stay one day or two days and don’t suppose more. But the difference 

is generally associated with what they are doing, whether it is a business trip or a nature trip.  

Because Switzerland has a lot of attractions from the touristic point of view. So, they may come 

here for that reason and stop by Lugano for a day. There are also very nice tracks and walks in 

here especially in the summer. 

Third Interview with Mr. Frey watch shop Les Ambassadeurs 

 1 Q: They have the social media and Twitter account. 

2 Q: From the customers shopping and the measure of that. 
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3 Q: Auto Nassa, Autumn Festival, Christmas Festival 

4 Q: from the past, these are the main events in Lugano and around Via Nassa. 

5 Q: No, because during this time, the focus will be on these festivals and shopping prospective 

become less in this area. Christmas is in different parts of Europe but this one has cheaper 

products but not as well as Christmas festival in Germany. 

6Q: Create and promote the programs and create something new not just to absorb the rich 

people to the area like art programs, Music, Lugano is not so interesting for young people like 

the fun city but good for study, make that more exciting for different groups of people and ages. 

7 Q: The types of tourists and changing from the local product stores to the brand stores. Before 

more Pasta and soap and candle Paraffin, Hotel De Park were really close to the lake. In the 

beginning, grocery shops are like before. 

8 Q: Pros: safety which is a good point for attracting more tourists to the area, cons: being 

conservative on the other hand to make it progress and know more about the people. 

9 Q: Lac: Art events 

10 Q: Safety - real states and of course hotel quality. 

11 Q: Chanel, Yves Saint Laurent 
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12 Q: Each city has an image for itself like Zurich as an economic city, Milan as a fashion city 

or Geneva as watch production but Lugano has no image, so it is better to create an image for 

it. 

13 Q: Count the Turnover to know about the profit. 

14 Q: The population of Lugano is 60,000 but in Milan, like a little gathering there are a half 

million standing there. So, we have to offer something different in here. 

15 Q: Similarities: brand street Difference: population 

16 Q: Currently Chinese and European 

17 Q: Chinese for the first two weeks of October are having holiday, so they travel for shopping 

watches. Europeans come for the visit. 

18 Q: Daily tourists because of the travel time reduction with Gotthard tunnel, shopping tourists 

like Chinese tourists and business tourists. 

19 Q:  We don’t have a unique selling proposition (USP), promote it. 

20Q: No data, use the Via Nassa book and (history) 

21Q: Nassa is the nest and catches the fishes there. Book for past and present the revenue 

problem. 
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22 Q: Better as an economic view for one week and also, it’s good for the hotels, more than one 

day trip because destination gets closer and the distance of Via Nassa for walking and important 

in whole Ticino, in the war era and regards to history the journalists and politicians came to Via 

Nassa a lot. 

 Fourth Interview with Mrs. Laura Luisa Conte at fashion dress shop: 

Q 1: This is more about the manager of the town to decide these things about Via Nassa. But for 

their store which is Antonioli Shop, they have an Instagram page now. We have online 

advertisement. In the website you can find all the names. Likewise, when you are looking for 

the stores you can find their names or when you are look for a brand you will find our store. 

Their main store located in Milan is very famous. It’s the name. It’s the most important thing 

for us. The name of their store which is also their brand. 

Q 2: They have their own clients since the beginning. They’ve been here for 30 years, actually 

over 30 years. People know them and know about their store. The relation with the clients is the 

best as they can do. They contact them directly by phone, email or send the invitations by post. 

That is the customer relationship and marketing that they can do. It happens inside the company. 

Something about them, something that it doesn’t involve for all the street but it’s their part. 

Q 3: They have some events like Auto Nassa, the Christmas market and autumn festival. These 

kinds of events or festivals are not good for the stores like them. Because they bring a lot of 

people to the street, but not clients to the store. Although the street will be full of people, they 

are interested to look at these events. Then their clients will not come, because it’s a kind of 
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mess. Like the Auto Nassa with all kinds of cars, which is not really a good time for them during 

these events. They can’t attract people to the stores. 

Q 4: The events are always the same. So, the next one will be in December, the Christmas 

market. 

Q 5: The situation as he mentioned above is a bad moment and time for them and they can’t 

really benefit of it. 

Q 6: The tourists are come to the city for other reason but maybe for shopping. They come to 

Lugano for shopping watches or some Swiss jewelries. But they are not really coming for 

fashion. That’s not the main destination. They come here for shopping, because they are present 

here. But they come to here for other reasons. So, the tourists must be attracted by full strategy 

of the town. They come for the landscape, nature, and visiting around. But it does not attract 

them for shopping so much at the moment. 

Q 7: I think it has been changed a lot since a few years ago. They had many Italian customers. 

They came here for shopping. They may have bank accounts or come for other reasons. Now 

they are not coming anymore because of a lot of financial problems. And we have only locals 

and tourists who are coming from abroad during the summer. So, it must be changed because 

during the winter we just work with locals and Italians who do not come anymore for shopping 

on the weekend, which is the main thing that has changed our clients. 

Q 8: It’s nice that (pros): It’s nice that they are all together. The shopping district are all in this 

street, if the people want to come and buy. They will find them. Because it’s other location of 
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their store, and the location of Via Nassa is good. (cons) It’s not a city, it’s a town. They don’t 

have so many main stores. So, people don’t really come here because they know they cannot 

find everything. They don’t come to Lugano for shopping. If they go to Milan for shopping they 

can find everything. Then they may go to Lugano for shopping, however it’s not a city. As the 

offer is not complete, it doesn’t attract. 

Q 9: To the area. Maybe they need more restaurants and cafes. A lot of people can come for 

other reasons not only for shopping, because if it is only shopping, it’s kind of dead. If the people 

want to buy they come. If there is a nice restaurant or nice place, they will shop food with high 

level. But it is very nice where people can just stay here, or stay around and also shop but there 

are a few stores. It’s not really enough. So, they will need different kinds of offer. 

Q 10: He doesn't know. 

Q 11: It depends on what kind of tourist they want to attract. Because different stores attract 

different kinds of tourists. So, it needs to be like an area that all of them are at the same level for 

shopping because if they add the store which is a different target they do not absorb the same 

kinds of tourist. They don’t come here if you open H&M next to us. Because it’s different kinds 

of clients. So that’s his idea. It will need to be like a separate area of methods, already like that.   

Q 12: I think it’s a plan that should come from the public administration because they can 

perform our role and present their company to attract their clients, but then we need bigger plans 

for the entire city. Which is not their concerns. Because they take care of their company. They 

can do their little part. But there must be someone making the bigger plan for the entire town. 

That comes from the mayor and people who are working in this area. 
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Q 13: He thinks it is something more general. He doesn’t see it as a single element. It’s an idea 

of more things together than can attract. Then we can measure a progress or element. They need 

to open restaurants, and different places not only for shopping. But you will see once you have 

more elements all together then you will see a progress. It’s not a single thing. They have to be 

open for changing the street. 

Q 14: He thinks the dimension of Lugano, it is not possible to consider the same number of 

tourists for that like in Milan or even in Zurich. That’s something they cannot really help for 

that. They can be like a nice little town then attract tourist. However, it will never be as much as 

it is in Milan. But they don’t really want that, they know that they cannot have that much. So, 

they can just have the small number of tourists and they will never increase tourists they have 

in these two cities. 

Q 15: The similarities between them is completely different for him. The town like Lugano is 

not the city like Milan. So, you cannot compare it. We need to have a different strategy. But you 

cannot have the same strategy as a city. So, that’s the main difference. Also, for the number of 

people living in Lugano, you can never have the same situation and not have more streets for 

shopping. For example, we always have only one. 

Q 16: They have locals. They have Swiss people. People who live around and then in the summer 

we have tourists from Arab countries and some Italians but not as many as before and then they 

have people for themselves, they are Swiss from the French or German part. They come mainly 

during the holidays or the summer. Other nationalities they’ve got some English, some from 
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South America but that’s like a little part. They are from many countries who are coming to 

Lugano. It’s a big diversity of countries. 

Q 17:  He thinks they are coming for shopping. Because the new museum is here with the name 

of Lac. But it doesn’t really attract as many as people as they thought before it was opened. They 

don’t come here because of visiting the museum. It’s not something like this. It’s nice to have a 

place like that, of course. But for people who come to the stores in Via Nassa, come for shopping. 

So, there are the different kinds of tourists. 

Q 18: They are some business travelers but they are not many. Locals are just travelers who 

come to this area for shopping normally or sometimes they are international university students 

and their parents who come to visit their children. So, this kind of people come for another 

reason and then they can go shopping in Via Nassa. That it could be an idea. 

Q 19: They should change the types of events in the street, especially the ones that are currently 

held like Christmas market. He doesn’t think it’s in the best location. It needs to be held in 

another area because people can go there only for that reason. So, in the street, it should be 

events on higher level. So, it’s the same target of clients that they have and it will bring more 

clients to the stores. This kind of event is like the Auto Nassa for people wanting to see the car. 

It’s nice. But they come to see the cars and then they don’t shop in their stores. He thinks these 

kinds of events should happen in another area. And for the shopping area, we will need events 

in higher level related to shopping. They can be in many types and many things. 

Q 20: They had some articles about Fashion Magazines. He remembered one of them is 

L’Officiel and their main website is connected to their store in Milan. All their stories for the 
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shops and the explanation of their works are mentioned. The idea and concept for the brands we 

have and to research. He doesn’t sure that it is a publication. 

Q 21: They are not part of it. For them is more fashion or nationwide or international magazines 

and they also had nice reviews on Forbes in America which is not a local publication. This article 

that if it is out yet, just mentioning the interesting things about the area. So, they mentioned our 

store like in a place for shopping and then he thinks of some restaurants for international tourist. 

Locally they don’t have something related to their brand, not about Via Nassa. 

Q 22: There are some tourists especially Chinese or Asians. They come to Lugano for one day 

just for shopping. They stay in Milan or they travel a lot. Like one day in Zurich, one day in 

Como, one day in Lugano. And some of them they come here for shopping to our stores because 

in Switzerland they are coming to here to buy watches, and then the day after they may go to 

Milan for fashion. So, for those who are coming only for one day is less interesting than ones 

who are staying here for a longer period. It’s more interesting. Also, in the summer the events 

in July, the Busker Festival for Music, that brings a lot of international people to the area. That 

is good. It affects and brings a good situation in the city. Not in Via Nassa, but there are no cars 

by the lake. It becomes very nice. Because the people come just for walk and then it brings 

people for staying more days. That’s a good event actually. 

 Fifth Interview Mr. Mario Tamborini Lugano region: 

1 Q: Via Nassa works with Lugano Turismos, Lugano region. He is a vise president of the 

Lugano Turismo. 
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2Q: The same answer as the first question. 

3 Q, 4 Q: We have some events for the holiday market at Christmas time in 25 of December, 

begin about 30 of November to 24 of December. This market is full of people and light and 

different things are included in it. The other event is an Easter or in autumn with the big event, 

called Festa do Outono (celebration of fall season). First Sunday in October. Jazz festival which 

is a big event in the main square. Blues to bop, blues festival for music once a year. Every two-

year Harley-Davidson days, which is a big event. American motorcycles about 20,000 of these 

motors come to Lugano, a big event for four days. It’s important for Lugano for commercial 

reasons. There are a lot of tourists and motors come from all over Europe. The next year in July 

will take part on the first weekend. 

Q 5: Yes, because of the name or the brand of Lugano will go around Europe. It is very important 

for Lugano destination. It helps to make the Lugano region known to Europe and to the world. 

This event was held only once in 2016. World Professional Powerboating Association between 

Lugano and Dubai, offshore race big boat and the name and the brand of Lugano will go around. 

The Middle East is very important. 

Q6: Now we have a new brand and strategy of Lugano Turismo. It is a very complex operation. 

They started to change different things from the last year: from the logo, handbooks, the image, 

sector, music, museum, concert, and shopping. That is a very important program that they 

predict for the future. Different things like gadgets, bags, candy, umbrella, and memorial stick. 

It’s possible to see the brand from different positions outside the tourismus offices, outside the 

image. It’s the very new brand from this year, from the middle of February in 2018. It’s for the 
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whole Lugano region, not just Lugano. There are 180000 people in this region. Lugano is the 

biggest from Canton Ticino. 

Q7: The change from past, the system and tourist travel to here have been changed significantly. 

50 years ago, the transportation was mostly by train and car but during the past 25 years is by 

the airplane. These days, for example, from Germany, it’s possible to go to the Palma de 

Mallorca in Spain by the plane. They came by train or car. These days from different countries 

like Egypt is impossible because it takes 7 or 8 hours to get to Lugano by the airplane. This big 

change in communication is very significant. 

Q8: Pros: historical street Cons: change of the financial economy. Now you can find more shops 

or boutiques in Milan, Zurich, London, Paris, Madrid, and Rome. Traveling to Milan takes just 

1 and a half hour from here and Via Nassa lost its own personality as the street. 

Q9: There is some security. We have no criminality, so you go out in the evening without any 

problem. Also, with the luxury cars, nature, the lake with Mediterranean weather and the 

mountains (Monte Bre’, San Salvatore). One-hour skiing in the Alps. Mountain bike which is a 

new form of tourism for bikers. It’s not enough activities. We need to work on new activities 

and it is not easy because the other countries are working on that too. 

Q 10: Now there is no new investment in the area because of the international crisis, the financial 

crisis and the investment also stop for the moment. They hope for change. 
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Q 11: They need to reinvent their characteristics, local products, not just the big and luxury 

boutiques. Because characteristics and local products are our products. You can find local and 

luxury boutiques around the world. But it’s a long-time work. 

Q 12: We have some interesting universities, USI, SUPSI, big medical center, and some new 

jobs. Also, from the tourist perspective. But we hope their interest is very high for this. 

Q13: There is no number for that until now. This month the administration of Lugano city tries 

for this inventory but at the moment we have just small number of hotels. How many nights 

tourists stay at hotels? This is just one number but it’s not correct to just consider this. Tourist 

come for one day in the morning and come back in the evening. It’s not possible just to 

emphasize on this number. We have some numbers are in general examples of railway stations 

with Gotthard transit. The passengers from the North to the South are increased by about 28 %. 

That is just for the daily tourist. There is a possibility for tourists to look at the weather program 

prediction so that if they find the weather good they will come to Lugano. 

Q14, 15: Via Nassa is definitely not comparable with Vittorio Emanuele in Milan. We are in a 

small city and country. People from Canton Ticino is 2,7000,0 people. Milan 3,7000,0 people 

are just in the sector of the city. Even the number of the tourists is different between these two 

cities. 1000 in Lugano and 10, 000 in Milan. Bahnhofstraße in Zurich may be comparable with 

Via Nassa but there is some problems at the moment in that zone. The number of tourists is 

decreased there. Because of the general problems in the world, e.g. economical and financial 

problems. Also, Zurich and Geneva have the same problems. 
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Q 16: The highest number of tourists are German people. Following that are Italian people and 

French ones have small percentage. 

Q 17: The number of German tourists is decreased. As he said before because of the 

transportation. Historically they have more German and Austrian in 1980. After that it was 

changed and the number was important. 

Q 18: Business has finished. Since 5 years ago it has been decreased because of the financial 

problems. Now the tourists are coming because of the lake, security, nature, and culture. The 

daily tourists come more just to visit the city. It’s possible for them to visit the city in one hour. 

There is a church, museum, and lake. On the other side of the lake there is a mountain. Monte 

bre’, San Salvatore, Monte Lema. Because the city is small. 

Q 19: They follow the new direction and brand. We monitor some changes each month. They 

travel around the world to look. For example, he visits his friend once a year in Dubai, but Dubai 

is another world. But that is good to be there for getting some ideas. 

Q 20: Via Nassa book which is about the history of the Via Nassa. Via Nassa had big changes 

from the last two centuries. Firs the boat port. Before there were a lot of boats from this region. 

Now there is a bridge, Melide. 130 years ago, the people from south to the north stopped here 

because there was no other way. Just the lake with some big boats come till Lugano and just the 

small street after this building.  It is called Via loganadecia. An old costume is another issue. 

They made costume of Italy and Switzerland in the past. They made costume to go to the north. 

It’s a small city but it’s important because this costume is a unique possibility to go to the north 

from the south of Milan. 
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Q 21: 100 years ago. There is just a newspaper. These days newspaper is not too important 

because of social media. If you need any kind of information major online Italian newspapers 

are available. The quality of information is something else. Now you just go immediately online 

and get the information. The local newspaper is the other thing. Until last month there was three 

newspaper in Ticino Corriere Ticino like Corriere Della Sera, Giornale del Popolo every day 

and La Regione.  Giornale del Popolo is an historical newspaper that was closed a month ago.  

La Regione especially for the north of Ticino. The big tips from the whole world, the quality of 

information, the scope, no comment and no idea. It is not correct. Which is not a good strategy 

in his opinion. 

 Q 22:  It is a big difference which is big financial. For one day there is no overnight. In the 

morning from other countries especially Italy, the daily tourists come by the train. Those who 

are coming must have more possibilities. Because it’s not too expensive like Zurich or Geneva. 

It is one of the problems for weekly tourists. Because Lugano is very close to Italy. After 

Genova, the sea, beaches and costs are cheaper. This is not the only problem. For one day 

normally, they come from the Swiss German part, in Zurich to pay coffee for 4. 50 CH but in 

Lugano 2.30 to 2.50 CH. It’s not too expensive for them, even for going to restaurants with 

better prices like 20 Swiss Francs in Lugano comparing to their cities. 

 Sixth Interview with Mr. Massimo Suter Restaurant in Morcote:   

1 Q: Because it is one of the most important streets in Lugano and everybody in the world knows 

Via Nassa. So, it is an attraction. That point has to be improved. 
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Q2: People remember what Via Nassa was? It’s like Eiffel Tower in Paris. Everybody knows is. 

Everybody would like to visit that. 

Q3: There was only shops there. I mean shops. Shops with orology and diamond shops. 

Q4: They make some different kinds of markets. They put car over there. They have the show 

time for cars and boats. But they are not doing what they did before. That is why Via Nassa is 

becoming famous. 

Q5: He doesn’t think so. 

Q6: There are a lot of things you have to do. First of all, he assumed there are not enough 

restaurants and bars where people can meet each other. Then they go to the shopping case. 

Because the girls are going for shopping and the man are going to the bars or sometimes vice 

versa. 

Q7: The thing related to all Lugano. Before it was easy to go to the center of Lugano. Now you 

have to go to park the car outside and then go inside by feet. Then the people who want to buy 

luxury have to park there and then go back to take their cars later and leave the area. All the 

changing ways did for keeping away the cars to the city specially city center. Definitely, it’s a 

problem. 

Q 8: Pros: It’s a well-known street that brings tourists. Cons: People think that when you go to 

this street you just find expensive things and products. So, it is really not good to be like that. 

People who own a factory there. You have a factory in Via Nassa, only because it’s Via Nassa 



 89 
 

but you don’t earn money with them. It’s like Bahnhofstraße in Zürich, that you have to be there, 

but you don’t earn enough money there to say it’s positive to be there. 

Q 9: He doesn’t know. It’s really not easy to say. 

Q 10: First of all, it’s not to make sure the factory that stayed there are and don’t leave. Because 

sometimes they are going to work for another factory to Via Nassa. There were really important 

brands leaved Via Nassa and They broke all together. 

Q 11: Clothing brands, diamonds brands, watch brands. Brands that everybody knows about 

them. Very important brands are in Rome and in Bahnhofstraße in Zürich. Not just the luxury 

shops but also the normal brands to make the shopping possible for all the people from different 

parts of the society. 

Q 12: Politically owners of theses factories and people who live nearby. Maybe he and others 

as restaurants and bars to create new image of the street. To know what is the reality of our idea. 

We want to back and have a lot of people or no less people but who are rich. To try to know 

what is the project and actually what is the target. Then everybody has to do their best to obtain 

this goal. 

Q13: It is also not easy. A lot of people don’t have a lot of money, because there are also tourists 

that they go to Via Nassa only to being there, to take a picture or selfie. For counting the 

progressing with money not only with visual. Offering normal and higher brands both at the 

same time. Be sure to make it easier for allowing the cars to come to the center. Offering other 

possibilities not only the opportunity for shopping. Building and opening new bars and meeting 
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places. The other thing that can be helpful is creating and bringing more cultural programs to 

the area like music programs. 

Q 14, 15:  Bahnhofstraße in Zürich has the same problem like Via Nassa. It’s too expensive. 

The rent of the local shops is high. A lot of people who are coming to the area just go up and 

down and don’t spend their money there. Italy in Milano is like Paris. It’s cheaper than the 

mentioned streets. These days more and more people are shopping online. People go to Via 

Nassa or Bahnhofstraße to buy the watch products. Take the selfies and go back to their homes. 

Q16: The nationalities are from all over the world. In the past, they were mostly from German 

and Swiss German. Now they are mostly from the United Arab Emirates. It’s not always like 

this and it’s not just these nationalities. They are changeable during the time of the year in 365 

days. 

Q 17: Mentioned before. 

Q 18: More leisure tourists but cheap leisure. It’s also a problem because that’s not possible to 

sell enough products for survival in Via Nassa. Because of this, a lot of these kinds of Luxury 

brands left the Via Nassa. 

Q 19: You have to do marketing. You have to make sure to know about the people who are 

coming to Via Nassa. You have to know what they expect and what they are looking for. They 

are coming for leisure, business, and congress. Try to be sure that everybody can find something 

interesting to be in Via Nassa. You can’t focus on the specific type of tourists like leisure or 

business travelers. You have to improve it for everyone. 
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Q 20: Lugano region for publications. 

Q 21: Today it’s better to write in English and Arabic. The guest who are going to Via Nassa 

are from all countries of the world, so it’s better to use the language that everybody understands 

it. 

Q 22: The big difference is that they don’t have many people who are staying there for one week. 

Most of them just stay for two or three days and then leave. Maybe Lugano is just a point of a 

larger trip. There are a number of tourists who are coming to Lugano just for 2 (Saturday and 

Sunday) or 3 days and then go somewhere else. It’s important to know that the people who wants 

to spend money in Via Nassa also can’t shop all the day. The shopping time is limited in 

Switzerland for the ones who want to spend money in Via Nassa. Sundays all the shops are close 

there. If they stay there for one week, they will have more opportunities for shopping on different 

days which is good for them and stores in that zone as well. For instance, if they come just for 

2 days they can buy watches there. Perhaps if you come just for one day and arrive late on 

Saturday afternoon or early on the next day. You will not have to go shopping in Via Nassa 

which is an important point. Because every place is close. Because they don’t want to spend the 

whole day of 24 hours there, but just 16 or 18 hours. 

 


