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Rural Tourism in Italy:
A Sl i Gi tA Sleeping Giant

• It is tourism happening in rural areas (OECD, 1994)
• Its dimensions are difficult to define
• 6.5 millions of bed places (= 500.000 accomodation units)
• Agriturism is growing:• Agriturism is growing:

• Turnover 2008: 200 mill €;
• # agriturism 1998 – 2007: +82,3%g ,
• Leading Regions: Tuscany, Trentino, Veneto

• It is experimenting a lack of professionalism (Ecoris)
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A growing Business 
around Food & Wine

• Growth of local associations
• Growth of demand
• Growth of food and wine product certifications
• Growth of supply

• It makes difficult achieving an effective differentiation USP (Unique• It makes difficult achieving an effective differentiation USP (Unique
selling proposition)

• Role of national and local associations for promoting rural
t i i It ltourism in Italy
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Rural Tourism & 
R ral De elopmentRural Development

• Rural Tourism:Rural Tourism:
• Is a flywheel for the economic development of rural areas and its

populations (Williams & Shaw,1998);
• Is an alternative to mass markets (WTO, 2002);( , );
• Incentives a sustainable approach to economic development (WTO, 2002);
• Helps in creating private/public partnerships (WTO, 2002);
• Provides the opportunity for harmonizing standards for the services offeredProvides the opportunity for harmonizing standards for the services offered

(WTO, 2002);
• Offers the chance to some key groups to be more involved in the economic

societies (WTO, 2002) and helps in increasing economic development in
local areas (Hummelbrunner & Miglbauer, 1994; Greffe, 1994; Briedenhann
& Wickens, 2004; Fleischer & Pizam, 1997; Reichel, 2000)

• (from a visitor perspective) Answers to a broad range of motivations (Page
& Getz 1997; Sharpley & Sharpley 1997)& Getz, 1997; Sharpley & Sharpley, 1997)
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The Virtuous Circle of 
Rural Tourism 
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What firms are 
experimenting?

• A growing competition in the rural tourism business due to the• A growing competition in the rural tourism business due to the
massive entrance of firms in the business;

• A need for answering to the lack of professionalism in the small
scale accommodation business:

• A pressing need for understanding tourists needs and
expectations in order to implement an effective differentiationexpectations in order to implement an effective differentiation
and rethink companies’ strategy
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Different niches for 
experimenting aexperimenting a 
differentiation

RURAL/URBAN

FOOD TOURISM

No of
T i t

Low interest/no interest
e.g. visiting familiar 
restaurant while you are 
travelling because you 
have to eat

TOURISM

CULINARY 
TOURISMTourists GASTRONOMIC 

TOURISM

CUISINE 
TOURISM

Low interest e.g. visiting 
local market, food festival, 
winery, or restaurant 
because it is “something 
different”

TOURISM

GOURMET 
TOURISM

High interest e.g. travelling to a 
d ti ti ith th i

Moderate interest e.g. 
visiting a local market, 
festival, restaurant or winery 
once you have arrived at a 
destination as part of a 
wider range of lifestyle 
activities

destination with the primary 
motive being to visit a specific 
restaurant, market or winery. All, 
or nearly all, tourist activities are 
food related

PRIMARY SECONDARY SUBSIDIARY TO OTHER 
INTERESTS
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Importance of a special interest in food as a travel motivation Hall and Sharples, 2003



Scopo del corso / AimsScopo del corso / Aims

• Lo scopo del corso è di fornire agli studenti una conoscenza• Lo scopo del corso è di fornire agli studenti una conoscenza
delle iniziative di pianificazione e promozione di turismo rurale
attraverso un tentativo di risposta alle seguenti domande:

• A quali segmenti di mercato si rivolgono le iniziative di turismo
rurale?

• Quali tipologie di prodotti sembrano essere più attrattive?Quali tipologie di prodotti sembrano essere più attrattive?
• Che tipo di cambiamenti sono avvenuti nelle richieste dei turisti?
• Come si posizionano tour operators e agenzie nel mercato del

turismo rurale?

11



Programma g

• Definizione di turismo rurale• Definizione di turismo rurale
• Il marketing del turismo rurale: una prospettiva europea
• Casi di studio a livello internazionale
• Le eccellenze italiane
• Seminari e testimonianze dei protagonisti del mercato italiano
• Esercitazioni e svolgimento di casi di studio sul territorio

marchigiano
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Metodo di lavoroMetodo di lavoro

• Lezioni frontali
• Lavori di gruppo e individuali in classe• Lavori di gruppo e individuali in classe
• Seminari
• Visite di studio
• Marchi territoriali nelle Marche
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Evaluation / Assesment

Students who attend (def: students who will gain at least 6 bonus

Evaluation / Assesment 

Students who attend (def: students who will gain at least 6 bonus
points for their active participation in class):

Individual and group in-class presentation (every task will give you
from 1 to 3 points)

Transnational Thematic Tourism Project presentation:Transnational Thematic Tourism Project presentation:
http://ec.europa.eu/enterprise/newsroom/cf/_getdocument.cfm?doc
_id=7488 (up to 10 points)

Fi l t t lti l h i ( t 15 i t )Final test: multiple choices (up to 15 points)

Students who do not attend:Students who do not attend:
Only the final exam (multiple choices) but in the official dates (January

and February) with specific programme (scientific articles) that will
b l d d t th d f thbe uploaded at the end of the course
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Lectures schedule
( l t d fi iti !)(almost definitive!)

- Lezione in aula 8 ottobre ore 11.00
- Lezione in aula 15 ottobre ore 11.00
- Convegno "I rapporti accademici internazionali come opportunità per la promozione e il 

t d l M d i It l " 19 tt b 10 00 A l M U i itàsostegno del Made in Italy" 19 ottobre 10.00 Aula Magna Università
- Lezione in aula 29 ottobre ore 11.00
- Lezione in aula 30 ottobre ore 15.00

Lezione in aula 5 novembre ore 11 00- Lezione in aula 5 novembre ore 11.00
- Visita Abbadia di Fiastra 7 novembre Orario da definire
- Lezione in aula 12 novembre ore 15.00

Lezione in aula 13 novembre 2013 15 00- Lezione in aula 13 novembre 2013 15.00
- Visita a Matelica 14 novembre Orario da definire
- Visita del Centro Storico di Macerata con prof.ssa Baratta 20 novembre 2013 Orario da 
definire;definire; 
- Convegno su Crisi Economica e Banchi alimentari 28 novembre ore 15.00 Aula Magna 
Università
- Lezione in aula 3 dicembre ore 11.00
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Lezione in aula 3 dicembre ore 11.00
- Lezione in aula 11 dicembre ore 15.00



Materiale didatticoMateriale didattico

Book chapters

Articoli scientifici
e report di ricerca
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Please give me yourPlease, give me your 
Feedbacks

Which seminars would you like to propose doing?
….
Which study visits?
….
Which other subjects would you like to study in this

course?
….

Pl d ti b t t 8Please, send me your suggestions by tomorrow at 8
p.m.!
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