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Toward Web 5.0in Italian Regional
Destination Marketing

Mariapina Trunfid, Maria Della Lucia’

Abstract

The exploitation of Web opportunities for markesta&tions fosters the co-
creating destination value through engaging diverstakeholders in social
communication and knowledge sharing. Leveraging buoely of destination
management literature focused on Web 2.0, we intedhe debate on the Web’s
evolution from 2.0 to 5.0, identifying best praetian digital marketing and the use
of innovative Web tools in four Italian regionalsti@ations. DMOs have largely
adopted Web 2.0 tools fostering strong forms okedtalder engagement in
destination marketing and implementing Web 3.0 ¥eb 4.0 tools to support
innovative forms of destination marketing. Of theb\W2.0 applications, social
media marketing via Facebook seems to play theesiggle in engaging potential
tourists, but performances differ among destinajotlepending on the extent of
community participation in content generation ahd speed of reaction to content.

Keywords. Evolutionary Web; Web of Communication; Destinatidarketing;
Tourism Experience Co-Creation; Global TourismljdtaRegional Destinations

1. Reshaping Spaces and Boundaries

The digital economy (Rifkin, 2011) has reshapeddbmapetitive, cognitive and
social spaces of cities, regions and countriesratdhe world by introducing new
destination models in which marketing strategied arperiences are co-created
through stakeholder contributions, thus definingparticipatory approach to
territorial development. Technology-led interactonbetween and within
destination actors and tourists in virtual commesi{Buhalis & Law, 2008) enable
knowledge-based processes powered on one hand day pasticipation and
openness, and on the other by network activitiek stakeholder engagement in
destination management (Cabiddu, De Carlo, & Piccd014; Funilkul &
Chutimaskul, 2009; Munar, 2012). This technology-knowledge sharing and
creation (Racherla, Hu, & Hyun, 2008) provides apyaties for smart destination
development (Trunfio, Go, & Ferretti, 2012) in whithe co-creation of advanced
products and services involving the whole tourred destination supply chain goes
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in tandem with social innovations (Chen & Choi, 2D0This enables new ways of
living, producing, consuming and experiencing, etifeg both how local people
interact and their relationship with visitors. Thansition of the digital world
towards evolutionary Web tools, shifting from theebVof Communication (Web
2.0) towards the Web of Thought (Web 5.0), fostBese processes and enhances
their complexity. There is a clear need for furtaeipirical research in this domain
by both academics and practitioners. By the fornerstrengthen the theoretical
background, by the latter, to enable implementimg mew levers of destination
competitive advantage. This paper is intended tdritute to the debate on the
evolving Web tools by identifying best practiceghe use of innovative Web tools
to enhance the competitiveness of Italian regiaestinations. Italy is one of the
world’s top tourist destinations, ranking 5th innbs of international tourist arrivals
and 7th in terms of tourism receipts (UNWTO, 20I8avel & Tourism accounts
for 10.2% of national GDP (WTTC, 2016). The relaship between digitalisation,
stakeholder engagement and destination value @timne is currently being
debated in the participatory planning process efNational Strategy for Tourism
(2016-2021) (http://www.pst.beniculturali.it). Ov&00 Italian tourism associations
and experts are participating in the process inmglvthe ‘General States of
Sustainable Tourism’ (October 2015) and the ‘Gdn&tates of the National
Tourism Strategic Plan’(April 2016), both held iraNes. Digitalisation has been
identified as one of the main challenges to, anplodpnities for, a paradigmatic
change in Italian tourism (TDLab, 2014). In Itatlie regional level of destination
management is the driver of this change as, sm@®901, the national government
decentralised both legislative and managerial psvierthe regions. Only a few
regions have capitalised on Web opportunities t@wate destination management
models; most still use traditional destination nedirkg and promotional methods.
In contrast, there is rapid international movemientards innovative Web tools
progressing from the Web of Communication (Web 2djhe Web of Thought
(Web 5.0). Through a multiple case study designugsed on four Italian
regional/provincial destinations, this contributiamms to provide knowledge on
destination value co-creation in the digital world.

2. Theoretical Background
2.1 E-Tourism and the Web of Communication in Destination Marketing

Both theoretical studies and empirical analyses ofumber of different issues
connected to the influence of globalisation and 4C®n supply-demand
relationships can be extended to the tourism astrdgion domain. Globalisation
has forced changes in market competition — one-asioeality and physical and
administrative borders have all but vanished (Boomd?2002) — and has also
reshaped the spaces in which multiple tourist act@ctor interactions, and the
consequent value formation, take place. ICTs hauwthdr accelerated these
processes, causing a paradigm-shift (Buhalis & L20@8) in the competitiveness
of tourism organisations and destinations arourel whorld (UNWTO, 2001),
reshaping the role of tourism in affluent societi@sd newcomer countries
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(Brondoni, 2016) and re-inventing tourist produatsl experiences. E-tourism has
transformed the way in which consumer and expeeetourism products are
produced and purchased, turning these exchangesainynamic co-creation
(Gretzel, Fesenmaier, Formica, & O’Leary, 2006; Na&er, Buhalis, & Ladkin,
2012; Xiang & Gretzel, 2010; Munar, 2012; Bellini Brondoni, 2016). Having
taken root in individual consumer space, Web 2.6 aocial media are now
fostering the transition of conventional strategiarketing, based on power and
control (Munar, 2012; Tussyadiah & Fesenmaier, 2608 manipulative tourist
consumption and production (Ayeh et al., 2012),aaha new marketing paradigm
(Wind & Mahajan, 2002). The emerging digital marnkgt in which virtual
communities play a significant role, allows to piefconsumers (Gnecchi &
Corniani, 2003; Corniani, 2006) and define dynarsm-experiential process
approach based on motivational factors (personghition and social influence)
(Hsu, Ju, Yen, & Chang 2007). The creation of ltgpaces for stakeholder
participation in decision-making processes providesm for e-democracy in
destination management and marketing (Sigala & Mi&ig, 2012). Destination
management organisations’ shift of the locus of goand control to the ‘many’
capitalises on trust and knowledge sharing betveeemmunity members to foster
destination value co-creation (Munar, 2012; Hayge? & Buhalis, 2013; Cabiddu,
Lui, & Piccoli, 2013; Mariani, Di Felice, & Mura,d6). Central to this process are
community capacity building (Moscardo, 2008) ance tbreation of more
transparent social intelligence through the netwaylof various stakeholders via
Web 2.0 tools. By empowering and increasing theairtipipation in decision
making, this process also fosters democratic castim governance building (Go &
Trunfio, 2011) and joint tourism policy-making foatation and implementation
(Ansell & Gash, 2007; Kooiman, Bavinck, Chuenpagddahon, & Pullin, 2008;
Beritelli, 2011; Bramwell & Lane, 2011; Go, Trunfi& Della Lucia, 2013; Laws,
Richins, Agrusa, & Scott, 2011; Ruhanen, Scottchiié, & Tkaczynski, 2010).
Operatively, e-democracy covers a range of formghvigo from e-information
and consultation (weak forms) to e-participatiord agvoting (strong forms)
(Sigala & Marinidis, 2012). E-information platfornase passive forms in which
stakeholders are informed about, or can give feddba, destination management
organisation decisions. These basic platforms pegbntacts and information on a
variety of issues, including national and regiolaal's, tourism and non-tourism
statistics, procedures and forms, strategic plar@n tourist cities and resources.
When information platforms are comprehensive antkgmated and facilitate
interactive communication, they become e-consoltaplatforms, i.e. destination
marketing information systems (Wang & Russo, 200Fg co-creation of tourism
experiences is facilitated by key successful Wetiofa, such as: information
quality, ease of use, responsiveness, securit@gpyiv appearance, trust,
interactivity, personalisation, and, fulfilment (Ra& Gretzel, 2007). Finally, e-
participative platforms are social communities vehtdre e-democratic potential of
Web 2.0 tools allows tribal dynamics between memherplay an active role in
destination brand building, participative strategiand experiential product
creation. These different forms of e-democracy,levienhancing the progressive
delegation to virtual community members of powed aantrol over the generation
of content, also register the evolution of digitadlue co-creation from user

Edited by: ISTEI “University of Milan-Bicocca ISSN: 1593-0319
62



© SYMPHONYA Emerging Issues in Management, n. 2,&0
symphonya.unimib.it

insourcing (DMO environment and control) to cromdissing and community
consolidation (community environment/dynamics nonteolled by the DMO)
(Gyiméthy, Munar, & Larson, 2014).

2.2 The Evolving Web

Rapidly evolving Web tools are transforming theitdigworld, which is currently
shifting from the Web of Communication (Web 2.0)th@ Web of Thought (Web
5.0). This evolution increases opportunities fomoaunity consolidation and
stakeholder engagement in destination managemdmnharketing, while providing
enhanced forms of communication for DMOs and imimersirtual experiences
for tourists/users (Figure 1). Web 1.0 was theestagstatic, read-only websites on
which users were not able to communicate with pceds of information, which
meant that the latter received no feedback. Tlagesis almost completely over,
superseded by the Web of Communication or participaVeb (Web 2.0) which,
through its focus on community, has enabled useth o contribute and share
content. By providing information and stimulatingnwersation, Web 2.0 shapes
decisions in new ways that are cheaper and haweaeg reach than traditional
marketing tools, thus facilitating travelers’ preluring and post-trip decision
making. These changes have a direct effect on suppl segmentation,
communication, promotion, distribution and managetreetivities (Leung, Law,
van Hoof, & Buhalis, 2013), enhancing the differation of destinations’ tourism
experiences and the offer of tailor made produseseral commercially available
general-purpose software packages (Socialbakenpaga Karma, Followerwonk)
provide Web 2.0 analytics which can be used to yaealthe engagement of
audiences via social platforms, social media iigalar. The main metrics concern
the size of community, the amount of content geledrdy users or DMOs (e.g.
text, links, video and photos) and the number sfter interactions generated by
content (e.g. like, share and comments in Facebalok)g with the response time,
how quickly users react to actions or interactig®scialbakers, 2015). These tools
can retrieve, select, extract and elaborate a langeunt of data effectively, but
they do not provide a full understanding of contektinformation, e.g. visitor
sentiment (Schetzina, 2010). The Web of Contexti(\8®) stage is characterised
by computerised applications developed by softwammpanies and researchers
(Lai & To, 2015) in order to understand this comtek information. Computer-
based text mining and user interaction sentimeatyais systems code raw text,
identify the factor structure (lexical analysis)damterpret this structure (text
mining) to assess visitor attitude, sentiment aekalior: how visitors really feel
about tourism products, experiences, and destimtiands. Versatile methods for
the selection, collection, processing and analyscontextual information have not
yet been developed; nevertheless, web servicesaihdare systems designed to
support computer-to-computer interaction over theerhet represent a further
development of the above applications, and alloemtito communicate directly
and facilitate wider searches for information thglbumore simple interfaces. The
Web of Things (Web 4.0) and the Web of Thought (VBd)) are the latest stages.
Web 4.0 is the adaptation of the Web to the matulegoundings that connect all
devices in the real and virtual world. Web 5.0 esents a real step forward, since
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it involves emotional interaction between humand eamputers by allowing the
Web to recognize users’ emotions and reactions.

We are currently experiencing the coexistence efWeb of Context (Web 3.0)
and the Web of Things (Web 4.0). Smart tourism fptats — mobile apps,
interactive guides, GeoSpatial tools, action tragkiechnologies — enhance tourist
interactivity in the destination, offer real-timeformation, facilitate personalised
experiences and improve customer service (Buhal&sné&aranggana, 2014; Della
Lucia, 2013). Virtual and augmented reality enhaexperiences — before, during
and after tourists’ visits — in order to build truis, and loyalty to, the destination.
This real-time virtual connection and interactioithm and between individuals,
objects, and — potentially — emotions, creates|ehgés and opportunities for
destination marketing and requires a ‘new digitppraach’ supported by e-
Marketing tools that can immerse tourists in intéxa@ experiential space.

Figure 1. From the Web of Content to the Web of Thought
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3. Case Study: Research Design and M ethodological Procedures

Evolving Web tools (from Web 2.0 to Web 5.0) in ulestion marketing is
examined through an exploratory multiple-case sii¥dy, 2014) which focuses on
four Italian DMOs. This approach is very effectmden the phenomenon being
studied is complex and relatively unexplored (Credsv2007). The research design
is grounded in the most important literature on $Gihd Web use in the field of
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destination management (Buhalis & Law, 2008; Gymmydt al., 2014; Hays et al.,
2013; Munar, 2012; Sigala & Marinidis, 2012) indlugl e-democracySigala &
Marinidis, 2012) and digital community value coatien (Gyimaothy et al., 2014).
These issues are focused on in order to provideénpnary insights into how
Italian regional DMOs use innovative Web platfortasenhance e-participation in
tourism destination activities, drawing on appraf#i sources of case study
methodology (Xiao & Smith, 2006; Baxter & Jack, 8p0

The regional level (or the provincial, for the Antmmous Provinces of Trentino
and South Tyrol) of destination management and eteut analysis is the focus of
the analysis: since 2001, the national governmecewtralised both legislative and
managerial powers to the regional/provincial adstmative level letting the Italian
State Tourist Board been focussed entirely on ntiadgeltaly abroad. This
decentralisation process gives the regions theoatyto introduce organisational,
strategic and technological innovations in deskmamanagement and marketing.
However, only a handful of regions have used tipigostunity to develop distinct
regional DMOs to define and coordinate destinatitemagement and marketing,
whether on or offline. The four DMOs analysed —sthof Liguria and Apulia and
the provincial DMOs of the two autonomous provinoé3rentino and South Tyrol
— are among the six areas whose DMOs are sepanatettie political-institutional
regional/provincial authorities; they have also @ed an innovative approach to
destination management and marketing, introduciagrse Web tools to enhance
interaction, the co-creation of products and stalddr engagement. Table 1 lists
the DMOs and their main features.

Table 1: Profile of Italian Regional/Provincial DMOs

Tourist arrivals in 2015
Region/ Legal form (at present ;
g_ DMO g @p o ) No. Share  Regional Domestic
Province* and Year of constitutior] share
(Thousands) (%) Rank (%)
Trenti Public - Provincial
Trentino* rentino institution 3,498 3.3 11th 59.1
Marketing
2015
IDM —
Innovation,
South Development Public — Special
ou and Provincial Agency 6.139 5.8 6th 34.0
Tyrol* . '
Marketing 2016
Sidtirol -
Alto Adige
Public - Regional
Liguria InLiguria institution 4,067 3.8 10th 55.5
1998
budli Public - Regional
Apulia ug i'f)‘ﬁ;omoz institution 3,271 3.1 12th 79.7
2011
Italian State Public - National 5thin
Italy Tourist institution 106,552 100% the 51.5%
Board 2005 world
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The main Web platforms of the four DMOs were exaedin order to identify
the similarities and differences among them in Wsé to market destinations and
enhance stakeholder engagement in value co-creptomesses. Our data sources
were their separate and clearly identifiable comporwebsites — devoted to
territorial and/or tourism stakeholders — and ddfidourist websites — used for
destination marketing — along with DMO Web platferrand social media. The
analysis focused on six DMO social media platfo(Fecebook, Twitter, YouTube,
Pinterest, Instagram and Google+), chosen becawseStrategic Plan for the
Digitalisation of Italian Tourism (TDLab, 2014) idifies them as being the most
likely to foster the growth of Italian tourism’saidal digital presence. In addition,
the WeAreSocial website (http://wearesocial.comnrigported that these platforms
were the most widely used in Italy in 2016. YouT{b&%) and Facebook (55%)
were the most active social media platforms; fobdvby Instagram (28%), Twitter
(25%), Google+ (25%) and Pinterest (15%).

The two-step collection of case evidence was choig in April 2016:

1. The identification and classification of the awativeness of Web tools in
destination management and marketing in the diftestages of Web evolution:

- Web of communication (Web 2.0): DMOs websites;iaomedia (Facebook,
Twitter, Instagram, YouTube, Pinterest and Googlédtand communities and e-
participative platforms;

- Web of things (Web 4.0): smart tourism and augiettneality.

2. The evaluation of social media marketing: sogiallia have become the main
Web 2.0 tools used by DMOs when applying Web 3alst@applications connected
to destination reporting/decision making). Firbe size of the DMO social media
communities on each social network (Facebook, ®wittyouTube, Pinterest,
Instagram and Google+) were compared. Then, becaiséhe most widely used
of the social media for destination marketing, eBdO’s Facebook performance
in potential tourist engagement was analysed. etathe variables affecting
engagement (Socialbackers, 2015) — community dize, amount of content
generated by communities/DMOs, the number of wisitteractions generated by
content classifiable by type (like, share and comis)eand the response rate — were
collected in the second week of April 2016 by applythe Fanpage Karma
software package.

4. Reaults

The analysis of Web evolution in the four Italiaagional and provincial DMOs
shows that all these destinations have widely atbpvVeb 2.0 tools to provide
contacts and information on a variety of issues aratketing destination but
innovative Web tools — the Web of Things (Web 49@e Table 2 below) — are just
emerging. Social media marketing via Facebook @hlii popular Web 2.0
application) plays a crucial role, but performanddéfer among destinations.
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4.1 Web Usein Destination Marketing

The four DMOs have widely adopted Web 2.0 applwatithat allow both weak
and strong forms of stakeholder engagement (Tapldt& four DMOs all use
destination marketing information systems like gnéged e-consultation platforms
to provide comprehensive information and intera&ciemmunication spaces on a
range of tourism products (Horan & Frew, 2007; Wahndrusso, 2007). These
platforms are also used to market both indepentlmntism products and the
destination as a whole, i.e. as an integrated mtodinteractive virtual
communication between stakeholders is enabled ¢im the demand and supply
side: intranets connect networks of tourist actatsedicated online booking
platforms allow e-commerce in the tourism domaiflggb promote innovative
tourist products and enhance experiential digitarketing. The Trentino tourist
web site (www.visittrentino.it) is a good examplé an innovative approach in
destination marketing: images, interactions, ditsmbking etc. build a picture of
the diverse tourism experiences that visitors ¢goyen the destination.

The DMOs have also created community spaces whiploie the e-democratic
potential of Web 2.0 social media pagedrand communities and e-participative
platforms— thus allowing tribal dynamics to play an actie& in destination value
co-creation. A web community devoted to brand mansnt has been developed
both in Trentino (www.marchiotrentino.it) and South Tyrol
(www.provincia.bz.it/marchioombrello/default.asp) facilitate destination logo
use by diverse local tourism firms and organisati@omputerised administrative
services, information, forms and procedures for uke of the destination and/or
quality logo). These Web 2.0 tools all contributeyarying degrees, to encourage
usercrowdsourcing fostering tribal dynamics and harnessing the lvement of
stakeholders who share knowledge and experiencksraate value.

Liguria and Apulia’s web communities (liguria.iltsmochevorrei.it and
www.puglia365.it), separate from the official wedbsi have enhanced the
destination marketing information systems and smrplatforms of these regions.
In particular, they have encouraged stakeholdecgall community; public
administrations; institutions; local firms and ongeations operating in sectors that
complement the tourist offer, like agriculture aménufacturing) to take part in
participatory destination strategies and thus eremiportunities for community
consolidation. Apulia’'s digital platform (www.pugl865.it) is building a
destination strategy for 2016-2025 and involvirmkeholders in the debate around
six issues — product, promotion, innovation, infirasture, hospitality and training.
The ‘My Puglia experience’ project engaged youngpbe through a casting
process on Facebook and then in itineraries thrawigthe region. Similarly, the
web community of ‘Liguria, il turismo che vorreiliguria.ilturismochevorrei.it)
allows stakeholders to participate in a debate @n the regional tourism can be
strengthened.

Innovative Web 4.0 tools are just emerging in tlestishation marketing of the
four DMOs. These destinations have already develgeart tourism platforms
which provide mobile solutions to increase toumsicess to information, and
encourage interactivity to facilitate the creatafrpersonalised experiences (Table
2). In many cases, however, the environment in wthese interactions takes place
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is controlled by the DMO, thus minimizing both ugmnerated content and the
participation in experience co-creation. Applicasavhich provide augmented and
virtual reality increase integration between tawsrisnd destinations attractions. All
the DMOs except South Tyrol have introduced thegseemental applications,
thus creating immersive spaces that overcome iwadit marketing tools: they
enhance the destination’s image and attractiveaadsfacilitate travellers’ pre-,
during and post-trip decision making. The centradlienges posed by the Web 4.0
tools are to fully exploit the integration of phgal and virtual objects with other
user-generated content in order to allow the dsfigation of destination tourism
experiences and the offer of tailor made products.

Table2: From Web 2.0 to Web 4.0 in Italian Regional andviroial Dmos

Web 2.0 Web 4.0
Destination Brand
Region/ . . communities
; i Social media
Province* _marketing and E- Smart tourism  Augmented reality
infor mation platforms e
stem
4 platforms
www.facebook.co -, .
L S www.visittrentino
m/visittrentino.it it/it/auida/mobile
www.trentinomar twitter.com/visittre Arvgud .~ visittrentino.it/it/artic
: . : . www.visittrentino =
.. | keting.org/it ntino www.marchiotrent] === = oli/info-

Trentino oy . — .it/it/articoli/info- .
www.visittrentino  www.youtube.com ino.it ratiche/ann- pratiche/app-around-
it /user/visittrentino pratiche/app: trentino

. trentino-tourist-
www.pinterest.com Lide
Iisittrentino/ e
www.facebook.co www.smg.bz.it/it/
m/altoadige.suedtir www.provincia.bz | marchio-e-

ol .it/marchioombrell| comunicazione/lal
. twitter.com/visitso o/default.asp to-adige-

South www.smg.pz.lt_ uthtyrol itunes.apple.com/ddigitale/applicazio
www.suedtirol.inf . . -

Tyrol* ofit www.youtube.com e/app/sudtirol- ni-alto-adige

/watch?v=171uCzi mobile-
Nfrs guide/id33901158
it.pinterest.com/sue6?mt=8
dtirolinfo/
itunes.apple.com/
it/appl/liguria-
laltra-
www.facebook.co riviera/id9898259
agenziainli m/turismoinliguria/ 53?mt=8
Www.ag 9 twitter.com/Turism | . . www.beactiveligu
T uria.it T _, liguria.ilturismoch | .. . . T .
Liguria wWww turismoinli oLiguria?ref_src=t evorrei it ria.it/it/beactive/a- www.liguriaheritage.
uria i.t 9 wsrchtw ' piedi.html it/heritage/it/app.do
' www.youtube.com itunes.apple.com/i
/user/TurismolnLig t/app/liguria-
uria laltra-
www.pinterest.com riviera/id9898259
lturismoliguria/ 53?mt=8
www.facebook.co
www.agenziapug| m/viaggiareinpugli o
ia) ro.mozione it ait www.viaggiarein www.youtube.com/

Apulia W\?vwvia iaréin twitter.com/viaggia Www.puglia365.it/| puglia.it/planning/ watch?v=7K_cD529

viadg repuglia it 06M

puglia.it

www.youtube.com

/user/Viaggiareinp
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uglia
www.pinterest.com
Iviaggiarepuglia/

www.facebook
.com/viaggiarein

puglia.it
. twitter.com/viag
www.agenziapug! . : L
. - . giarepuglia . www.viaggi  www.youtube.c
. iapromozione.it www.puglia365 . 9 -
Apulia viaggiareinou www.youtube.co it/ areinpuglia.it/’ om/watch?v=7K_c
Iiaif 99 P m/user/Viaggiare planning/it D52906M
gha. inpuglia
www.pinterest.co
m/viaggiarepugli
a/

4.2 Social Media Marketing

The four Italian DMOs are highly heterogeneoushairt use of the six social
media platforms (Facebook, Twitter, YouTube, Pieserinstagram and Google+).
A comparative analysis of the social media shafeBMO communities (Figure
2.a), showed that Facebook is the most widely @ social media of the six
examined (81% of total social media communitiestattly followed by Twitter
(10%) and Instagram (6%); YouTube, Pinterest andgio+ have marginal shares
(around 1%). Only the position of Facebook is ineliwith the WeAreSocial
website’s ranking of most popular social mediatalyl The Trentino DMO is the
best performer in the social media community, ragKirst for Twitter, Instagram,
Pinterest and Google + followers and second forebagck fans and YouTube
subscribers. South Tyrol ranks highest for Faceliank and YouTube subscribers,
second for Google + followers and last in the otkecial media communities.
Apulia performs a little better than Liguria, rangi second for Twitter and
Instagram followers; Liguria ranks second for Piest followers (Figure 2.b).

Figure 2: The Social Media Communities of Italian DMOs

2.a Social media share
Youtube :
. . R Pinterest
Subscrlble;rs: 376; Followers; 6.841;
Instagram 1%
Follower; 38.700;
6% google+Followers;
3.850;1%
Twitter
Follower; 68.890;
10%
Facebook fans;
542.036;81%
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2.b DM O social media communities
100%
16.8 12,8 14,5

34.1 9.8
54%% 45.5 :

15.2

0
60% 18,1

40% 14,5 26.4
20% .
332 282
0%
Facebook fans  Twitter Instagram Y outube Pinterest Google+
Follower Follower Subscribers  Followers Followers

B Trentino M South Tyrol ®Liguria Puglia

Facebook use, analysed by applying the Fanpage Kaoftware package,
reveals how the DMOSs’' success in engaging tounsises (Table 3). The
engagement score, which measures the average nuvhbeteractions (likes,
comments and shares) per fan per day, ranks highestentino, followed by
Liguria (1.6) and South Tyrol (1.3); Apulia’s fangagement scores lowest (0.44).
Community, content, interactions with content bgetylike, comments and share),
and response rates contribute differently to thesalts (Table 3). Trentino’s fans,
who are part of the second biggest Facebook contyuaie quite active in
producing content — the number of posts per da3) (8.the second highest after
Liguria — but particularly active in reacting tontent intensely, promptly (0.1h)
and with a strong manifestation of interest. Solighrolean fans (the biggest
Facebook community) interact even more intenseiy threntino, with both strong
(share) and weak (like) manifestations of interbastyever, the amount of content
to which they react is the lowest among the DMQangired and reaction times are
very long (16 h). The situations in Liguria and Apuare completely different.
Liguria, which follows Trentino in engagement scoteas the third smallest
community; although small the community is veryiaein generating content (4.7
posts per day) and interacting quickly (2.5 h) godte intensely to content, and
manifests strong interest. Apulia has a very se@ihmunity which generates little
content (2.2 posts per day), does not react inlgngenerally manifests weak
interest, and has long response times (3.7 h).
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Table 3: DMO Facebook performance. April 2016

Community | Content Interaction Refgfgw Fan engagement
Like Share
REGIE Growth Post per Cn(:n;ge per Time Post Engagement
Province interaction
rate per day post post post
Trentino* 0.43% 3,2 38 18 98 0.1h 0.55 1.8
fOUtE 0.50% 2,1 72 23 61 16 h 0.62 1.3
yrol

Liguria 0.12% 4,7 7 7.3 38 25h 0.35 1.6
Apulia 0.21% 2,2 53 55 30 3.7h 0.20 0.44

Fans = Current number of Facebook fans

Growth rate = Average weekly growth of fan numbarthe period of time covered

Posts per day = Average number of texts, photagod per day

Like/Share/Comment per post = Average number ekli&mments per post

Response rate = Average time taken to react tpdats and questions

Post interaction = Average number of likes, commamid shares per fan for all posts

Engagement = Average amount of likes, commentsshiades per day, divided by the number of
fans

Source:our own elaboration on Fanpage Karma http://wwwpfgekarma.com/

5. Conclusions

This paper has explored an under-researched topiestination management:
the exploitation of Web opportunities to market toegions and enhance
destination value co-creation through engaging rdevestakeholders in social
spaces of communication and knowledge sharing. rireyeon the body of
destination management literature focused on Web iR.introduces the debate
around the Web evolution from 2.0 to 5.0 and aredyshe application of
innovative destination marketing tools. The empirievidence shows that that the
four Italian DMOs investigated have widely adopi&@b 2.0 tools, which allow
strong forms of stakeholder engagement in destinatnarketing, and are
implementing Web 3.0 and Web 4.0 tools to supportovative forms of
destination marketing. Destination marketing Web tols developed in these
DMOs — brand communities and e-platforms, smantisoy augmented and virtual
reality apps and platforms — foster virtual tribdinamics and interactive
communication, promote and market destination prtgjuengage tourists in
experiential thematic offers, and enhance the egjaut of destination brands, thus
promoting destination value co-creation. The DM®4d i@entino and South Tyrol
lead the way in terms of brand communities, whitdo @&ncourage place brand
building. The digital platforms of Apulia and Ligarare also examples of best
practice in how to encourage participatory desitbmastrategy planning. Social
media marketing via Facebook (a highly popular \Web application) plays a
crucial role, but performances differ among desioms. Community size
theoretically affects the production of content anteractions to content — as
Trentino, the best performer, demonstrates. Whantsothe most, however, is how
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much each fan is active in generating and reactjngkly) to content, as shown by
the small community of LiguriaThe lessons learned from this multiple-case study
of four Italian DMOs can contribute to the debate the exploitation of Web
opportunities in destination value co-creation psses, and have implications for
the reshaping of destination management theorypaactice. The technological,
market and organisational changes which digitateahas driven in destination
management and marketing also call for particigatfovernance approaches, in
which both formal and informal processes entitleedie stakeholders to share
authority and responsibility for the formulationdaimplementation of destination
marketing strategies. These governance mechanisrablee a more effective
exploitation of the communication, negotiation @amiooth decision-making which
occur within a virtual tribal dynamic, and theirahsation within participative
marketing plans; these processes increase stalezheidjagement by fostering
awareness, trust and commitment. Advanced digitaketing systems can thus be
expected to have synergetic effects on offline edtalder engagement and vice
versa; passive forms of stakeholder engagememi@ffisk not capitalizing on the
exploitation of Web 2.0 use for e-participation.lialy, an operative agenda needs
to be set in order to enable effective investmendigital platforms aimed at
enhancing stakeholder engagement and co-creatingistto products and
experiences. The agenda should include the developof web communities to
co-create destination strategies and innovativeigbyproducts/experiences; the
development and use of software applications toitoothe size of engagement in
Web platforms and to detect contextual informafii@eling, emotions); the use of
this knowledge to re-design destination strategied tourist experiences; and,
finally, the integration of this knowledge with oxfnation coming from stakeholder
engagement off-line.

6. Limitations and Futur e Resear ch

Further research is needed to overcome the linhitlsi® exploratory study of the
shift towards Web 4.0 and Web 5.0. Neuromarketimdy €T applications may be
used to retrieve and elaborate data on virtuatactens on different social media
platforms, and to compare results. Contextual madron, such as the feelings and
emotions embedded in conversations, should alsonmstigated in this regard.
The collection of case evidence could be extendedther Italian regions,
irrespective of whether or not their DMO is separibm the regional political-
institutional authority. Comparisons could also rhade with regional DMOSs in
other countries. Other research might focus onctiection between a DMO'’s
best practices in Web use and the levels of towisjagement in destination
strategic planning.
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