
Destination Governance and Competitive 
Advantage of the Tourist Destination 

 
Marco Valeri,  Paola Paoloni,  Fabio Fortuna* 

 
Faculty of Economics, University of Rome “Niccolò Cusano” 

University Address: Don Carlo Gnocchi Street, n. 3 
e-mail: mavaleri@libero.it 

 
 

Abstract 

The aim of this paper is measuring the strategic role of governance for the 
competitiveness of the tourist destination. The tourist destination competitiveness is the result 
of combining the governance of tourist firms that are part of it and the sustainability of 
environmental resources of a geographical area. In this paper we will refer to the "albergo 
diffuso" model. The '"albergo diffuso" will be useful for the purposes of our analysis to see if 
this new and original model of hospitality meets the characteristics of innovation for 
sustainability, providing a good example of enhancement of an area in the perspective of 
sustainable tourism development. The methodology is the case study research (Yin, 2003). 
The results will be validated through the application of the model of Weaver (2000, 2011). 
The model proves to be more explanatory for the evaluation of the level of sustainability of 
investigated tourist destinations. To be competitive, the tourist destination has a duty to 
propose an innovative bidding system that improves the quality of the tourist preserving 
natural resources and the cultural specificity on which the tourism is based. In this way, the 
tourist destination is identified as a node in a complex network of relationships that 
transcends national borders and involves different business actors who share goals and 
strategic decisions influence each other. 

Keywords – Destination management and governance, knowledge management, 
sustainability, innovation, competitive advantage 

Introduction 

The hypothesis of this paper is based on the observation that the changes in the 
economy and society promote new business opportunities. In recent years, the recent 
downsizing of tourism in the World, was accompanied by a significant change in the 
quantitative composition of the tourism supply and demand.  

From the point of view of tourism demand, companies are to relate more and more 
tourists with "elite", both Italian and foreign, who wish to spend quality leisure time tourist 
experience. In this context, the tourist shows a heightened sensitivity to the experiential 
aspects of their free time to discover the authenticity of the territory and to enable closer 
relations with the local native. 

From the point of view of the tourist, the need to satisfy the most diverse needs of 
tourists has led to the success and development of specific formulas entrepreneurial nature of 
accommodation, consistent with the changing needs of the tourists in a sustainable way . In 
particular, we refer to the agritourist firms and the "alberghi diffusi" The agritourist firms 
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have experienced strong growth compared to the other components of the sector hotels and 
other facilities over the past five years. They are the result of the rediscovery of rural life and 
the rural world . The "alberghi diffusi" represent innovative hospitality models and Made in 
Italy tourism, the result of renovation / redevelopment of historic towns, ancient hamlets, and 
ancient palaces, located in the center of the city of art and not . It is a reality differentiated 
within itself as to the degree of innovativeness of the business, still limited in number but 
strong in development and particularly appreciated internationally for its innovativeness 
(Paniccia, Silvestrelli and Valeri, 2010). 

Undoubtedly, to intercept and manage the dynamics emerging in the tourism sector, it 
is necessary to analyze the problems of governance and management of the destination and 
the tourist industry . According to the setting of the coevolutionary perspective, tourism firms 
co-evolve with tourist destinations in the search for competitive advantage, being conceived, 
businesses, as critical resources for the development of the territory (Weick, 1969; Lewin and 
Volberda, 1999; Paniccia, 2006; Paniccia, Silvestrelli and Valeri, 2010). It becomes more and 
more essential to know how to manage the co-evolution, favoring a synergy of intent and 
behavior among all actors of the territorial system based on a sharing of goals (Selznick, 
1976). In this sense, it appears increasingly central to the systemic capacity of tourism firms 
to perceive and evaluate the external environment, which requires answers professional and 
responsible (Golinelli and Simoni, 2005). This can be a possible source of creativity for 
development more sustainable). 

Therefore tourism businesses must be able to devote attention to the needs expressed 
by tourists visiting the tourist destinations competitors in order to implement strategic paths 
consistent (Nahapiet and Ghoshal, 1998). 

The theoretical framework 

In a globalized competitive environment, tourist destinations must act according to a 
decidedly more entrepreneurial than ever before. It is no longer sufficient to manage the 
relationships between the tourism system and the tourists, but it becomes indispensable 
upstream govern the relationships between all stakeholders in the tourism sector which, in 
various ways, contribute to the tourism. In this context, the competitiveness of a tourist 
destination is dependent on the capacity of each undertaking / tourist organization that works 
to compete in it compared to competing tourist destinations, national and international. This 
necessarily implies that each tourist destination not only the individuals operating in the 
territory of its borders, but especially to define an authority of governance, whether public or 
private or mixed (Pencarelli, 2001), able to develop a strategic plan that enhances not only 
the business but also the attractions of the area ( Pechlaner and Weiermair, 2000; Franch, 
2002; Golinelli, 2002; Ritchie and Crouch, 2003; Sainaghi, 2006; Martini, 2008; Valeri and 
Baiocco, 2012). 

In the management literature, the concept of tourist destination plays a central 
role. We are witness to numerous studies, national and international that have 
long investigated this issue thoroughly, especially if linked to interventions to support the 
competitiveness of the tourism sector. In this regard, one can not but mention the contribution 
of Cooper (1993), commenting on the concept of destination region at the base of 
the model Leiper (1979) writes " […] the destination regioni is perhaps one of the most 
important elements. The destination represents the reason of travelling and the attractions at 
the destination generate the visit”. 

 



By analyzing the extensive bibliography on the concept of a tourist destination 
(Pechlaner, Paniccia, Valeri and Raich, 2012), it is difficult to arrive at a single definition 
that, both in terms of interpretation both in terms of managerial interventions, is satisfactory. 
This variety is justified considering that the topic is of interest both from scholars in different 
disciplines (Tamma, 2000). Some scholars see this as the cause of so much confusion and so 
many difficulties still exist for its own theoretical framework fully convincing. Over the 
years, leading experts in tourism management were compared on trying to shed light on 
issues that for years have been the focus of scientific debate (Pechlaner, Paniccia, Valeri and 
Raich, 2012). In particular, one often tends to coincide with the tourist destination tourist 
product dispensed (eg destinations mono- product), forgetting that the latter is one of the 
possible outputs of the tourist destination. 

Aware of the difficulty of proposing a work of systematization of the 
literature, the doctrinal debate on the concept of a tourist destination can be traced back to 
two different analytical approaches:  

 
1) touristic demand - side approach  
2) touristic supply – side approach  

 
 Compared to the same tourist destination, the tourism expert can analyze it in a 

different way; in the first case (touristic demand - side approach) it is 
privileged destination as a tourist product, or rather as a set of points of attraction, natural and 
artificial, capable of attracting tourists (Bieger, 2000), in the second case (touristic supply - 
side approach) priority is given to the importance of the supply system and tourism 
companies operating in the tourist destination (Tamma, 2000; Brunetti, 2002; Martini, 
2002). From this there are inevitably different modes of design, management 
and organization of the tourist destination (Paniccia, Pechlaner and Valeri, 
2010; Minguzzi and Presenza, 2010) due to the historical, economic, cultural, social 
and geographical allocation of the available resources. 

The prospects of analysis - touristic demand - side approach and touristic supply - 
side approach - have generated a multiplicity of positions by authoritative experts. They are 
not opposed, but on the contrary should definitely intersect when there is a need to adapt to 
the environment of the tourism through the preservation and change (Cafferata, 2009). The 
request to consider an integrated approach to emerging tourist destination, although this is 
not always given explicit mention, in some more recent contributions on the specific 
issue (Leiper, 1979; Della Corte, 2000; Pencarelli, 2001; Buhalis, 2000; Franch, 
2002). Nevertheless, this integrated perspective is, to date, not to exhaustively developed as it 
deserves, even in view of a unitary systematization of the different approaches to the 
management of a tourist destination. 

The management literature has dealt not only to define the concept of a tourist 
destination but also took care to address the problems and methods of government of a tourist 
destination. The identification of an authority of governance is of fundamental importance for 
the competitiveness of a tourist destination. The governance of the destination can be 
conceived as a system of decisions and actions aimed at consolidating and enhancing the 
competitiveness of the destination, setting clear goals and shared development between the 
actors of the tourism system. The identification of the authority of government to a 
destination is not easy; it depends on the characteristics of each destination. 

The authority of government must seize and exploit the tangible and 
intangible components that characterize the cultural identity of a destination compared 
to competing destinations, local, national and international level. This assumes that there is a 
strong sharing of decisions, directly or indirectly, to each level of government tourism 

 



business both in the government of the destination and that all decisions are aimed 
at increasing the territory attractiveness and the tourist destination competitiveness. 

Governance involves not only the shareholders, but also those who have an interest in 
the destination (eg. Individual managers, coalitions of labor providers) and an interest 
in the tourist destination: we refer to organizations "relevant" environment which operates as 
a tourist destination (the so-called stakeholders). Some of these issues directly affect the 
purposes of the destination (eg. Brokerage firms or companies providing tourist services), 
others are bearers of a public or social interest to the tourist destination, for example, the state 
organizations or associations of citizens. 

The governing difficulties of a tourist destination are inherent in the structuring of 
strategic decision-making and in the allocation of the power to control resources within the 
tourist destination. This can be seen both in the tourist destinations strongly hierarchical, with 
a center of gravity well identified strategic and managerial (Franch, 2002) and in the 
corporate and community tourist destinations (Bieger, 1998; Flagesta and Hope, 2001). Both 
differ in relation to the design of the tourist offer and consequently have very different 
governance issues. 

In the corporate destinations (eg, amusement parks, tourist villages, resorts, etc.)., The 
tourist offer is designed by a firm which directly or indirectly controls, the attractiveness of 
the destination resources through contractual agreements. In this case, the destination 
assumes the configuration of a real firm, where problems of government are similar to those 
found in any other tourist organization (Bieger, 2000). 

In the community destinations the local area offers a system of natural and manmade 
attractions in the tourist market . As a consequence the government is far more complex, 
considering that the resources of attraction are not owned by a single firm, but from 
independent business units, each of which pursues specific policies in terms of investment 
and income generation. In this regard, it is crucial the role of local institutions to the 
competitiveness of the tourism sector. In fact, they exert their control over resources (natural 
and artificial) and may support the tourism offer through forms of financing. Therefore, what 
distinguishes the corporate and community destination is a strong need to coordinate in the 
medium - long term the services offered by the different actors (public and private) which, 
through the direct control of the resources of attraction, help the generation of the tourist 
(Sautter and Leisen, 1999; Bramwell and Sharman, 1999; Della Corte, 2000; Presenza, 2007). 

The methodology of the research 

The research methodology adopted in the paper is the case study research (Yin, 2003). 
This method was useful to see if the “alberghi diffusi”, meets the common characteristics of 
innovation, providing a good example of enhancement of an area within the perspective of 
sustainable tourism development of a tourist destination. In this regard were analyzed some 
“alberghi diffusi”, representative of the universe of popular hotels in Italy. For each case 
study we have identified the distinctive features and their consistency in terms of innovation, 
and verified the contribution of the company to achieve sustainable development of the 
territory of the local settlement, jointly from the viewpoint of economic, social and 
environmental. 

The survey has made use of the following main sources: interviews we conducted 
with entrepreneurs and experts from local and national authorities operating in the tourism 
sector (CCIAA, Municipalities, Tourism Promotion Firms); disclosure documents of trade 
associations (National Association of “Alberghi diffusi”, Association Authentic Italian 
Villages); Web sites and corporate balance sheets; regional regulations in force; articles 

 



published in daily newspapers, including international economic and political as well as 
academic publications related to the topics of this paper. 

The results were further explored and validated by an attempt to apply the Weaver 
model (2000, 2011) to the reality of “alberghi diffusi”. This model is taken as a key to the 
sustainability of a tourist destination. It is applied by us with the particular aim of identifying 
the best conditions whose verification is essential to an effective diffusion model of the multi 
on our territory. The application of the model more appropriate adaptations required and it 
turned out to be explanatory for the evaluation of the level of sustainability of tourism in the 
investigated reality, and for the identification of the basic conditions that can promote more 
sustainable development. 

Discussion 

The idea of widespread hospitality binds to the 1976 earthquake in Friuli Venezia 
Giulia, where it poses the need to appreciate whole villages of Carnia, converting them into 
tourist facilities. 

The " diffuso " adjective denotes an integration enterprise with the socio-cultural 
reality and nature of the place. It is manifested from the horizontal configuration of the 
building structure, the authenticity of the buildings and furnishings that characterize the hotel 
(do not build anything new, but it restructures the existing carefully). The “albergo diffuso” is 
divided horizontally spread of existing housing units and of particular historical, cultural and 
artistic, which integrates with a land area according to different modes. Some hotels are 
divided in a historic village in a small mountain village or hill ; sometimes the structure of the 
hotel extends to cover a large part of the village, becoming an example of authentic 
experiential context in which the village and the inhabitants, farmers and artisans who live 
there, they become part of the experience of hospitality together with guests. Other hotels, 
however, are articulated in a rural or mountain area which, while not constituting a historic 
village, is, however, a local rich typicality ; still other hotels also are located in the center of a 
small or large cities. 

From the point of view of technical and organizational, a second common feature is 
that the bedrooms are all located within the pre-existing units. They are of different sizes, 
independent and distant generally not more than 200/300 meters from the main building in 
which the activity takes place of reception and information. Unlike traditional hotels, the 
restaurant business is considered an ancillary service and therefore can not be carried out; 
However, in most of the cases analyzed, we found that this activity is given special attention 
and care in key cultural. Species in some "alberghi diffusi" where we found annexed farms 
also of considerable size, the restaurant business takes an obvious role in the socio-cultural as 
well as economic. Similarly, it is considered the information activity to tourists, which is 
often supported by small libraries, mini-museums, training on local cuisine, etc 

These interdependencies highlight in a very different way compared to traditional 
hotels, even the most traditional management activities of these companies (reception, 
information, accommodation, catering). During periods of increased tourist influx, some 
companies involved in its own process, as well as the homes owned by the hotel, other typical 
houses of the place owned by residents that are sold rented to guests.  

The varied historical, cultural and architectural identity of the rooms that make up the 
hotels investigated (old houses of a village, a place of typical homes, old houses, agro-
industrial wastelands, farms) and their equally varied possible dislocations in the area are 
distinctive elements very important, not only compared to other traditional formulas but also 
within the hotel segment of the “alberghi diffusi” among business and firms. 

 



In the paper were examined 2 business cases properly selected within the universe of 
the “alberghi diffusi”. It is small firms small within territories between their different. These 
hotels are suitable to be regarded in itself as a micro-business contexts territorial tourist 
destination, within the regions concerned. 

The "Al Vecchio Convento" albergo diffuso 

The "Al Vecchio Convento" albergo diffuso is an 
initiative by private entrepreneurs Italian with thirty years experience in the restaurant 
industry, which in 2007 decided to convert the hotel issued a prestigious building dating 
back to 1940, until then used as a restaurant. The renovation work lasted seven years and 
involved mainly the resident on-site and local cultural institutions attentive to the respect of 
the recovery of the real estate. 

The hotel structure extends horizontally within the village for an area of 10 hectares or 
10% of the total area of the village. The hotel consists of 7 units for a total of 25 rooms, 
which represent 61% of the total capacity of the village (41 rooms) and 0.2% of the carrying 
capacity of the destination Forlì-Cesena (18,674 rooms) (Istat 2011). 

As regards the type of rooms, two consist of the main building and the annex that are 
owned by the entrepreneur, the other five rooms are rented by the inhabitants residing in the 
borough. This is a good example of cooperation between the entrepreneur and the residents of 
the village attentive to the development of the area . The process of disbursement of the hotel 
service is configured as a "context of experience " authentic, in which the inhabitants and 
local artisans interact with hotel guests on the occasion of a series of events organized on site, 
such as painting classes and ceramics, typical local fairs and festivals . The hotel's clientele is 
predominantly international (30 % Italian and 70 % international ) and comes not only from 
European countries ( Netherlands, England, Belgium and Germany ), but also from the 
United States, Russia, New Zealand and Brazil. In 2013, the number of arrivals registered in 
the hotel is 650 units. During the same period, the average stay of tourists was 3 nights . The 
data show that the " Al ”Vecchio Convento" hotel still fails to express a strong tourist 
attraction because it is newly established and because located near tourist destinations known 
and characterized by high tourist flows. 

 
The «Val di Kam» albergo diffuso 

The "Val di Kam" albergo diffuso was founded in 2002 by an Italian 
entrepreneur with experience in banking and insurance. The “albergo diffuso” was formed to 
retrieve the village of Sant'Angelo Muxaro in Sicily (AG), abandoned for years. The historic 
village is located in the town of Sant'Angelo Muxaro, which extends over an area of 
64.55 square kilometers, and is located on a hill at an altitude equal to 335 meters above sea 
level The village of Sant'Angelo Muxaro assumes, in Europe, a position of particular 
importance in view of the archaeological world relative to the pre-proto (XII-th 
century BC.). Compared to the village of Sant'Angelo Muxaro, the "Val di Kam" albergo 
diffuso is in a kind of symbiosis with the territory integrating strongly with the local socio-
cultural reality. The hotel structure extends horizontally within the village over an area of 
3,700 square meters, or 30% of the total area of the village. The “albergo diffuso” consists of 
4 housing units, 20 rooms and 60 beds, which represent 40% of the capacity of 
the village (80 rooms) and 0.6% of the carrying capacity of the destination Agrigento 
(3,185 rooms) (Istat, 2011). The process of service delivery involves 
seven hotel workers all residents in the borough. The clients of "Val di Kam" “albergo 
diffuso” are Italians (30%) and foreign (70%) coming from the Netherlands, Spain, France 
and Germany. In 2013, the number of arrivals registered at the hotel was 660 units. During 

 



the same period, the average stay of tourists was 2 nights. Compared to the village of 
Sant'Angelo Muxaro, "Val di Kam 'has strong capacity to attract tourist flows to the history 
and cultural traditions valued by local institutions, always attentive to the protection of the 
territory. 

The Weaver model: reflections and possible applications 

The case studies analyzed are placed within the Weaver model (2000; 2011) and are 
reinterpreted in the light of its two constitutive dimensions: "tourism 
intensity" and "regulation". For each case we will verify the first position within the 
model and the possible evolutionary trajectories. Given the specificity of the investigated 
reality, the positioning of the hotels analyzed in different villages - specific points within the 
same quadrant of the model is not indifferent. In a dynamic view, it is evident that for all the 
analyzed cases it is desirable to develop towards a state of tourism " approved alternative " 
based primarily on the definition of a clear regulation of these activities. However, there is 
case such as particularly "Val di Kam” for which the challenges require higher capacity 
adjustment . It 'also clear that the development of enterprises surveyed towards greater 
sustainability requires all parties involved more attention to the cultural and social dimension 
of the territory of the settlement, which should be further enhanced to attract tourist flows in 
similar locations. In this sense, no less important is the issue of economic sustainability of 
these ventures, which indeed makes it even more critical the role of regulation. One example 
is "Al Vecchio Convento" who have benefited from a gradual increase in attendance at the 
property due to regulatory actions and policies of territorial marketing, provincial and 
regional. 

The Weaver model is therefore more explanatory in relation to cognitive purposes of 
our investigation. In this regard, the following considerations apply. Our investigation was 
concerned with a business model that tourist like a small tourist destination. In these cases, 
the identification of the company with the village allows to consider them as a whole with 
respect to the broader regional context in which they are located. It was thus possible to 
analyze the placement of such enterprises by assessing their ability to contribute to the 
development of local tourism. In this regard, the case is emblematic of "Val di Kam" albergo 
diffuso which has contributed significantly to the promotion of the territory at the provincial, 
regional and international levels. 

A further consideration is that the reality under investigation for the "adjustment" 
variable takes on an important role in terms of sustainability. However, given the positioning 
of the cases analyzed in the CAT quadrant of the model, it is obvious that no less important is 
the "tourism intensity" variable and, in this context, particularly the amount of tourist flows, 
although these are niche destinations. We should not neglect the issue of economic 
sustainability of the analyzed firms. 

Conclusions and limitations 

The “albergo diffuso” model can be considered a sustainable hotel service that 
presents original structures and places of production-service delivery, experiential contents 
and participants involved. In fact, it is not just a hotel spread of particular historical-cultural 
and artistic but it is a project to promote the history and culture of an area that can have a 
major impact on competitiveness, also because of its economic development social-local, as 
demonstrated by some excellence examples.  

Within the historic villages, the tourism can not become a mass phenomenon; 
However, it can play an important role in disseminating local and regional contexts in a new 

 



culture that relies on the small tourist business on the role of driving force for a healthier and 
more sustainable development of more territories, more and more local community. 

From the legal point of view, still lacks a clear and consistent rules in the field of 
“alberghi diffusi”. In regions with a higher concentration of these situations there is no proper 
regulation. Conversely, there is a more comprehensive legislation in the regions in which 
they operate a limited number of “alberghi diffusi”.  
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