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PROMOZIONE TURISTICA

TOSCANAPROMOZIONETURISTICACTIVITIES

V  Focusingn tourismpromotion

V Workingwith the TuscanterritorieSto promote the Tuscardestinations

andthe variousregionaltourismproducts

V Participationto the maintourismfairs,B2B workshopsand roadshowsenhancing

the opportunity of meeting between the Tuscantourist offer and the

Internationaltourismmarkets

V Promotionalcampaignsddressedo the final customer the tourist
V ToscanaPromozioneTuristicahas also the main purposeto co-ordinate the

regionalmeetingindustry,




TOSCANA
Interreg Europe

PROMOZIONE TURISTICA

BUDG ETrégionaI, national and european funds + private and public partnerships

ORGANISATION people dedicatedo:

2017

General Manage 65 promotional
activities

Economic &
Financial affairg

Promotion & Products, Marke 607 participants
Marketing & Destination

Development

Events & BtoB




BTOg Buy Tourism Online BRANDTour |
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A unique event in Italy, at its An opportunityof trainingand

10th edition in 2017on | > informationexchangeor the
professionals suppbhain,public

andprivate bodiesand national and
International experts in digital

tourism
O

Travel & Innovation

BTO DECIMOANNO

A format with over 158eminars/conferencda only two days osubjectselated
to online tourism, web distribution channelgb-marketing promotiorandthe
culture of new technologies in the tourism industry



THE CONTEXT DHEGOOMDPRACTICE BRANDToUT |

Interreg Europe

Changes in the market due to
technological innovation

BTO, thanks to the idea of a private
operator, aims at giving a response to the
professionals who have to manage the
transformation of the productive processe

and the relationships with the market

U

Innovative contents and an agenda
addressed to decisianakers, producing
and working in marketing, distribution,
research, study and training

____________________________________________________________________________________________________________________________________________




FIRST PHASE y

V 2008
First edition of BTO

.

Increase of
appreciation of the
agendas, steady
Increase of the
number of visitors an
exhibitors

V 2009
Agreement on a share
organisational model
between the Region an
the Chamber of
Commerce

BRANDTour
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BTO trademark and trdomainwww.buytourismonline.con

belong to Tuscany Region (50%) and the Chamber
Commerce of Florence (50%at sincethe beginninghave
supported the development of the event with an import
budget contribution

Publiecprivate governance:
A Tuscany Region and Economic Promotion Agency
(now Toscand&romozioneluristica)

A Florence Chamberof Commerce,representingthe
localproductivesystem

=\ /A Camera di Commercio
f% %2Y Regione Toscana ( Firenze .




PROJECT IMPLEMENTATION BRANDToUT |
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V 2012 , i .. .
U A The technical coordination of the event is entrusted to

Toscand@romozionend Chambeof Commercef Florence

V 2016 A A Technical Scientific Committee is set up to define the
contentsandprogrammeof the event

A FondazioneSistemaToscanaand PromoFirenze(a Special
Agencyof the Chamberof Commerce)s responsiblefor the
logistics

A ToscanaPromozioneTuristicacoordinatesthe organisationof

a parallel event Digital Ecosystemsa national event that
naturallyfits withinthe BTO

VvV 2017 A It reacheghe targetof the first ten consecutiveeditions

V 2019 A The annual appointmentwill not take placein 2018 next
editionis plannedfor 20-21 March2019




PROJECT IMPLEMENTATION BRANDToUr |

Promoted by:
Mibact

(Ministry for Arts,
Cultural Heritage and

Tourisrr),
Mise
(Ministry for Economic
Developmen),

ItalianRegions

It was develope
thanks to the
collaborationof
Tuscany Regio
and Toscana
Promozione
Turistica

Interreg Europe

A big workshopof ideasfor the developmentof digitalisationin
the promotionof Italyasa tourist destination

A seriesof eventsoverthree years,duringwhichthe 20172022
StrategidPlanfor the developmenbf tourismwill be defined

Aim encouragingexchangeof ideasbetweenthe variousactors
of the tourism industry, between Public Administration and
private companies so as to disseminatebest practiceson the
nationalterritory




MAINSTAKEHOLDERS OF BTO BRANDToU
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A Institutions TuscanyRegionChamber
of Commerceof Florence, Toscana
Promozione Turistica, Fondazione
Sistemaloscanand PromoFirenze

A Direct involvementof Mibact, Mise,
Universities, Florence Trade Centre,
Enit(ItalianNationalTouristBoard)

A Publicbodies
A ltalianandinternationalcompanies

A BigPlayersn digitaltourism (Booking,
Airbnb, HomeAway, Expedia,
eDreams, Priceline, Opodo,
Hotelscom, Trivago X)

A Social Networks (Facebook, Twitter)
andsearchengineg Google)

A Specialisedpress and international
researchcentres
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EVIDENCE OF SUCCESS BRANDTour |

161

appuntamenti

2 giornidi
grandi eventi

BT02017 |

29-30 NOVEMBRE
FORTEZZA DA BASSO
FIRENZE
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Over 4300 individual accreditationsfor the most
successfukdition; 62 companiesand an agendaof |
159 conferencesluringthe two daysof the event

In 20152016t waschosenby BestWesternasthe
locationfor the nationalconventionof the group

Amongthe sponsors big companiessuchas Oracle,é
SlIHotels, Telecom, Emirates, Allianz, Unicredit,
Airplus,Toscanderoporti |

A steady increase of coverageby traditional and
onlinemedia '

Over 400 I[talian and foreign journallsts/bloggers
involved

75% of Italian Regions involved following the
partnershipwith DigitalEcosystems

€ 700 thousand is the overall budget of the event

75% of the budget generated by the sale of ticket
exhibition spaces and slots for theesentationsof
products and services

From 2008 to 2016 an average annual growth of

revenues between 10% and 15% "




DIFFICULTIES ENCOUNTERED/LESSONS .EARNE
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Main challenges anctiticalities:

V Creating an attractive event both for private
operatorsandinstitutionalbodies

V Makingit lessdependenton public contributions,
keepingits identity of not-for-profit event

V The dimensionsreached over the last few years
have made the balancingout of location/staging
costs and those devoted to programme contents
difficult

, Aim of the next edition:
' A Repositioningf the BTObrand

A Extendingthe participationto all professionalsof |
. the tourism supplychain such as Tour Operators,§
DMCs, Airline companies, Service companies;
CateringsMuseums CulturalCentresX |

A Encouraging the participation of nontourism§
activitiesyetrelatedto the industry |

__________________________________________________________________________________




LEARNING OR TRANSFER POTENTIAL  sranotour
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Succes$actorsof the initiative:

V

> I

Partnershipof public bodiesto support the
gradualeconomicand identity consolidation
of the event

Synergieswith private companies able of
implementing innovative proposals with
scientificand commercialrelevance

The investment in an initiative like BTO meatr
engaging in creating:

an opportunity fonnforming,training and
networking with an objective value

high level agendas with international speake
and relevanturrent topics

a specificeducational format
an adequateeommunication capacity twreate
the conditiondor a futuredevelopment
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