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Al: Artificial Intelligence

ATECO: The Italian classification system for economic activities, analogous to NACE
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CCI: Cultural and Creative Industry
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DESI: Digital Economy and Society Index

GDP: Gross Domestic Product
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R&D: Research and Development, referring to the activities companies or organizations engage in to
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TFP: Total Factor Productivity
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EXECUTIVE SUMMARY

(AUTHORS: Camerada, Malvica, Lampreu, Cuomo)

There is a rising acknowledgment of ecosystems as an analytical tool for understanding
entrepreneurship within the broader context of organizational and territorial dynamics, as well as a
vital mechanism for driving regional innovation. These ecosystems consist of all interrelated actors
and environmental factors that either enable or constrain entrepreneurial efforts within a specific
region Also, they are instrumental in fostering cooperation among local stakeholders to co-create
sustainable ecosystems, as well as essential for facilitating communication and coordination among
the various actors engaged in local economic realities. Establishing innovation ecosystems has thus
become a fundamental priority for modern entrepreneurial networks, advocating for entrepreneurship
as an integrated process that involves all local stakeholders within a cohesive territorial system.

In Sardinia, it has been recognized a clear and urgent need to establish an entrepreneurship-driven
innovation ecosystem to replace obsolete systems that fail to keep pace with the demands and rapid
changes of the global economy. The Regional entrepreneurial landscape is dominated by SMEs, with
notable concentrations in the northeastern, northwestern, and southern parts of the island, while the
central areas are sparsely populated by businesses. This involves actively encouraging the growth of
enterprises, promoting digital transformation, exploring new business opportunities, and creating an
Entrepreneur-Driven Innovation Ecosystem, utilizing resources and reforms available through the
National Recovery and Resilience Plan (NRRP, trad. it. PNRR) (Malvica et al., 2023).

In line with such premises, the e.INS ecosystem (Ecosystem of Innovation for Next-Generation
Sardinia) is an overarching initiative designed to strengthen the relationship between the scientific
community and the business sector in Sardinia. Its primary objectives are to reduce the social
consequences of the current crisis and to enhance territorial inclusiveness. The program facilitates
innovation by encouraging the transfer of technology to the industrial system, spreading innovative
practices, and involving local populations in addressing sustainability challenges, thereby advancing
Sardinia towards a knowledge-driven economy. e.INS operates within the scope of the designated
Area of Specialization, focused on “Humanistic culture, creativity, social transformations, and an
inclusive society”. This collocation broadly representative of Sardinia’s varied economic sectors,
with companies benefitting from technology transfer efforts; aligned with the scientific capabilities

of Sardinia’s research institutions; crucial for achieving socio-economic outcomes comparable to

8




Finanziato Ministero . 5 UNISS
dall'Unione europea dell’Universita Italiadomani NIVERSITA
NextGenerationEU % e della Ricerca BANSAE N enza e A

those in other EU regions. Social transformation is a core component of the ecosystem, while social
inclusion is the most effective methodological approach for meeting the region’s multifaceted needs,
particularly in underdeveloped areas that have historically resisted prior revitalization efforts.

The primary aim of the research and innovation program is to strengthen the SMEs sector in Sardinia
by establishing a robust collaboration between universities, research institutes, and the local business
ecosystem. This partnership is designed to place businesses at the center of value co-creation, as well
as the transfer of technology and knowledge. To achieve this goal, 10 Spokes (in cooperation with
Affiliates and other members of the ecosystem) will coordinate a series of activities, overseen by a
central Hub. These activities will be guided by data monitoring and an evidence-based approach,
enabling targeted interventions in key areas to enhance Sardinia’s positioning in both national and
international markets. The core activities include developing expertise in digitalization, facilitating
technology transfer, expanding business networks, supporting the creation of innovative start-ups and
spin-offs, and promoting the region’s unique productive characteristics through technological
advancement.

The Spoke 2 - Innovation and sustainability for the competitiveness of tourism and cultural heritage
SMEs in marginal markets primarily aims to enhance both sectors through coordinated efforts, with
the objective of boosting Sardinia's tourism and cultural competitiveness. This will be achieved by
leveraging technology transfer, fostering knowledge creation, and enhancing skills through
collaboration between universities, research centers, businesses, and the broader community. These
initiatives aim to elevate Sardinia’s position in the tourism market and transform the tourism-cultural
offerings in an integrated, sustainable manner. Key strategies include collaboration between academia
and industry, development of short- and long-term networks, and the application of innovative
technologies to strengthen the regional economy. This will lead to higher employment, improved
social inclusion, gender equality, and reduced generational gaps. The Spoke’s objectives include:
conducting research focused on technological transfer; transferring research outcomes to SMEs,
translating into measurable digital and technological capabilities; upskilling human resources in
participating companies and monitoring the implementation of solutions over three years; developing
a multi-sector digital platform to collect and analyze data, facilitate skills transfer, build network
synergies, and address emerging challenges with timely solutions.

The program is structured to achieve four interrelated outputs, each tied to a specific Work Package
(WP), which collectively aim to enhance technological capabilities, promote innovation, and improve
sustainability in Sardinia TCH sector:




.
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- WP1 focuses on research activities for technological transfer, with key tasks aimed at
identifying elements for improvement within TCH SMEs, developing a digital platform
architecture, and creating a database for organizing data. The platform will also offer a
monitoring dashboard to guide SMEs in overcoming gaps through innovation. So, this WP is
strongly connected to territorial context analyses as well as recognition of elements to be
strenght through the entrepreneurial landscape.

- WP2 addresses the transfer of research results to SMEs by clustering firms in tourism and
cultural heritage and developing technological transfer programs. This includes implementing

training and transfer activities to enhance the firms’ technological and digital capabilities.

- WP3 centers on developing new skills and supporting start-ups and spin-offs. The related
tasks include organizing innovation workshops, arranging brokerage events, conducting project
scouting, coaching and training, and fostering SME networks to provide continuous monitoring

and feedback on innovation impacts.

- WP4 aims at local empowerment through digital storytelling, event organization, and
engaging local communities and SMEs in sustainability-focused projects. This includes
disseminating results via digital platforms and preparing policy-oriented reports to guide long-

term decision-making.

The present deliverable outlines specific tasks within WP1 and WP3. More precisely, it will be
explored the current progress of Task 1.1-1 (included in WP1), whose outputs are directly related to
the objectives of T3.7 (included in WP3).

Related Documents

e Project Proposal (Article 10, paragraph 3 and Article 12 of the Call)
e D8 - Technology transfer plan

e D11 - Training activities plan

10
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(AUTHORS: Camerada, Malvica, Lampreu, Cuomo)

The current deliverable includes the activities as well as ongoing projects specified in M11-2

(Analysis of the entrepreneurial landscape. Baseline definition, constant monitoring, and feedback

activities). More precisely, it is primarily referred to the Task 1.1-1, related to:

- the recognition of the elements that need to be strengthened in relation to firm operating TCH;

- the implementation of the scientific investigations related to the enhancement of the CH;

- Data collection, mapping and clustering of all firms operating in Sardinia in the area related
to TCH.

Also, the investigations met the objectives of the Task T3.7 Constant monitoring and feedback

activities/territorial impact analysis, which is correlated to the Task T1.1-1 outputs: the two Tasks

shares, in fact, the target L026 - Analysis of the territorial scenario and definition of the baseline in

reference to the themes of digitization, innovation and competitiveness in the regional production
system (Table 1).

Table 1.1 - Tasks collocation into the Spoke 2 structure according to deliverable’s objectives.

Baseline definition,
constant monitoring, and

feedback activities.

definition of the
baseline in reference
to the themes of
Digization, Innovation
and competitiveness in
the regional
production system

Milestone | Definition Related | Objective Target | Timeline
Task Milestone
M11-2 Analysis of the T1.1-1 Analysis of the L026 01/01/2023 —
entrepreneurial landscape. | T3.7 territorial scenario and 30/10/2025

11
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So, this report aims to deliver a detailed exploration of the current state of Sardinian SMESs operating
in the TCH sector, their role in the local economy, and their future potential, highlighting the
challenges and opportunities they face. Sardinia, with its unique cultural, historical, and natural
richness, presents a fertile ground for such enterprises: so, the Task CM seeks to analyze such a
potential, especially in an era increasingly dominated by digitalization, innovation, and
competitiveness.

The document is structured into six key chapters, each addressing specific aspects according to the

CM specialization.

Ongoing research on the digital maturity baselines of SMEs

This chapter introduces a work-in-progress research on the digital capabilities of Sardinian SMEs,
with a focus on assessing the current level of digital maturity among TCH enterprises. The primary
objective was to conduct a comprehensive evaluation, supported by the development of an ad hoc
questionnaire designed to map the state of digitalization within Sardinian SMEs and to identify the
key challenges and opportunities they encounter in adopting digital tools and technologies. Given the
critical role of the tourism sector in Sardinia’s economy, understanding the digital readiness of SMEs
in this domain is essential for enhancing competitiveness, fostering innovation, and promoting
sustainable growth. Investigating SMEs’ gap in digital maturity is pivotal for Sardinian tourism, as
they operate in a highly competitive global market where the ability to engage and attract tourists
through digital channels is often a determining factor in success or failure.

To further inform the study, it was implemented an analysis of ATECO codes, identifying the specific
types of enterprises that are most pertinent to the research. The deployment of the questionnaire was
expected to provide valuable insights into the areas where Sardinian tourism SMEs demonstrate
strength in digital transformation, as well as the areas where they lag behind. This information will

be critical for guiding future strategies aimed at improving the digital capabilities of these enterprises.

Analyses Concerning Communication and Competitiveness
This section delves into the critical issue of communication and competitiveness for Sardinian SMEs:
more precisely, it explores how these businesses communicate their value propositions to tourists and

other stakeholders, particularly in the context of an increasingly digital world.

12
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- An Innovation Project for Communication of Tourist Destinations

The project aimed to identify the innovative characteristics of communication models for
tourism and cultural products in Sardinia. This study adopted a novel approach, focusing on the
impact of digital communication strategies on the competitiveness of tourist destinations. From
a systemic perspective, the tourist destination is treated as an extended tourism and cultural
product. The analysis, conducted within the tourism value chain, examined value propositions
and the levels of digitalization and sustainability in the communication practices of two distinct
samples of tourist destinations: regional, national, and international. The international sample
was crucial for benchmarking, enabling the identification of best practices and the development

of an effective, virtuous communication model.

- The Competitiveness of SMEs in the CClI

This study analysed the competitiveness of SMEs in CCl in Italy and Sardinia, focusing on TFP
as an indicator of firm efficiency. The findings revealed a high concentration of micro-
enterprises in the CCI, underscoring the fragmented nature of the sector, particularly in southern
regions. Sardinia exhibits the lowest TFP levels among Italian regions, indicating challenges in
profitability and competitiveness within the CCI sector. Enhancing TFP and improving
competitiveness in Sardinian CCI sector will require targeted strategies, such as fostering
entrepreneurship, promoting innovation, and attracting investment in the creative industries.
Also, the research underscored the need for tailored policies to address the specific challenges
faced by Sardinian SMEs, which is essential for both economic development and the

enhancement of cultural vitality in the region.

Cultural Tourism

Cultural tourism plays a crucial role in the regional economy, and this chapter investigates its various
forms in Sardinia, with a particular emphasis on ethnological and heritage tourism. The chapter
provides case studies from this sector, focusing on local museums, exhibitions, and cultural events

that draw on the island’s rich history and traditions.

13
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- Museum of the Territory, Museums in the Territory: An Anthropological Approach to the
Middle Campidano Case Study

The research aimed to draw upon an interpretive framework structured around the triad of
individual-community/society-territory, focusing on the role and significance of museums and
local cultural associations as indicators of how human contexts represent themselves and
perceive the potential of their environments. The objective was to analyze social interactions
and relationships that involve museums internally, situating them within the broader framework
of cultural heritage. Also, the work included a historical investigation into their origins and
purpose, followed by an anthropological analysis of the territorial contexts in which these

institutions exist, reflecting key aspects of their cultural ethos.

- Context Analysis of the Sardinian Craftmanship Sector: The Nuragic Wave Exhibition and
Impact Analysis

This study focused the entrepreneurial and museum landscape within the Sardinian craft sector.
Accordingly, the research seeked to identify key trends in the musealization, promotion, and
reception of craft productions, as well as to define major commercial patterns and the most
significant production paradigms that have emerged in recent decades. It also highlighted
exemplary cases within the production, commercial, and exhibition sectors, as well as identify
and analyse key trends in production, commercial activities, and exhibition contexts. Data
collection was based on information from the press, scientific literature, e-commerce platforms,
and field investigations, including visits to workshops, studios, and fairs. Research in the
regional archives of ISOLA (Sardinian Institute for the Organization of Artisan Labor) was also
carried out. An additional contribution came from the resumption of activities at the Tavolara
Pavilion, which, along with exhibitions organized by the Nivola Foundation, provided valuable

data for constructing a comprehensive overview of the sector.

- An Analysis of SMEs Enhancing Museums and Archaeological Sites in Sardinia

The research and mapping activity examined the SMEs that manage and/or provide

enhancement services for locations or structures of archaeological interest, including themed

parks and museums. The focus of the census was specifically on the pre-protohistoric period,

particularly on sites representing human presence in Sardinia within the chronological range

from the Palaeolithic to the early Iron Age. This emphasis was chosen based on the research
14
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team’s expertise, which allowed for a potential qualitative assessment of the scientific services
provided. Additionally, SMEs operating in this field appear to constitute the majority in
Sardinia, likely due to the significant number of well-preserved sites from this period, which
are often straightforward to interpret in terms of structural integrity. The SMEs were catalogued
and mapped according to their registered offices and the locations of the archaeological sites or
museums they manage. The data were categorized by province and municipality. The study
also analyzed management practices, digital maturity levels, scientific knowledge, and the

relationship between the SMEs, the territory, and other activities.

Food and Wine / Rural Tourism
This chapter reports the intersection of local agriculture, gastronomy, and tourism, with a particular
focus on rural tourism. It aims to highlight how SMEs in Sardinia are leveraging the island’s unique

agricultural and culinary traditions to develop sustainable tourism experiences.

- Local Agricultural and Food Production, Territory and Market: Communicating the Image
of Products and Territory

The study was intended to evaluate the extent of digital presence and communication strategies
employed by SMEs in the wine sector, with a focus on their role in promoting tourism.
Particular attention was given to enterprises operating in the wine tourism sector. The analysis
covered key aspects of strategic web marketing, including the presence of an optimized
company website, engaging digital content, the use of blogs and educational content, activity
on major social media platforms, internationalization strategies, email marketing, and
storytelling techniques. Furthermore, the project seeked to explore how Sardinian agri-food
products, specifically in the wine sector, are communicated through both words and images.
The objective was to develop a framework for the optimal external presentation of local
products, where ‘external’ refers to tourist markets, as well as national and international
commercial circuits. The analysis could contribute to understanding how such products can be

effectively positioned and promoted in broader markets.

- SMEs and Rural Tourism in Sardinia
The research project centered on innovation and digital transformation to enhance rural and

wine tourism as well as agri-food systems, with the goal of promoting sustainable economic
15
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development. The primary objectives included monitoring rural tourism and cultural heritage
activities, facilitating the transfer of research outcomes to SMEs, and promoting community
engagement in sustainable innovation. Data collection was conducted through both desk and
field research, using surveys to evaluate SMEs’ digital engagement, tourism offerings, and
sustainability practices. The study also incorporated European benchmarking, particularly from
the wine tourism sectors in Austria and Germany, to identify best practices for improving the
competitiveness of Sardinian SMEs. The analysis focused on clustering SMEs by size, service
type, and innovation level, identifying critical areas for improvement, such as digital marketing
and innovation adoption. Finally, the findings aimed to guide strategic planning and strengthen

the competitiveness and sustainability of SMEs in rural areas.

Experiential Tourism

The final chapter of the book introduces the concept of science tourism, a growing niche market that
combines travel with intellectual curiosity and learning. So, the related paragraph explores the
potential for developing science tourism in Sardinia, especially in relation to the island’s unique

research institutions and natural phenomena.

- Epigenetics, Longevity, and Artificial Intelligence: Science and Technology for the
Enhancement of Science Tourism

Epigenetics explores how environmental factors (such as diet, lifestyle, culture, and traditions)
influence gene expression. These changes, known as epigenetic modifications, involve
chemical alterations at specific DNA sites that can switch genes on or off. Though reversible,
they can be passed on to daughter cells and, in some cases, become hereditary. Research
conducted in Ogliastra showed a strong connection between longevity and the socio-cultural
context, demonstrating that environmental and cultural factors significantly impact well-being
and health perception. This geo-historical region served as a key area for mapping these
epigenetic influences, providing concrete evidence of their role in promoting long and healthy
lives. The use of Al (S-Drive) was pivotal, allowing for a rapid and comprehensive mapping of
relevant epigenetic factors and highlighting the unique characteristics of Ogliastra’s long-lived
population. This data not only enhanced the local tourism offer but also introduced the concept

of Science Tourism, which promotes the territory through a scientific lens. A market survey
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identified hospitality facilities capable of integrating this model, promoting health, longevity,

and well-being through an innovative tourism approach.
In summary, the investigations carried out by CM are aligned with and support both the training

activities and technology transfer initiatives. A global Task structure according to the various

researches’ findings will be addressed in the Conclusion section.
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2 Ongoing research on the digital maturity baselines of SMEs

(AUTHORS: Camerada, Malvica, Lampreu, Cuomo)

Introduction

In the context of rapid technological advancement and global economic integration, digitalization has
become a key driver of transformation for companies and economies. It involves the adoption of
technologies like cloud computing, 10T, Al, and Big Data to enhance business efficiency,
competitiveness, and innovation. Beyond technology adoption, digitalization reshapes business
models, processes, and strategies, leading to improved operations, customer experiences, and market
access. However, digitalization presents challenges, particularly for SMEs, which face resource
limitations and technical constraints. SMEs are vital to economic growth, representing 99% of all EU
businesses (European Commission, n.d.). So, effective digitalization strategies for SMEs are intended
as challenges to foster productivity, market participation, and sustainable growth; additionally, factors
such as performance expectations, competitive pressure, and facilitating conditions strongly influence
SMEs’ adoption of digital technologies (Bradac Hojnik & Hudek, 2023).

The process of identifying best practices concerning the digital maturity of SMEs was undertaken
with the aim of extracting relevant variables that could serve as key indicators for further analysis. A
study addressing best practices related to the SME’s digital maturity was previously documented in
an earlier report. So, in this context, only a concise summary is here presented for the purposes of the
current discussion.

Sardinia exhibits significant delays in the fields of digitalization and innovation compared to the
Italian and European averages, though some signs of improvement are emerging. According to the
regional DESI (proposed by of the Digital Agenda Observatory of the Milan Polytechnic), the region
scores about 5 points below the national average. Major weaknesses concern “Human Capital” and
“Connectivity”, while “Digital Public Services” perform above the Italian average, indicating a
relatively high level of development in this area. Regarding daily Internet usage, data from 2022 show
that 79% of Sardinians use the internet on a daily basis. Although this figure is increasing, it remains
lower than the European Union average of 84%, highlighting the need to further improve access to
and use of digital technologies among the population.

In the field of research and development, Sardinia reported an R&D expenditure intensity of 0.9% of

GDP in 2019, an improvement from 0.84% in the previous year but still far below the European
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average of 2.26%. This underscores a lack of investment in crucial sectors for innovation and
economic competitiveness. Finally, the 2023 Regional Innovation Scoreboard classifies Sardinia as
an “Emerging Innovator+,” with a score of 69.4, well below the Italian average of 90.3. However, the
region’s innovation performance has increased by 12.3% in recent years, signaling a positive trend
that could enhance competitiveness in the future.

Regarding best practices, sigital transformation is a multifaceted process with diverse pathways, as
highlighted by various institutional and non-institutional sources, such as the Ministry of Enterprises
and Made in Italy, OECD, Sage Group, and ISTAT 2023 report:

- Ministry of Enterprises and Made in Italy - Industry 4.0 (2019). Digital transition encompasses
automation, digitalization, connectivity, and programming. "Digital maturity" refers to a
company's ability to integrate digital technologies synergistically, not merely by acquiring new
machinery or software, but through an organizational overhaul. Digital Enabler technologies,
such as big data analytics, cloud computing, Al, 10T, and blockchain, play a crucial role. These
technologies boost efficiency, innovation, and competitiveness, especially for SMEs, which
face financial and skills-related challenges in adopting them. The Ministry offers
"Digitalization Vouchers" up to €10,000 to help SMEs adopt new digital tools, including
software, hardware, and cloud services, aiming to modernize operations, promote e-commerce,
and enhance work flexibility.

- OECD - Digital Transformation of SMEs (2021). Digitalization is a key competitiveness
driver, yet SMEs lag in adopting advanced technologies, often focusing on basic administrative
and marketing functions. Best practices for SMEs include enhancing key digital functions like
ERP, social media, CRM, cloud computing, and e-commerce. Investment in these areas can
increase SME resilience and competitiveness.

- Sage Group - Manifesto for EU SME Policy (2023). Sage Group’s study estimates that
accelerating the digitalization of lagging SMEs could add €628 billion annually to the EU
economy. Despite a 16% annual adoption rate, many SMEs are underperforming, particularly
in Italy, which could gain €100 billion in GDP growth. The report identifies critical areas for
digital adoption, including e-invoicing, responsible Al, and digital identity frameworks,
suggesting a significant economic opportunity through improved digital practices.

- ISTAT Report 2023 - SMEs and Al (2023). Al is a growing factor in enhancing SME

innovation, forecasting, and decision-making. By 2035, Al could increase labor productivity
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by up to 37%. Despite the potential, only 5% of Italian SMEs currently use Al, and many face
challenges like lack of skills and high costs. Digital Intensity Index (DII) data reveals that only
21.3% of SMEs reach high levels of digitalization, compared to 68.1% of large enterprises. The
report stresses the need for improved Al adoption, advanced data analysis, and better integration
of digital tools for SMEs to compete globally. The digitalization performance of SMEs is
assessed according to 12 specific criteria that contribute to the formulation of the Digital
Intensity Index (DII), a composite metric designed to pinpoint areas where Italian and European
firms encounter the most significant obstacles. In terms of best practices and strategic actions

for SMEs, enhancing all 12 indicators of the digital transition is recommended:

More than 50% of employees connected;

Use of Al;

Fixed broadband (BL) download speed > 30 Mbit/s;

Data analysis carried out internally or externally by the company;
Purchase of cloud computing services;

Purchase of sophisticated or intermediate cloud computing services;
Use of social media;

Use of ERP software;

Use of CRM software;

© 0 N o g bk~ wDhPE

10. Use of at least two social media platforms;
11. Online sales > 1% of revenue;

12. Web sales > 1% of total revenue and B2C > 10% of web revenue.

According to such a background, the T1.1-1 CM investigated the digital maturity baselines of SMEs

categorizing 5 four key areas of intervention:

- Online presence, encompassing the establishment and maintenance of websites, social media
platforms, and other digital channels that enhance visibility and interaction with consumers;

- Technological tools and digital processes, referring to the integration of advanced software,
platforms, and systems that streamline business operations and enhance efficiency;

- VR and AR, focusing on the adoption of immersive technologies that offer innovative ways to

engage customers and enhance product or service experiences;
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- 10T and Al, which involves leveraging interconnected devices and Al-driven systems to
optimize operations, improve decision-making, and create smarter business solutions;

- Training and adoption of emerging technologies, emphasizing the importance of continuous
skill development and the readiness of businesses to integrate new technological advancements

into their workflows.

The SMEs reference sample

The identification of the reference sample for the survey involved the selection of relevant ATECO
codes corresponding to SMEs operating in the TCH sector. Defining which activities to consider for
evaluating the baseline of digital maturity requires an understanding of the evolving nature of the
tourism-cultural phenomenon, with a focus on businesses engaged in at least one of its foundational
phases.

In a first phase, a comprehensive list of all the activities in Sardinia with an ATECO code included
into the TCH sector was requested from the Sassari Chamber of Commerce; the related mapping
conducted by the CM was presented with a previous deliverable on an overview of the Regional
entrepreneurial landscape. So, the research team carried out an exploratory study on TCH scenarios,
leveraging its firsthand knowledge of the tourism landscape in Sardinia through its involvement in
the recent drafting of the Regional Strategic Tourism Plan 2023-2025. In addition, the T1.1-1 Leader
(Dr. Malvica) promoted a series of meetings with all the CM working subgroups, in order to include
the ATECOs references for each areas of specialization and intervention. Subsequently, a first
screening was configured, considering the active companies as well as the percentage of each activity
sector on a provincial scale for the survey’s further dissemination.

As a result, primary ATECO codes (i.c., “Direct Connections”) were identified and classified into

two main macro-categories (i.e., services and production).
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Table 2.1 - List of ATECO codes included within the “Direct connections”.

UNISS

UNIVERSITA
DEGLI STUDI
DI SASSARI

MACRO-
CATEGORY ECONOMIC ACTIVITY | NACE DESCRIPTION ATECO
- Hotels and similar
accommodation 55.10
Accommodation - Camping grounds, 55.20
recreational vehicle parks  [55.30
and trailer parks
- Restaurants and mobile 56.10
Food and beverage service food service act_ivities_ - 56.21
activities - Beverage serving gc_tl_vltles 56.30
- Event catering activities 03.1
- Fishing and Acquacolture 03.2
- Travel agency and tour
operator activities
Services - Other reservation service
and related activities 79.1
- Other sports activities 79.9
Travel agency, tour operator, |- Renta_l and leasing of 93.19.92
rental et : '[recreational and sports _ 77.21
T goods - Rental and leasing 77.34
of water transport equipment 77.35
- Rental and leasing of air 77.11
transport equipment
- Rental and leasing of cars
and light motor vehicles
- Other amusement and
Other amusement and recreat_ion activitigs 93.29.20
recreation activities, - Physical well-being 2
tourism-related sports LRI A 93.19
activities. etc. - Oth_er_s_ports activities 93.29.9
’ - Activities of amusement 93.21

parks and theme parks
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Organisation of conventions |- Organisation of 8230
and trade shows conventions and trade shows '
- Museums activities
- Operation of historical
A sites and buildings and 91.02
Museum activities, nature . . .
reserve activities. eee. similar ylsnor attractlo_ns 91.03
' - Botanical and zoological 91.04
gardens and nature reserves
activities
Retail (craftsmanship) - Gt (et 2L B el e 47.78.32
goods in specialised stores
Artistic creation - Artistic creation 90.03.09
- Manufacture of wine from
grape
- Manufacture of cider and 11.02
Wineries (industrial other fruit wines 11.03
activities, therefore - Manufacture of other non- 11.04
excluding those connected to|distilled fermented 11.05
agricultural activity) beverages 11.06
- Manufacture of beer 01.21
- Manufacture of malt
- Growing of grapes

Also, a list of ATECO codes identified as “Non-Direct Connections” was configured to be used for
any further research steps:

Table 2.2 - List of ATECO codes included within the “Non-Direct connections ”.

NACE DESCRIPTION ATECO
Repair of machinery 33.12.92
Repair and maintenance of ships and boats 33.15
Repair and maintenance of aircraft and spacecraft 33.16
Repair and maintenance of other transport equipment 33.17
Retail sale of newspapers and stationery in specialised stores 47.62.1
Retail sale of sporting equipment in specialised stores 47.64.1
Retail sale of sporting equipment in specialised stores 47.64.20
Passenger rail transport, interurban 49.1
Freight rail transport 49.2
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Other passenger land transport 49.3
Freight transport by road 49.41
Water transport 50

Air transport 51
Support activities for transportation 52.2
Rental and operating of own or leased real estate 68.2
Real estate activities on a fee or contract basis 68.3
Public relations and communication activities 70.21
Advertising 73.1
Market research and public opinion polling 73.2
Specialised design activities 74.10.21
Specialised design activities 74.10.29
Photographic activities 74.20
Translation and interpretation activities 74.30
Private security activities 80.10
Security systems service activities 80.20
Services to buildings and landscape activities 81
Performing arts 90.01
Support activities to performing arts 90.02
Artistic creation 90.03.02
Operation of arts facilities 90.04
Operation of sports facilities 93.11
Activities of sports clubs 93.12
Fitness facilities 93.13
Other amusement and recreation activities 93.29.10
Washing and (dry-)cleaning of textile and fur products 96.01
Hairdressing and other beauty treatment 96.02
Technical testing and analysis 71.20.22
Support activities for animal production 01.62.09
Retail sale in non-specialised stores with food, beverages or tobacco 47.11
predominating

Retail sale of books in specialised stores 47.61
Retail sale of music and video recordings in specialised stores 47.63
Retail sale of other goods in specialised stores 47.7
Retail sale of food, beverages and tobacco in specialised stores 47.2
Growing of non-perennial crops 01.1
ABA SIRONI'S RESEARCH TEAM SUGGESTIONS

Printing of newspapers 18.11
Other printing 18.12
Pre-press and pre-media services 18.13
Binding and related services 18.14
Reproduction of recorded media 18.20
Business and other management consultancy activities 70.22.01
Business and other management consultancy activities 70.22.09
Specialised design activities* 74.10.21*
Specialised design activities* 74.10.29*
Specialised design activities 74.10.90
Photographic activities* 74.20.11*
Photographic activities* 74.20.12*
Photographic activities* 74.20.19*
Translation and interpretation activities* 74.30*
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Other professional, scientific and technical activities n.e.c. 74.90.99
Other reservation service and related activities 79.90.20
Avtistic creation 90.03.01
Avtistic creation 90.03.02
Artistic creation 90.03.09**
Operation of arts facilities* 90.04*
Operation of arts facilities* 90.04.00*
Motion picture, video and television programme distribution activities 59.13
Motion picture projection activities 59.14
Advertising agencies* 73.11.01*
Advertising agencies* 73.11.02*

*included in the “Non-Direct Connections” list

** included in the “Direct Connections” list

In evaluating the digital maturity of TCH SMEs, a range of critical variables should be taken into

account to provide a comprehensive assessment:

- Geographical location (i.e., operational and legal headquarters): The geographical placement
of an SME plays a pivotal role in its access to digital infrastructure, regional market dynamics,
and opportunities for innovation. Companies located closer to urban centers or technology hubs
often benefit from better connectivity, resources, and opportunities to collaborate with tech-
driven enterprises or institutions, thus facilitating the adoption of digital tools and practices. In
contrast, SMEs in more remote or less economically developed areas may face challenges such
as limited access to high-speed internet or technological resources, which can hinder their
digital transformation.

- Socio-economic structure: A younger workforce is often more digitally literate and adaptable
to technological changes, contributing to faster digital adoption. Similarly, gender diversity in
the workforce has been linked to enhanced innovation and problem-solving capabilities. The
entrepreneur’s level of education is another significant factor; higher education, particularly in
technology-related fields, often correlates with a greater understanding of the importance of
digital tools and a stronger inclination to invest in the company’s digital development. This
combination of human capital factors can be a strong determinant of an SME ability to embrace
digital innovation.

- Quantity and quality of the offerings: The scale and scope of a company’s offerings directly
influence its digital needs. SMEs serving international markets must typically engage in more

sophisticated digital marketing, customer service, and operational systems to compete
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effectively on a global scale. They may also need to comply with international regulations or
standards, which often necessitates higher levels of digital integration. Conversely, SMEs
operating within domestic markets may have different levels of competition and consumer
expectations, potentially requiring a different digital strategy that is more focused on local
market needs.

- Type of TCH activity: The nature of the economic activity in which an SME is engaged can
significantly impact its digital maturity. For instance, businesses in the artisanal sector may
traditionally rely on manual craftsmanship and personal customer interactions, making the
transition to digital processes more challenging. However, the adoption of digital tools can
provide opportunities for greater visibility through online platforms, digital marketing, and even
the integration of technology into production processes, enabling these businesses to scale their

operations and reach wider audiences without sacrificing their unique qualities.

The above-mentioned factors are particularly significant when applied to the context of Italian SMEs,
given the country’s diverse economic and geographical landscape, and the strong presence of
traditional sectors such as tourism and cultural heritage. Italy’s rich cultural history, coupled with its
regional economic disparities, creates a unique environment where digital transformation must be
carefully tailored to local conditions while enabling companies to compete in increasingly globalized
markets. Focusing on Sardinian SMEs, they could face the dual challenge of preserving their cultural
and artisanal heritage while adopting the digital technologies necessary for growth and

competitiveness in both national and international contexts.

The questionnaire’s development
Data gathering was carried out with an ad hoc questionnaire to investigate the level of innovation
among Sardinian TCH SMEs, also considering the training objectives of the e.INS project. The

structure was then implemented for the exploration of the following dimensions:

- The online presence through websites and social media;

- The use of technological tools (e.g., management software, cloud solutions, data analysis
tools, etc.):

- Cybersecurity;

- The use of VR, AR, 10T, and automation systems for business activities or processes;
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- The interest in training activities and the adoption of emerging technologies.

Table 3 reports the indicator-items relations as base of the questionnaire structure. Indicators are

intended as areas of intervention consistent with the objectives of Spoke 2 and, in general, of the

academic research-territory relationship underlying the entire e.INS project. The indicators, therefore,

are tools which, together with the milestones and targets, constitute monitoring and implementation

tools within the global project.

Table 2.3 - Preliminary version of the survey. (Source: elaboration of M.V. Camerada, F. Cuomo, S. Lampreu, S. Malvica, L. Pulina)

Indicator

Items

Increase of the digital presence of
the companies recruited in the
Spoke (e.g., the creation of
company website and/or social

network)

- Does your company have a fixed line connection for Internet access
(e.g., ADSL, fiber optics, etc.)?

-If you answered that you do not have a landline connection for your
business, please indicate the reason

- Is your company present online?

- If you have a website or social pages, who manages them?

- If you have a website, indicate the information/functions present

- If your business doesn't sell its products or services online, why?

- If you don't have a website, please indicate the reasons

- If you do not use social media (e.g., Instagram, Facebook, LinkedIn),
indicate the reasons

- Indicate whether your company would be interested in the following

training activities (list)

Increase of cloud computing
services (ERP software, CRM
software,

antivirus, network

access control, file storage)

With reference to the following services (e.g., ERP, CRM, antivirus
and data storage systems), we ask you to indicate which ones are used
by your company, specifying whether IN CLOUD:

- Management software to optimize human resources (e.g. shifts) or
the warehouse (consumption and supplies, statistics) or accounting

- Software for managing credit and debit card payments

- Software for managing work processes (e.g., maintenance)

- Software that allows online booking from the property's website
(Booking Engine)
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- Software that allows the simultaneous management of bookings of
services present on different sales channels (Channel manager)

- Software that tracks and archives the company’s interactions with
customers, even just potential ones

- Software that targets customers and divides them into affinity groups
and then proceeds to create targeted campaigns such as ad hoc email
marketing on certain products

- Antivirus software

- Software capable of supporting the company's decision-making
processes and creating new strategies (Decision Support Systems)

- Google drive (cloud service only)

- Software capable of managing and controlling the access of devices,
users and applications to a network (Network Access Control)

- Other (specify)

- I can’t answer

Adoption  of interconnected
devices or systems that can be
remotely monitored over the

internet

- Does your company use devices monitored and/or managed remotely
(loT)?
- If your company uses devices monitored and/or managed remotely

(1oT), indicate which ones

Control action on the degree of

security of the web server

- Indicate whether your company adopts one of the following IT
security measures (list)

- Indicate whether your company adopts one of the following
behaviors aimed at strengthening IT security (list)

- Your company has ever been the subject of a cybersecurity incident
(e.g., theft of personal or financial information)

- Does your company use blockchain technology to guarantee the
security and stability of information/transactions?

Transfer of services/tools/skills in

virtual or augmented reality

- Does your company use virtual reality?
- Does your company use augmented reality?

Transfer of innovative IT systems
to optimize internal management
(e.g.,

(DSS))

Decision Suport System

[item already used for a previous indicator]
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Transfer of techniques for the | [item already used for a previous indicator]

management of Big Data (e.g.,

Recommender Systems)

This structure of the questionnaire was subjected to a pilot test through the implementation of a
Master’s thesis in “Foreign Languages and Literatures for Cultural Mediation and Territorial
Enhancement” at the Department of Humanities and Social Sciences, titled Enhancement of the
Territory between Local Identity and Synergistic Vision: The Case Study of Alta Gallura (Student:
Miss Maria Barbara Pes; Supervisor: Prof. Maria Veronica Camerada; Co-supervisor: Dr. Sonia
Malvica). The aim of the dissertation was to present applied research on Gallura (in the northeastern
part of the province of Sassari), one of the historical-geographical regions of Sardinia. Specifically,
the focus of the study was Alta Gallura (also called Inner Gallura), with the objective of promoting
the tourist potential of the tangible and intangible heritage of an inland area, in alignment with the
territorial interests of Spoke 2. Data collection was conducted in 8 municipalities (Figure 1) and aimed
at investigating tourism destination opportunities based on the perception and propensity of two
stakeholder categories: on one hand, residents, with their tacit and explicit knowledge and experience,
and on the other, SMEs operating in the region with tourism-related activities. While the analysis of
residents does not pertain to the present deliverable, the focus on SMEs involved the distribution of
a questionnaire to a subsample of businesses across the municipalities (Figure 2), based on the type
of economic activities relevant to the Task (i.e., hospitality; activity and/or tourism support services;

cultural and artistic realities; food and beverage service activities; commerce; other activities).
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Figure 2.1 - High Gallura’s municipalities selected as a case study for the master’s degree dissertation as well as e.INS survey’s pilot

test. (Source: elaboration of S. Malvica)

Figure 2.2 - Location of all SMEs identified for the survey. (Source: Elaboration of S. Malvica)

Overall, out of a total of 73 businesses contacted, 24 completed the questionnaire. Despite the limited

sample size, preliminary results were obtained that are useful for defining the next steps of the
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research, strongly recommending technological transfer and education as well. For instance, 79.9%
of SMEs reported having a fixed-line connection for Internet access; 32% use social media, 28% have
a proprietary website, and 24% make use of nationally and internationally recognized aggregator
sites. 10T is adopted by only 25% of businesses, with 50% of those using it for security devices or
systems; only 8.3% adopt blockchain technology. Al is not adopted by 75% of the participants: of
these, 50% report not knowing how to apply it to their business, while 22% understand its use but do
not consider it advantageous. Regarding VR and AR, none of the SMEs reported using the former,
while the latter is adopted by only 2 businesses; in both cases, the non-use is linked to a lack of
knowledge on how to apply the technology to their operations. An additional variable explored in the
thesis was the willingness of SMEs to form business networks within the TCH sector: it was reported
a general interest in establishing such networks to promote the inner Gallura region, with a preference
for activities related to hospitality, service and/or support, and cultural and artistic enterprises.

During the survey completion phase, respondents reported difficulty answering the section on on-
premises / cloud services, and overall, the questionnaire was considered too complex, which may
have contributed to the low participation in the study. Then, results suggested to revise the proposed

items as illustrated in Table 4.

Table 2.4 - Second version of the survey. (Source: elaboration of M.V. Camerada, F. Cuomo, S. Lampreu, S. Malvica, L. Pulina)

Indicator Items

Increase of the digital presence of | - Do you have a company website? Who manages it?

the companies recruited in the | - What information/functions are present on the site?

Spoke (e.g., the creation of | - How often are the contents of the website updated?

company website and/or social | - Do you use social media to promote your business? (Please indicate
network) which ones) / Who manages them?

- How often are the contents on social media updated?

- Is your company present on shared platforms? If so, which ones?

- Do you use online advertising (e.g., Google Ads, Facebook Ads) to
promote your company?

- Does your company have a defined digital marketing plan?

-Please indicate whether your company would be interested in the

following training activities (list)
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Increase of cloud computing | - Do you use business management systems (ERP) to optimize
services (ERP software, CRM | employee shifts, inventory, or accounting?

software,  antivirus, network | - Do you use software that allows online booking from the facility’s
access control, file storage) website (e.g., Booking Engine)?

- Do you use software that allows simultaneous management of
bookings for services on different sales channels (Channel Manager)?
- Do you use CRM solutions to manage customer relations?

- Do you use data storage and sharing tools such as Google Drive or

Dropbox?-

Adoption  of  interconnected | - Does your business use remotely monitored and/or managed devices
devices or systems that can be | (smart thermostats, lighting, locks, or security cameras)?
remotely monitored over the | - Does your business use remotely monitored and/or managed devices

internet other than those listed in the previous question?

Control action on the degree of | - Indicate the cybersecurity measures adopted by your company (list)
security of the web server - Indicate the behaviors aimed at strengthening cybersecurity adopted
by your company (list)

Transfer of services/tools/skills in | - Does your business use virtual reality?

virtual or augmented reality - Does your business use augmented reality?

Transfer of innovative IT systems | [item already used for a previous indicator]
to optimize internal management
(e.g., Decision Suport System
(DSS))

Transfer of techniques for the | - Do you use data analysis tools to monitor business performance?

management of Big Data (e.g.,
Recommender Systems)

An additional pilot test was then conducted, distributing the survey in both online format (via
institutional email) and paper format (with the support of the Chamber of Commerce of Sassari). In
sum, the survey reached all of Sardinia, but the number of responses returned a very limited sample
and mainly concentrated on the most relevant urban centers (Figure 3).
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% participating SMEs
for each municipality
<2%

[ 2%-5%

[ 6% - 10%

B 7%-15%

Il 16% - 20%

Provinces containing municipalities
with the highest response rates

[ sassari
[ Metropolitan City of Cagliari

Figure 2.3 - Distribution of responses to the second version of the questionnaire on a municipal basis. The municipalities with the
highest response rates are the main urban centers of the provinces of Sassari (Sassari, Alghero, Olbia) and the Metropolitan City of

Cagliari (Cagliari). (Source: elaboration of S. Malvica)

Due such limited response received, a further streamlining of the survey was undertaken, leading to
the final version reported in Table 5, which represents the ¢.INS Hub’s official questionnaire on

digital maturity baseline of Sardinian SMEs.

Table 2.5 - Third and definitive version of the survey. (Source: elaboration of M.V. Camerada, F. Cuomo, S. Lampreu, S. Malvica, L.

Pulina)

Indicator ltems

Increase of the digital presence of | - Is your company present on the web?

the companies recruited in the | - Do you have a website?

Spoke (e.g., the creation of | - is he present on social media?

company website and/or social | - Who manages the website and social media?

network) - How often is web content updated?

- Does your company have a defined digital marketing plan?
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- Please indicate whether your company would be interested in the

following training activities (list)

Increase of cloud computing

services (ERP software, CRM
software,

antivirus,  network

access control, file storage)

- Do you use the following systems and tools in your company? (list)

Adoption  of interconnected
devices or systems that can be
remotely monitored over the

internet

- Does your company use modern technologies (i.e., devices monitored
and/or managed remotely, like thermostats, lighting, locks, intelligent
security cameras, chatbots, systems for the automatic translation of
text or voice into different languages, automation systems of business

activities or processes)?

Control action on the degree of
security of the web server

- Does your company adopt IT security measures (e.g., updated

antivirus software)?

Transfer of services/tools/skills in

virtual or augmented reality

- Does your company use "mixed reality" (MR) systems, i.e.

augmented reality and/or virtual reality?

Transfer of innovative IT systems
to optimize internal management
(e.g.,

(DSS))

Decision Suport System

[item already used for a previous indicator]

Transfer of techniques for the
management of Big Data (e.g.,
Recommender Systems)

- Does your company provide training to employees on the use of
digital technologies?

- Do you intend to invest in new digital technologies in the next 12
months?

- If yes, which activities would you like to improve through the
adoption of new technologies? (list)

Within the regional landscape, a sample of firms was selected for administering the latest version of
the questionnaire. The objectives are to monitor the various TCH sectors and support SMEs in
updating their digital capabilities. Data collection will occur in three formats: one-to-one (i.e., the
researcher visits the firm in person), online (i.e., distributed via institutional email), and through focus
groups.

The Italian version of the questionnaire is available as an attachment in the present deliverable.
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3 Analyses concerning communication and competitiveness

3.1 Aninnovation project for communication of tourist destinations
(AUTHORS: lesu, Usai, Morandi)

Note: A full version of this study is currently in submission for publication.
Full title: Sustainable development strategies and innovation of destinations through the study of communication models
and the creation of tourist products. Analysis and monitoring of the propensity to innovation and digitalization in

communication and promotion of tourism and cultural enterprises in Sardinia

The project aims to outline the innovative characteristics in the communication models of tourist-
cultural products in Sardinia. The study adopts an innovative approach, focusing on analyzing the
impact of digital communication models on the competitiveness of tourist destinations. From a
systemic perspective, it considers the tourist destination an extended tourist and cultural product. The
analysis, conducted within the tourism supply chain, examines the value propositions and levels of
digitalization and sustainability in the communication of two samples of tourist destinations: regional,
national and international. The latter sample is essential for a benchmark analysis that is functional

in identifying best practices and, consequently, in the design of a virtuous model of communication.

HR 1: Can the innovation and competitiveness of the tourism-cultural system be analyzed through
digital communication tools? If yes, Can the communication capacity of companies be related to
competitiveness?

HR 2: Innovation can be measured through the level of digitization of the companies that populate

the destination

In response to the research hypotheses, the digital communication models of Sardinian cities with a
tourist vocation are explored, and the best practices at the national and international levels are
compared. The methodology used combines quantitative and qualitative approaches, and the analysis
is centred on two main dimensions: communication through the official websites of the destinations
and social media. In this context, specific indicators are developed to assess critical aspects of
communication through websites and social channels, such as design, content quality, user

engagement and innovative tools such as AR and VR. This indicator-based analysis provides a
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structured framework for assessing the strengths and weaknesses of each destination's digital
presence, with a particular focus on sustainability and user interaction. The analysis highlights
different patterns in the digital communication strategies of Sardinian destinations. Although some
cities have adopted modern, attractive designs and provide comprehensive tourist information, others
have significant mobile usability and content quality gaps. Social media engagement varies greatly,
with some destinations demonstrating strong visual contents and frequent posting while others exhibit
unprofessional management and sporadic communication, resulting in a low engagement rate. The
research identifies cities such as Ljubljana, Copenhagen, and Valencia as examples of excellence in
innovation and sustainable digital communication at the national and international levels. These cities
have successfully integrated new technologies and interactive content, such as 360-degree VR tours,
into their online platforms, creating engaging and immersive user experiences. In addition, they
underline the importance of telling local identities and promoting sustainability, an increasingly
relevant element in the post-pandemic tourism landscape.

The study aims to provide a complete overview of digital communication models, identifying the
levers that make some strategies more effective and replicable. The results are expected to help
develop more targeted, sustainable and innovative digital communication strategies for Sardinian
destinations, improving their online engagement with potential visitors and maintaining
competitiveness in the global tourism market, which is increasingly driven by digitalization. This
research also aims to contribute to the literature on tourism communication by proposing a holistic
framework for evaluating digital communication strategies, considering both technological
innovation and cultural storytelling. It fills a gap in the existing literature by offering a
multidimensional analysis that integrates website and social media communication, emphasizing

sustainability and active user interaction.

Literature Review

The online and offline Italian tourism market returned to pre-pandemic levels in 2022, with the e-
commerce segment surpassing 2019 figures in some areas. However, the offline sector still lags
(Osservatori.net, 2023). In particular, the hospitality industry saw online revenues grow from €14.6
billion in 2019 to €16.4 billion in 2022, while travel agencies and tour operators experienced
significant recovery (+106% for tour operators and +189% for travel agencies in 2021). The
digitalization of tourism is now seen as a fundamental axis of industry recovery, as emphasized by

Filippo Renga, Director of the Observatory for Digital Innovation in Tourism of Politecnico di
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Milano. He notes that digital platforms dominate the booking phase, with eCommerce accounting for
51% of transactions in hospitality and 68% in transportation. Travelers predominantly use online
channels for trip planning, with 56% relying on digital resources such as search engines and review
sites. Online booking is similarly dominant, covering 59% of accommodation bookings and 63% of
transport reservations.

Moreover, 33% of travellers now purchase location-specific products through eCommerce platforms,
a significant increase from previous years, as Eleonora Lorenzini of the Observatory for Digital
Innovation in Tourism of Politecnico di Milano declared. The demand for extended, destination-based
experiences is also growing, with 12% of accommodations offering products through eCommerce.
Business travel has shown a surprising rebound, with total trips rising by 70% in 2022, primarily
driven by domestic travel. Business travel expenditures in Italy also surged, exceeding €17 billion,
which represents a near-doubling of 2021 values (Lorenzini, 2023). The challenges brought by these
changes, many of which have been accelerated by the pandemic, necessitate innovative approaches
to planning. Destinations must integrate critical elements such as digitalization, sustainability, and
stakeholder involvement into their strategic frameworks. Digital tools like websites, social media,
and mobile apps have transformed tourism communication, with many destinations integrating
advanced technologies such as AR, VR, and Al into their marketing and visitor engagement
strategies. The growing importance of storytelling in tourism communication is crucial for reflecting
local identity and promoting unique activities, leading to deeper visitor engagement. The trend
towards more flexible and personalized tourism experiences has shaped the development of tourism
products, focusing on authenticity and technology-oriented offerings. Strategic planning is
increasingly inclusive, incorporating diverse stakeholder perspectives, including local communities,
tourism businesses, government bodies, and NGOs, emphasizing sustainability (Osservatori.net,
2023). Tourist destinations now aim to balance development with environmental and cultural
preservation, implementing responsible tourism practices. The pandemic and climate change have
accelerated the shift towards resilience strategies, promoting sustainability and collaborative crisis
management. As visitor experience is critical to destination reputation, measuring and analyzing this
experience through feedback and reviews is essential. The current landscape of strategic tourism
planning focuses on visitor experience, sustainability, and technological collaboration, while dynamic

storytelling is becoming a core communication strategy.
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- Digital product and communication innovation

Digital innovation in tourism refers to introducing technologies and tools that impact the
services and processes of tourism operators at an organizational and financial level
(Osservatori.net, 2023). Technologies like augmented reality (AR) and virtual reality (VR)
allow visitors to explore cultural and historical sites digitally, enhancing their experience (Koo
et al., 2021). Sustainability drives product innovation with eco-friendly itineraries and
structures. At the same time, communication has evolved through the strategic use of social
media and influencer marketing, leveraging digital storytelling and authentic content to reach a
broad audience (Cresta & Greco, 2019). Chatbots and virtual assistants enhance communication
by personalizing interactions during trip planning and in real time. However, destinations that
fail to adopt such technologies risk losing competitiveness as modern travellers seek interactive
and sustainable experiences (Osservatori.net, 2023).

- Digital communications in tourism

Digital communication has become essential in the tourism industry, profoundly changing its
dynamics (Cvetkovski & Cvetkovska-Tomanovi¢, 2021). Three key phases of digitalization
have been identified: initially, technology replaced paper materials with websites and online
booking systems; later, the Internet became the primary source of information for travellers,
including reservations and transactions; finally, the integration of mobile technologies,
location-based services, Al, and AR created new development opportunities for tourism
destinations and businesses (Xiang & Fesenmaier, 2017). Adopting these digital tools requires
education for tourism stakeholders, as competitiveness and innovation depend on embracing
new technologies and customer-centric business models (Dredge et al., 2018).

- Relationship between governance and institutional communication of the destination
Governance and institutional communication play a crucial role in coordinating the activities
of stakeholders and operators within a destination. Poor governance or ineffective institutional
communication can create confusion and limit access to resources and opportunities for
innovation, while good governance fosters innovation and competitiveness (Santos & Silva,
2020). Clear and consistent institutional communication contributes to building a shared vision
of the destination and promoting collaboration among stakeholders, ultimately enhancing the

destination's reputation and attractiveness (Pencarelli et al., 2015).
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- Key elements in destination communication analysis

A comprehensive analysis of destination communication requires an integrated model that
considers both digital and traditional dimensions. One crucial aspect is digital communication,
which involves evaluating the online presence through official websites, social media, apps,
and other channels. Content quality, user interaction, and information updates must be analyzed
to ensure an effective online presence (Elliot, 2012). Simultaneously, traditional print,
television, and radio communication should be assessed by examining advertising strategies
and promotional campaigns' impact and effectiveness (Pencarelli Tonino et al., 2011).
Storytelling, local stakeholder engagement, sustainability, and innovative technologies are
essential in digital and traditional media to enhance visitor experiences and promote destination
reputation (Osservatori.net, 2023). Finally, feedback from visitors gathered both online and

offline is vital for continually improving the tourism offering (Elliot, 2012).
Research Project

This first part of the research project will focus on analyzing the digital communication of the main
Sardinian cities with a tourist vocation to understand the models adopted and identify the most
effective communication trends and patterns and, at the same time, any element of innovation.
Subsequently, the analysis was carried out through a benchmarking process with national and
international tourist destinations emphasizing culture and sustainability. In addition, the possible
integration of technological elements in promoting communication that allows destinations to present
themselves as innovative and cutting-edge was examined. Destinations with dedicated tourism
channels were considered, not those integrating tourist communications into municipal
communications activities. The cities considered at national and international levels are cities that,
since 2022, have distinguished themselves for virtuous projects in the fields of accessibility,
digitalization, sustainability, and creative activities in cultural heritage. The combined analysis
provides an overview of the effectiveness of digital communication of tourist destinations and their
level of involvement with their target audience, allowing them to identify areas for improvement and
develop more targeted strategies to engage the online audience. The following research aims to
observe the context from the point of view of the cutting-edge analysis of digital communication
models applied by destinations through the following main dimensions and related indicators.
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Table 3.1 - Dimension & Indicators. (Source: Authors’ elaboration)

Contest Dimensions Indicators

Design
Images
Video
Informations

Sustainability

Website . .
Link Social Network
Link App
Link Other Services
AV/VR/AR
Interactive Chatbox
Digital
communication Followers
in Sardinia’s Images
tourist
destinations and Texts
Benchmark with Video
international
destinations Reels
Social Media Networks
UGC

Sustainability

Link App

Link Other Services
Post Frequency (week)

Engagement Rate
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cial Destination Website Analysis

Design and Usability: The site’s visual appearance and usability are critical to a positive
user experience. Attractive design and intuitive navigation are also important.
Informative Content: Completeness and relevance of the information provided. The
presence of details on attractions, events, tourist services, and information and
communication activities on practices and aspects of sustainability. Presence of
multimedia content, virtual tours and other interactive tools

Integration: with Social Profiles, booking channels of tourist services, Chatbox

Mobile version: The website’s quality navigation from mobile devices should be

improved, considering the increasing importance of access from smartphones and tablets.

e Analysis of presence and communication on social media

Activity and Frequency: Frequency of publications and activity on social media through
a sample period of one week. Active presence contributes to public engagement.
Informative-Visual Content: This is the typology of shared content, with particular
attention to the presence and quality of texts, photos, videos, and other visual elements
that capture attention, including the presence and quality of photo galleries and videos
that show the destination captivatingly.

User Engagement and UGC: User engagement through likes, comments and sharing of a
sample week. And the use of user-generated content (UGC). Online interaction reflects
the effectiveness of communication.

Links to Tourist Services: Integrate direct links to booking services for accommodation,
tours, restaurants, or other tourist services into the site or social profiles.

Communication on sustainability: content relating to the commitment or willingness to
raise sustainability awareness.

Communication of the official App: verification of communication-related to the App
(where present).
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Research objectives and Methodology
Research hypotheses are fundamental to guide the study and formulate research questions. In the
context of the tourist-cultural system, innovation is a key factor influencing competitiveness. The

assumptions that guide this research project are mainly two:

H1: Can the innovation and competitiveness of the tourist-cultural system be analyzed through digital
communication tools?

If Yes: Can companies’ communication skills be linked to competitiveness?

H2: Can innovation be measured by the level of digitalization of the enterprises in the destination?

Through the analysis of digital communication tools, we will try to evaluate the effect of innovation
on the system's competitiveness. In addition, the communication capacity of 20 enterprises will be
analyzed as a significant indicator of their competitiveness since effective communication can, among
other things, positively influence the image and perception of tourist destinations and, therefore, of
the whole system. In addition, digitization, in addition to reflecting the degree of innovation of
businesses, can influence several aspects of business, including managing customer relations,
promotion and marketing, and internal operations. Therefore, measuring the level of digitization can
provide indications of the overall innovativeness of enterprises and, consequently, of the destination

as a whole.

Obijectives. The research project aims to explore the elements of innovation and digitalization in the
communication models of tourist destinations, mainly in Sardinia, focusing on digital
communication. In particular, the focus is on analyzing the official website and social media presence
of tourist destinations to identify best practices and areas for improvement for effective and

sustainable digital communication with national and international benchmarking.

Methodology. The methodological approach adopted in the first phase, the mapping and sampling of
Sardinian tourist destinations on the one hand and national and international on the other, to analyze
in the second phase, the state-of-the-art communication models in Sardinia and then through a
benchmark activity transfer in a third phase the elements that characterize the good practices for the

development of effective communication models in Sardinian destinations.
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At the regional level, the first three selected destinations (Cagliari, Budoni, Arzachena) are in the
DMO Italiane section of the Enit Italia website. The others were chosen for the completeness of
geographical coverage of the island (Olbia, Sant'Antioco, Villasimius). Nationally and
internationally, the destinations were considered among the "best practices destinations” of the
competition "European Capital of Smart Tourism" of 2022 and 2023 and "The European Green
Pioneer of Smart Tourism™" have been selected for 2024 launched by the European Commission. The
candidate cities are rewarded in four categories that assess their commitment and achievements in the
specific field: accessibility, sustainability, digitalization, cultural heritage, and creativity. For
consistency with the research focus, | decided to focus mainly on virtuous destinations in projects
concerning sustainability and cultural heritage and creativity (second, third and fourth category) a
priori, assuming that accessibility is already part of a sustainable model of destinations on which
innovation trends are based.

As stated at the beginning of this chapter, two main dimensions were analyzed to study each
destination's digital communication models: communication on the destination's official website and
communication transmitted through the destination's official social networks. For each of these two
variables, indicators were selected to observe the presence and quality of content (focused on

sustainability and digitalization) capable of narrating the destination and engaging the target audience.

Data collection
To analyse the digital communication models of some tourist destinations in Sardinia and implement
a benchmark activity with other national and international destinations, the first step of the research

has included the collection of two samples as follows:

Table 3.2 - Sample | Regional Destinations. (Source: Authors’ elaboration)

Sardinian Destinations Regional geographical coverage
Cagliari South
Arzachena North- East
Budoni North- East
Olbia North- East
Sant’ Antioco South- East
Villasimius South-West
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The first sample selected the tourist towns of Sardinia based on their presence on the site Enit. In the
section DMO Italiane (Cagliari, Arzachena, Budoni) and for completion according to a logic of
geographical coverage. The second sample, however fundamental for the benchmark, was selected
based on the good practices destinations have implemented since 2022. Destinations that have
distinguished themselves for projects in the field of sustainability were chosen from the 2022 and
2023 reports on the European Capital of Smart Tourism competition. The destinations distinguished
themselves in Accessibility, Sustainability, Digitalisation, Cultural Heritage and Creativity.

Table 3.3 - Sample I1. National and International Destinations. (Source: Authors’ elaboration)

Italian & International Nation Best Practices Categories Best Practices Category

Destinations (2022) (2023)

Florence: Feel Florence Italy Accessibility, Sustainability,

Florence: Destination Italy Digitalization, Cultural )

Florence Heritage & Creativity
Accessibility,

Padua Italy Accessibility, Digitalization Sustainability,
Digitalization, Cultural
Heritage & Creativity

Ravenna Italy Accessibility, Digitalization -
Accessibility,

Palermo Italy - Sustainability,
Digitalization, Cultural
Heritage & Creativity

Once we have outlined the research context, we analyze the indicators of two macro-dimensions of
the destination's digital communication: analysis of communication on the website and analysis of
communication on social networks. The indicators selected reflect different aspects of digital
communication's complexity, from the quality of the content conveyed to users' involvement and the

presence of innovative content to institutional channels for tourism use only.
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Dimensions and Indicators
The website dimensions of the destinations were reached through the Google search engine through
these keywords:

City name/destination + tourism

City name + official tourism website

In some cases: Visit + city name (often the "Visit" divestiture reported to unofficial websites but
managed by private/ stakeholders, however complementary to the primary communication activity)
Website analysis is a descriptive analysis of qualitative origin that starts with a diagram and a list of
elements (indicators), the collection of which is appropriate for a more reliable image.

Table 3.4 - Indicators used in Website analysis. (Source: Authors’ elaboration)

Destination Name

Design

Pictures
Video

Information

Sustainability
Link Social Network
Link App

Link to Other Services

Al/VR /AR

Interactive Chatbox

These indicators will help describe the complexity of communication implemented by destinations in
the website's size, including the quality of the design, the published contents, the integration with
other services in an integrated communication perspective, and the use of new technologies for
promotion. For each indicator, a value (index) will be established describing the existence or not of

that concept, a low level, a medium level, or an excellent level.
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For the size of the social network dimension, the data collection has been implemented as follows:
Most social network pages have been reached through the link on the destination website. In some
cases, and for a more accurate search, through the Google search engine with the following sequences:

Destination name + tourism + social network name
Destination name + Tourism + official + social network name

Visit + destination name + social network name

The following table summarises the qualitative and quantum analysis of digital communication
models based on the observation of social media through specific indicators, three quantitative
indicators (Followers, Post frequency, ER) and eight qualitative indicators (Image, Text, Video,

Reels, UGC, Sustainability, App, Link to other services).

Table 3.5 - Indicators used in Social Media Networks analysis. (Source: Authors elaboration)

Social Link Posts | ER %
Media Followers | Image | Text | Video | Reels | UGC | Sustainability | App |other | per |sample
dimensions services | week | week
FB

Instagram

Twitter

Youtube
Linkedin
Tik Tok

Pinterest

Vimeo

The dimensions represent the digital channels that destinations could use. So, the most common
digital communication channels, especially Facebook and Instagram, are the social networks we will
pay more attention to; as we will see, they are the most used. The indicators analyzed are eleven,
which investigate how active destinations are in communication and how they communicate with the

target; these are essential variables that emphasize the quality level of digital communication and any
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innovative elements in the sector. The first nine indicators collect the following data: total number of
followers of the page (Followers), presence and quality of visual content, texts, videos and images,
presence of videos and reels (interactive videos), the use by the destination of user-generated content
(User Generated Content). Communication content regarding sustainability is also observed and
related to the destination app and the link (or sometimes tag) to other tourist services. The last two
variables (Average frequency) indicate the commitment of the destination's communication and its
ability to involve and analyze the frequency of publication in a sample week ranging from 21 to
August 27 2023. The average engagement rate is given by the ratio between the number of
interactions and the number of followers; it will then be calculated manually for each social network

through the formula listed below (manually calculated for Facebook, Instagram, and Twitter):

ER = ((Likes + Comments)/ Posts)/ Followers * 100%

Assessment levels

Assigning assessment levels provides a precise scale for interpreting the quality of digital
communication at each destination for each indicator inserted in the website size (Design, Image,
Video, Information, Sustainability; Social Network Links, Link Destination App, Links to other
services, presence of AV, VR, AR, Interactive Chatbox) and for the 9 Social Media Network size
indicators. In both cases, each of the specific characteristics of the indicator is analyzed as they may
influence how destinations communicate. The value “total score” represents the sum of all indicators

that are measured through a numerical scale ranging from zero to 3 as follows:

Table 3.6 - The scale of values and assessment. (Source: Authors’ elaboration)

\ Description Value \

| Absent or non-interpretable 0 |

\ Low level of presence/visibility/quality 1 \

\ Medium level of presence/visibility/quality 2 \
High level of presence/visibility/quality 3
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The last two indicators of the Level of Social Media communication dimension are Post Frequency
(Posts per week) and Engagement rate. They are measured as follows:

The frequency of publication and involvement (% ER) is analyzed by observing a sample period of
one week from August 21 to August 27, 2023. Engagement rate benchmarks for different social media
provide a framework for evaluating destination performance against industry standards.

According to an August 2022 guide published by Adobe Express regarding social media engagement
rates. According to industry experts, a reasonable engagement rate for big brands like Coca-Cola on
social media on Facebook can be as little as 1% or 2%. Small businesses should aim for a 5%
engagement rate to maximize social media and create strong brand awareness. On Instagram,
engagement rates are higher than on Twitter (X), Facebook, and Linkedin because of the nature of
content and publishable format (images). About 2% is considered a reasonable 3% involvement rate,
which is excellent. For Twitter, however, rates tend to be lower than 0.5%, which is a reasonable
engagement rate for X, while anything over 1% is excellent. Small businesses with a committed track
record should aim for a consistently higher involvement rate than 1%. LinkedIn can engage and
increase awareness more than anything else at the corporate level and less for destinations. A
reasonable LinkedIn engagement rate is about 2%. However, this can go up to 5 or 6%, depending
on the type of content and consistency between the subject and channel.

However, the benchmarks proposed by the Social Media Industry Benchmark Report, published on
February 21, 2023 (Adobe, 2023), will be used for a more targeted analysis of the industry references.
The analyzed travel industry companies had an active presence on Facebook, Instagram, TikTok, and
Twitter in January 2022, with Facebook fans between 25,000 and 1,000,000 and a minimum of
Instagram, TikTok, and Twitter followers 5,000 to the same date. The median performance of the
selected companies was relevant to collecting the data (Rival 1Q, 2023).

Table 3.7 - Evaluation of engagement in the travel industry. (Source: Authors’ elaboration from 2023 Social Media Industry Benchmark
Report, Rival 1Q)

Facebook Instagram Twitter Tik Tok
Post per o Post per o Post per o Post per o
Week ER% Week ER% Week ER% Week ER%
3.36 0.088% | 3.44 0.465% |1.82 0.032% |15 7.43%
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Expected results

The methodological approach and detailed digital communications analysis through the two main
dimensions of websites and social networks aim to provide a comprehensive overview of tourist
destination communication strategies. On the other hand, the relative indicators aim to discover which
levers make the muffled communication model the most effective and replicable one. The results of
this analysis will help identify best practices and outline ways to improve the effectiveness and
sustainability of digital communication in tourist destinations.

Analysis
The analysis was carried out on the two samples.

Sample I: Regional sample (Cagliari, Arzachena, Budoni, Olbia, San't Antioco, Villasimius)
Sample II: National and international samples (Florence, Padua, Palermo, Ravenna, Copenhagen,

Bordeaux, Valencia, Dublin, Karlsruhe, Alba lulia, Dubrovnik, Ljubljana)

Each destination in the two samples was analyzed individually on the two dimensions of social media
networks and websites. The graph of the first analyzed destination of Sample I is shown for synthesis.

For complete data and analysis, please refer to the integral file.

Analysis of Cagliari: Cagliari, with its 147,576 inhabitants (given Istat 2023), is the capital of
Sardinia, which in 2022 recorded several arrivals of 322,837 and tourist presences of 771,330, with
a variation of 10.54% and 4.42% respectively in 2019. The city is in the middle of the Mediterranean,
overlooking the Gulf of Angels. The district of Castello, with its imposing Cathedral of Santa Maria
and the Elephant Tower, recalls the thousand-year history of the destination. With narrow streets and
historic squares alternating with lively cafes, restaurants and shops, the city offers a fascinating blend
of ancient and modern. Sandy beaches, such as Poetto, provide spectacular sea views and are easily
accessible from the city. Cagliari is known for its lively culture and its Mediterranean cuisine. It is
one of the three Sardinian cities that Enit (Ente Nazionale Turismo Italiano) inserts as DMO within

its website www.enit.it.

Official website Analysis: The destination’s tourist portal is

https://cagliariturismo.comune.cagliari.it/. The impact initially gives the perception of a municipal
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site, given the colours and structure of the graphical interface, which strongly recall institutional
communication. The intuitive navigation lets you quickly get complete information about attractions

and services.

Cagliari Website
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Figure 3.1 — Cagliari Website. (Source: Author's elaboration from https://cagliariturismo.comune.cagliari.it/it)

Visible content in the foreground is the communication about its commitment to sustainability
through mobility and awareness-raising activities during an ethical and respectful city visit. There are
maps, multimedia guides, and city routes. The icons connecting to the destination's official social
networks and the download link to the Cagliari Turismo App are visible. The mobile site's navigation

is high-quality, and there is an interactive popup call to download the App.

Social Media Analysis. The destination is frequently found on social networks such as Facebook,
Instagram, and Twitter. The destination is present on YouTube, but the last post dates to 7 years ago.
The Facebook page of "Cagliari" has 41,879 followers. The overall visual appearance is rated high,
while the text and video content are average. The presence of reels is low, but short videos present
many views. UGC (User Generated Content) is good on the public page for several user-generated
content. Unlike the website, sustainability and the city's commitment to this theme is not the subject
of communication. There is also no communication about the target app. The frequency of publication
is six posts per week (0.86%), and the average involvement rate is 0.6%. The Instagram profile of
"Cagliari" has 30,600 followers. The visual appearance is rated as high, with text and video content
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at a reasonable level. The presence of reels is excellent as well, and UGC is high. Communication

about the sustainability of the App is non-existent.

Cagliari SMIN

3,5

3
2,5

2
1,5

1
Ml 1A

0

FB Instagram Twitter Youtube

M Image M Text W \Video MReels WMUgc M Sustainbility ® App M Link other services

Figure 3.2 — Cagliari SMN. (Source: Authors’ elaboration)

The frequency of publication is moderate, with four posts per week, and the profile presents an
excellent average rate of involvement of 3.6%. The Twitter profile of "Cagliari* has 11,450 followers.
The visual aspect is at a medium level with video presence, while the text is at a low level. The
presence of reels is low but in line with the channel type. UGC (User Generated Content) is reasonable
for the channel type. Notification on App and sustainability not received. The frequency of
publication is high (0.86), with six posts per weekdays, and the low average involvement rate is 0.1%.
The YouTube channel of "Cagliari" has been inactive for seven years. Cagliari's presence on social
media, with particular emphasis on Facebook, Instagram, and Twitter, generally reflects an excellent
visual strategy and moderate user involvement. The lack of activity on YouTube could represent an

opportunity for expansion.

Results
Sardinian destination sample
Compared to the Sardinian destinations analyzed, a heterogeneous picture emerges of the
strategies adopted on social media. The analysis of the digital communication models of
Sardinian destinations highlights several salient features for both websites and social pages.
Websites featured a modern and attractive design, offering a wide range of tourist information,

guaranteed proposals, and links to social profiles. However, some sites have problems viewing
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from mobile devices, while others do not provide clear information about managing and

updating content.

Regional Destinations Website
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Figure 3.3 — Regional Destionations Website. (Source: Authors’ elaboration)

Through the analysis of social network pages, it has been observed that some destinations have
a good frequency of publication on Facebook and Instagram, with particular attention to the
visual quality of content. However, communication regarding the sustainability and App of
destinations is often absent, and the management of social profiles is not always professional,
with a change in the frequency of publication. Despite this, some social profiles show
considerable community involvement, suggesting significant user interaction. In the case of
Cagliari, the strong presence on Facebook, Instagram, and Twitter highlights a solid visual
strategy, albeit accompanied by a lack of activity on YouTube. It lacks the management of
sustainability and application, suggesting opportunities for improvement. Arzachena, instead,
presents a Facebook profile with visual aspects and medium-low content, with limited activity
on YouTube and absence on Twitter and LinkedIn. Budoni, with a significant presence on
Facebook and Instagram, stands out for a remarkable involvement of users, suggesting possible
sponsored activities. The lack of sustainability reporting is a significant shortcoming.
Sant'Antioco, while presenting a medium-level visual image, shows limits in the textual
management and communication of sustainability. The high frequency of publication on
Instagram contrasts with the limited interaction, suggesting a more in-depth analysis.
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Villasimius Turismo shows an essential presence on Facebook and Instagram, with
considerable involvement and a moderate presence on Instagram. The absence of Twitter and
LinkedIn could represent an opportunity for expansion, while YouTube could benefit from a
more coherent editorial strategy. In addition, the analysis emphasizes that the application is a
strength on Instagram, contributing to a good level of integration with other services.

We observe below the representation of the data of frequency publication and relative

engagement rate of the Sardinian destinations:

Table 3.8 - Green: high engagement, Light blue: low-medium, Orange: outliers. (Source: Authors’ elaboration & benchmark data of
2023 Social Media Industry Benchmark Report, Rival 1Q)

Facebook Instagram Twitter Tik Tok

Post per Post per Post per Post per

Week ER% Week ER% Week ER% Week ERY%
Reference Benchmark | 3.36 0.088% | 3.44 0.465% [ 1.82 0.032% [ 1.5 7.43%
Cagliari 6 0.6 4 3.6 6 0.1 0 0
Budoni 0 0 0 0
Arzachena 3 0.2 7 0.4 0 0 0 0
Olbia 1 0.02 1 0.1 0 0 0 0
Sant' Antioco 10 0.02 4 3.6 0 0 0 0
Villasimius 2 0.9 8 0.2 0 0 0 0

From the Table 8, it emerges that Cagliari adopts a model of effective communication that
generates a good level of involvement on multiple social networks and with a moderate
commitment to the frequency of publication; the general trend in more sectors, not only on
travel, is, in fact, the decrease in the frequency of posts per week. Arzachena and Villasmius
follow while Budoni's presence is staggered, probably due to the nature of the only post-of-the-
week sample taken in the analysis. This could be a sponsored post. You decide not to take into
consideration that data.

In summary, the digital communication models of the analyzed destinations have strengths and
weaknesses in both websites and social pages, highlighting the need for a comprehensive digital
communication strategy and a coherent editorial plan that takes account of sustainability, user
experience and interaction with the community to maximize the impact and tourist

attractiveness of Sardinian destinations.
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Italian and International sample
The digital communication strategies adopted by the three Italian tourist destinations analyzed
(for Florence, "Feel Florence", and "Destination Florence™ followed by "Tourism Padua™ and

"Ravenna Tourism") reveal several peculiarities and opportunities for improvement.

Nation Destinations Wesites
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Figure 3.4 — Nation Destionations Websites. (Source: Authors’ elaboration)

Looking at the above chart visually (images and text), all destinations are rated medium-high,
with a poor presence instead of the video on some platforms and almost absent communication
about the awareness or actions carried out by cities. None of the four portals (three destinations)
use new technologies as a tool for sustainable communication and generating engagement.
"Feel Florence", through the channels of Facebook, Instagram, Twitter, and YouTube, has a
consistent frequency of high-quality publications. However, the YouTube channel was
underused and remained inactive for nine months. In addition, the effectiveness of the
sustainability communication could benefit from an improvement." The digital narration of
"Destination Florence" stands out for its broad base of followers on Facebook, Instagram, and
Twitter, denoting a solid appeal. However, the lack of recent visual updates on YouTube
suggests a possible gap in the platform update. In addition, Reels' limited presence on Instagram
can be an opportunity for more dynamic engagement. The digital context of "Turismo Padova"

emerges as a diversified ecosystem on various platforms, with high visual quality on Facebook
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and Instagram; however, the lack of Reel and user-generated content highlights potential areas
for expansion and engagement. An increase in the frequency of publication on Instagram could
increase its digital resonance. The digital story of "Ravenna Tourism", articulated on Facebook,
Instagram, Twitter, and Pinterest, is characterized by a high visual impact. However, the
absence of indications on other services and sustainability is a gap. A higher frequency of
posting on Instagram could expand the interaction with the community. In this context, the
emphasis on sustainability, the optimization of inactive platforms, the adoption of new formats
such as Reels and the integration of user-generated content could further enrich the digital
narratives of destinations, increasing engagement and consolidating their position in the digital
tourism landscape. The data analyzed for the Italian tourist cities show a detailed picture of the
digital communication models of the destinations analyzed. As has been established,
destinations such as "Feel Florence”, Turismo Padova, Ravenna Tourism and Destination
Florence demonstrate a diversified presence on digital platforms such as Facebook, Instagram,
Twitter, and YouTube. Websites and social pages show a significant commitment of some more
virtuous cities in creating eye-catching visual content and engaging texts, with a constant
publication frequency and various formats, including good quality videos and well-written
texts. However, there are areas for improvement, such as the absence of Reels, the lack of user-
generated content (UGC), and poor integration with target services and sustainability. In
addition, the analysis highlights the need for more frequent publication on some platforms and

better description and contextualization of content on YouTube.

Table 3.9 - Green: high engagement, Light blue: low-medium, Orange: outliers. (Source: Authors’ elaboration & benchmark data of
2023 Social Media Industry Benchmark Report, Rival 1Q)

Facebook Instagram Twitter Tik Tok
S el O el el E
Week
Reference Benchmark | 3.36 0.088%0| 3.44 0.465%0| 1.82 0.032%| 1.5 7.43%
Florence- Feel Florence |6 0.2 2 0.8 7 0.1 0 0
Florence- Destination Fl.| 6 0.9 5 15 0 0 0
Padua 6 0.03 2 0.38 0 0 0 0
Palermo 0 0 0 0 0 0 0 0
Ravenna 8 0.3 4 3.9 7 04 0 0
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In summary, by considering the frequency of the posts for the week sample and the thaw of
involvement, we can evaluate the effectiveness of the communication model adopted by the
analyzed destinations. As you can see, Destination Florence (DMO Florence) and Ravenna
highlight the best performance. Therefore, they can actively involve users through quality video
images and fresh and engaging language with their model. However, even though some
destinations have a solid foundation, there are opportunities to improve community interaction
and the effectiveness of digital strategy, both on websites and on social pages. The analysis of
the digital communication models of the listed European tourist destinations highlighted the
unique approach adopted by each city in managing its digital presence and the strengths and
areas of improvement specific to each town examined. Let us see some of the differences
highlighted by the analysis. As for websites, Copenhagen, Bordeaux, and Valencia have been
evaluated as the destinations with the most effective websites, characterized by a modern and
interactive design, a well-organized information structure, a section dedicated to sustainability
and the possibility to book services directly from the platform. However, Dublin, Karlsruhe,
and Alba lulia showed some areas for improvement, such as the need to improve image quality,

communication on sustainability and integration with other applications.

International Destinations Websites
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Figure 3.5 — International Destinations Websites. (Source: Authors’ elaboration)
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For example, the Copenhagen site stands out for its Nordic design and well-organized
information structure, with a sustainability section reflecting the city's commitment to
promoting sustainable practices. In contrast, the Dublin site shows potential for improvement
in image quality and sustainability communication. In addition, the Valencia site offers intuitive
navigation and the ability to purchase services directly from the site, with a detailed section on
sustainability that underlines the city's commitment to this area. The website of the Dubrovnik
Riviera was evaluated as interactive and informative, with a presence on different social
platforms, but with the need for further developments in the communication of sustainability
and integration with other applications. Similarly, the Ljubljana site was rated as rich in content
with an online store and highly interactive, even through 360-degree VR videos. Analyzing the
social pages of European tourist destinations has highlighted significant differences in the
strategies cities adopt. For example, the Copenhagen page features a strong presence on
different social platforms, with a high level of visual and textual content, an active strategy on
Instagram and effective communication on sustainability. On the contrary, the Bordeaux page
could improve communication on sustainability on other platforms. In addition, the Valencia
page has a strong presence on several social platforms, particularly diversifying the digital

presence and the remarkable visual content on Instagram and YouTube.

Table 3.10 - Green: high engagement, Grey: low-medium. Source: (Authors’ elaboration & benchmark data of 2023 Social Media

Industry Benchmark Report, Rival 1Q)

Facebook Instagram Twitter Tik Tok
e [oar e [oap oo [onp [em
3.36 0.088%0| 3.44 0.465%0| 1.82 0.032%] 1.5 7.43%
Copenaghen | 3 2 5 5 0 0 0 0
Bordeaux 2 1 2 3 3 1 0 0
Valencia 6 0.1 7 1.94 0 0 0 0
Dublin 2 1 4 3 0 0 0 0
Karlsruhe 1 0.14 3 241 0 0 0 0

By analyzing the data in the table above, we can help Ljubljana, Valencia, Copenhagen and
Bordeaux show a strong presence on different social platforms, with a high level of visual and

textual content, an active strategy on Instagram and effective communication on sustainability.
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Ljubljana and Bordeaux have also shown a strong presence on different social platforms and a
high level of involvement but there is a need for further developments in communication on
sustainability and integration with other applications. The analysis highlighted the importance
of an integrated digital strategy, including websites and social pages and effective

communication on sustainability to promote sustainable tourism.

Results of benchmark analysis

After observing the presence on the web of the tourist cities of Sardinia included in the sample, it is
appropriate to compare the practices with the other destinations analyzed to highlight the strengths
and weaknesses of the models used. For the size of the website analysis, we will evaluate the best
practices based on the total score, resulting from the sum of the indices attributable to each indicator
in the analysis phase. At the same time, we will observe the Engagement rate in which the destination
has aroused more involvement in its community, trying to investigate the elements that have made

the winning model.

Website communication model Dimension

The top 5 destinations that have registered a significant category are Valencia, Ljubliana,
Dubrovnik, Copenhagen, Bordeaux and Villasimius. They all presented excellent visual
content, complete information, and integration with the App of the destination's social channels
and other services. This key aspect offers the visitor a system vision for a full experience. Three
of these destinations have included in their messages the communication related to the
commitment to sustainability, which is essential not only to inform about good practices but
also to spread a more virtuous behaviour of the visitor. Two offer an interactive chat on which
to request information in real-time (also through a system of audio messages). Only one,
Ljubljana, that we will see will be the first city also for the level of ER on social media, which
integrates into the communication conveyed by the site, video in virtual reality with 360-degree

viewing.
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Table 3.11 - Total score of website analysis. (Source: Authors’ elaboration)

Destinations Design|Picture [Video Inform) Sustai Jlink - lLink ';(;nk AllV '\r/‘;erac'“ Tota
g s ations| nabil |Social |App other| R’ |chatbo|!
ty [N Service| AR |x Scor
S e

Valencia 3 3 3 3 3 2 3 3 0 2 25
Lubljana 3 3 3 3 0 2 3 3 2 2 24
Dubrovnik 3 3 3 3 0 3 3 3 0 0 21
Copenaghen 3 2 3 3 3 2 0 3 0 0 19
Villasimius 3 3] 3] 3] 0 3 0 3 0 0 18
Bordeaux 3 3 2 3 3 1 0 3 0 0 18
Sant’ Antioco 3 3 3 3 0 2 0 3 0 0 17
Florence- Destination 3 3] 0 3] 0 1 0 3 0 3 16
Ravenna 2 2 3 3 0 1 2 3 0 0 16
Olbia 3 3 0 3 0 3 0 3 0 0 15
Florence- Feel 3 3 0 3 3 1 1 0 0 1 15
Florence
Cagliari 2 2 0 3] 3 2 2 0 0 0 14
Budoni 1 1 0 3 0 0 0 2 0 0 14
Padua 2 2 3 3 0 1 0 3 0 0 14
Palermo 3 2 0 2 1 3 0 3 0 0 14
Karlsruhe 2 2 0 3 0 1 0 3 0 0 11
Alba lulia 3 3 0 1 1 1 0 2 0 0 11
Dublin 2 2 0 3 0 1 0 2 0 0 10
Arzachena 2 3 1 3 0 3 2 3 0 0 10

The most virtuous destinations have used a communication model that takes care of the design
in a predominant way; these are all sites that offer intuitive navigation even from mobile, as
well as pleasant thanks to the choice of colours and images; these aspects recall for impact and
coherence the identity image of the destination that was in my perception before the analysis.
It would, therefore, be helpful to proceed in the search for strategic communication plans of
destinations to see how these models result from good governance of the destination that
highlights coordinated and effective strategic planning. Analyzing the sample of destinations in
Sardinia, an interesting discrepancy emerges between the online presence on websites and the
communication strategy on social media. In the context of website analysis, the selected
Sardinian destinations seem to defend themselves well, showing fundamental indicators such
as attractive design, quality images, detailed information, links to social media and, in the case
of Cagliari, content focused on sustainability. However, substantial improvements are evident,
especially in terms of the quality and completeness of the content. A more consistent approach
to social media communication could help consolidate destinations' overall image. Despite a

59




Finanziato ini s . g UNISS
dall'Unione europea iversita Italiadomani NIVERSITA

5 PIANO NAZIONALE EGLI STUDI
NextGenerationEU DI RIPRESA E RESILIENZA DI SASSARI

well-structured website, some destinations present an ineffective management of social

channels, creating a potentially harmful gap in visitor perception.

Social Media Networks Communications Models Dimension
Based on benchmark indices for weekly publication frequency and engagement rate, we can

see which destinations have most successfully engaged their community.

Table 3.12 - Indicators with relative attributes. Green: high engagement, grey low-medium, Orange: outliers. (Source: Authors’

elaboration)

Reference Benchmark | 3.36 0.088% | 3.44 0.465% | 1.82 0.0329% | 1.5 7.43%
Cagliari 6 0.6 4 3.6 6 0.1 0 0
Budoni 0 0 0 0
Arzachena 3 0.2 7 04 0 0 0 0
Olbia 1 0.02 1 0.1 0 0 0 0
Sant' Antioco 10 0.02 4 3.6 0 0 0 0
Villasimius 2 0.9 8 0.2 0 0 0 0
Florence- Feel Florence |6 0.2 2 0.8 7 0.1 0 0
Florence- Destination FI. | 6 0.9 5 15 0 0 0 0
Padua 6 0.03 2 0.38 0 0 0 0
Palermo 0 0 0 0 0 0 0 0
Ravenna 8 0.3 4 3.9 7 04 0 0
Copenaghen 3 2 5 5 0 0 0 0
Bordeaux 2 1 2 3 3 1 0 0
Valencia 6 0.1 7 1.94 0 0 0 0
Dublin 2 1 4 3 0 0 0 0
Karlsruhe 1 0.14 3 241 0 0 0 0
Alba lulia 0 0 0 0 0 0 0 0
Dubrovnik 2 1 4 3 0 0 0 0
Lubljana 6 0.16 7 1.45 1.7 0.05 4 0.25

Although the algorithms of social media networks are constantly updated, it can be said that a
sound frequency of posts allows you to maintain some coverage and a certain level of
involvement. However, one critical reflection from the analysis is that the number of posts is
not always proportional to community involvement. This highlights the crucial importance of

a well-defined communication strategy. Beyond the mere frequency of publication, it is
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necessary to consider content, timeliness, and relevance to maintain authentic involvement.
Interestingly, many destinations focus their efforts mainly on Facebook and Instagram.
Ljubljana stands out as the most virtuous destination, highlighted in green to indicate
performance significantly superior to benchmarks in all platforms considered, suggesting a
practical and well-calibrated communication strategy regarding content, presence on different
social networks, and performance on various social platforms. Cagliari, Ravenna, Copenhagen,
and Florence are destined to be placed above benchmarks in at least one of the platforms,
suggesting a targeted communication setting and a good interaction with the online community.
These findings indicate that these destinations have successfully addressed the challenges of
online presence. Observing the performance of Bordeaux, Dublin and Dubrovnik tourist
destinations on social media, a picture emerges of these locations approaching industry
benchmarks but not yet reaching the levels of excellence observed in some other destinations.
These destinations are progressing in online presence but could benefit from optimizing
engagement strategies and diversifying their presence across multiple platforms. In general, it
is essential to note that the ever-changing context of social media algorithms requires a dynamic

and adaptable approach to maximize the impact of online presence.

Conclusions

In a changing world where global digitalization is central in various sectors, tourist destinations must
come to terms with processes that integrate new approaches and technologies in building new
products and effective communication models because the involvement of an increasingly demanding
and updated target audience with new changes is essential. Therefore, the need for a coherent
communication model that considers both the communication of websites and social networks is
increasingly widespread. Constructing a precise and studied model for the target audience reflects the
destination's identity and is the spokesman for the identity values that characterize it. A plan that
considers the elements of innovation we have seen in this analysis is the difference, for example,
attractive and interactive visual content that integrates new technologies, information and awareness-
raising activities on actions related to the destination's commitment to sustainability. Again, using
user-generated content is an essential strategy that, if well used, makes visitors become authentic
storytellers, generating a relationship of trust with them and other tourists. Many virtuous destinations
also allow booking and buying visits, overnight stays, and other services directly from their channels

(mainly websites). The less virtuous offer is at least the reference links or contacts for those interested
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in such activity. The latter case is less functional but is part of the concept of complete information
that generates the perception of an organized system in the visitor. In the evolving landscape of digital
tourism, the conclusions drawn from the analysis of tourist destinations' communication practices in
this project's context provide critical information on which digital strategies can influence the
attractiveness and impact of destinations. It is proposed through this research to provide a complete
communication model where the contents tell the destination intending to build a brand destination
on a cultural basis. The analyses related to the communication of tourist destinations present in the
literature are many and different but focus mainly, for example, on one or more theoretical and
technical aspects of a single dimension, for instance, in the paper <<Web Communication in Tourism:
Analysis of the tourist portals of the Italian Regions>> the authors (Pencarelli Tonino et al., 2011)
highlight, from a technical IT point of view, the concept of usability and accessibility of the
destinations' websites, not stating the importance of content and omitting other dimensions and
indicators that are fundamental to the construction of an integrated communication model. Another
study Internet as a "point of synergy" between communication and distribution: hypothesis of model
applied to tourism aims to identify and integrate that involves the main levers of the marketing mix
where the Internet is a fundamental lever in the promotion-distribution of destinations (Pierpaolo
Singer et al., 2010).

The literature seems to lack a multiplicity of studies proposing constructing an effective digital
communication model of the destination, starting from a vast proposal of practical actions aimed at
the authentic story of identity and culture. Through this project, we can emphasize the importance of
an integrated digital communication model that considers the online presence through websites and
social networks, which is the basis of every successful communication for destinations and
businesses. It is essential not only to be present but also to be integrated both through a website and
on social networks but cover the heterogeneous target of reference clearly with links and references,
as well as the presence of apps or links to access information or purchase services in the context of
the destination.

Let us examine the key factors that need to consider in an integrated digital communication

perspective concerning the destination's website and social profiles.
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Table 3.13 - Key factors of a virtuous digital communication model. (Source: Authors’ elaboration)

Integrated digital communication model:

Authenticity in storytelling: identity and cultural values

High quality of contents

Effective communication on sustainability

Interaction strategies with the online community

Use of innovative new format technologies (e.g. virtual reality, augmented)

Authenticity in storytelling: Identity and cultural values: The authenticity of storytelling depends on
the presence of identity and cultural values; the destination, to be attractive, must anticipate a story
and its history and highlight what experience the potential consumer could experience. By its nature,
digital communication offers the risk of standardizing the message, resulting in a loss of originality
and a reduction in the ability to stand out. The cities that have been able to narrate their culture
effectively have done so by building a message consistent with their identity, with precise semantics,
that starts from the tone of the voice to touch the universe of signs, symbols, colours, and images
(Copenhagen, Bordeaux, Valencia). In the proposed model, therefore, culture is understood in
coherence but with a modern approach, with the definition provided by Levis Strauss, according to
which culture is like language, consisting of a finite number of signs that give an infinite variety. A
set of symbols (digital) that come to life in the communicative exchange (Geertz, 1973).
In terms of content, Copenhagen expressed the cultural approach, therefore social habits, knowledge,
values, and customs, through the narration of architecture, sustainability, local gastronomy, and
sustainable mobility. He did this through images of historic buildings, modern buildings with
sustainable architecture, pictures and videos of food derived from local gastronomy, and images that
tell the choice of sustainable mobility as an approach to everyday life. He did it with coherent
language and a dynamic tone of voice. He also declined the type of content used (colours, quality
photos, and videos) that is typical of Danish culture and in line with your perception. A second
example is Bordeaux, which has decided to confirm its cultural identity linked to food and wine but
also making it discover more about its historical aspect and its modern and urban renewal, so much
so that in the structure of the website, the first cluster of contents are just those related to the "City
and its heritage”. Even on social media, beyond the food and wine content, there is a story of Bordeaux
linked to cultural liveliness, monuments, urban architecture, museums and galleries, and its
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sustainable commitment. In the Global Destination Sustainability Index. As can be observed, culture
is the fundamental element of the communication model, which must be told through a more
comprehensive activity of storytelling that takes into account several aspects, including formats (e.qg.,
texts, images, video, audio) and their quality, colours, tone of voice, theoretically understood as a
universe of signs and symbols that convey the anthropological concept of culture understood as
“Culture, or civilization, understood in its broad ethnographic sense, is that complex whole that
includes knowledge, beliefs, art, morality, law, custom and any other skill and habit acquired by man

as a member of a society” (Tylor, 1873).

High-quality visual and textual content. As Bill Gates said in 1996, content is king. "Element
accuracy, a designed and responsive design, intuitive navigation, and quality content, visual or
textual, are crucial to creating an immersive experience for visitors.

Effective communication on sustainability is understood both from the point of view of the promotion
of the destination and the awareness of correct consumer behaviour. This emerging aspect of
contemporaneity is crucial. Destinations that communicate transparently their actions and
commitments to sustainability inform visitors, promote virtuous behaviour, and contribute to
constructing a positive perception of the destination itself. A tangible example of this practice is
Ljubljana, which has stood out for implementing sustainable policies and initiatives, highlighted
clearly and transparently through its digital communication. Through a wide range of visual and
textual content, Ljubljana communicated its commitment to sustainability, informing visitors about
the actions taken and encouraging them to adopt responsible behaviour during their visit. This
approach has helped inform and raise sustainability awareness among visitors and consolidated
Ljubljana’'s image as a conscious and cutting-edge tourist destination.

Interaction strategies with the online community. Destinations that can actively engage their
community, encouraging participation and sharing user-generated content create a stronger and more
lasting bond with their visitors. Cagliari represents an example of effective interaction with the online
community, as well as Ravenna and Florence. These destinations have proven to be able to actively
involve their communities through a policy of enhancing the content generated by users, regularly
sharing photos, videos, and stories from them and representing their experience. This approach has
helped create a stronger and lasting bond with visitors, amplified communication scope, increased
accessibility, and attracted online audiences.
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Using new technologies and innovative formats, such as virtual reality videos or other interactive
communication tools, can further enrich the visitor's digital experience and differentiate the target on
the market. Ljubljana is a relevant example of adopting new technologies and innovative formats.
The city has demonstrated a particular virtuosity in integrating advanced communication tools, such
as virtual reality (VR) videos and interactive tools, to enrich the visitor's digital experience. Using
360-degree VR videos and other interactive elements, Ljubljana has offered potential visitors an
immersive and engaging view of the city and its attractions. This approach not only differentiated
Ljubljana on the tourist market but also helped to create a unique and memorable digital experience
for visitors, thus increasing its appeal and attractiveness. Alba Julia offers onsite virtual reality
technologies in the context of consuming tourist products that act as entertainment and are not

attractive, so they are only for those who have already decided to arrive at the destination. 3 29

With new technologies and a renewed and more widespread awareness of sustainable issues, it is
changing not only the way of living in a destination and its environmental, social, and economic
context but also the communicative approach that allows the traveller to get in touch with the
destination and establish a relationship before going there and possibly even after. An effective digital
communication strategy requires an integrated and dynamic approach. It must consider the different
aspects of online presence inspired by the essence of identity and culture. The website must also show
its digital dimensions, such as website and social network.

Destinations that can implement such strategies coherently and modernly, considering the aspects
summarised above (Table 13), can maximize their impact and consolidate their position in the digital

tourism landscape.

3.2 The competitiveness of SMEs in the CCI. A regional analysis for Italy and

Sardinia

(AUTHOR:Etz0)

The CCI is defined as a collection of industries that specialize in the creation, production, and

distribution of cultural goods and services, which rely heavily on artistic and creative inputs
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(UNESCO, 2013). These sectors include a diverse array of discipline such as visual arts, performing
arts, music, publishing, film, craftsmanship, architecture, and new media (Commission, 2012). The
CCl plays a pivotal role in economic development and cultural enrichment, encapsulating a dynamic
fusion of economic objectives and cultural value. Economically, the CCI contributes significantly to
gross domestic product (GDP) and employment. According to the European Union, the cultural and
creative industries account for 4.2% of the EU’s GDP and employ 7.4 million people (Affairs, 2020).
These sectors are major drivers of innovation, leveraging technology to create novel products and
services, thereby fostering economic resilience and diversification (Throsby, 2010). Moreover, the
CCl stimulates other industries by enhancing local tourism, infrastructure, and services, contributing
to the broader economic ecosystem (Bakhshi et al., 2013). Socially and culturally, the CCI contributes
to cultural identity and diversity, promoting social inclusion, cohesion, and understanding among
different communities (Miles and Gibson, 2016). They provide platforms for expression and dialogue,
thus serving as vital instruments for intercultural communication and understanding (UNESCO,
2009). Furthermore, the CCI facilitates lifelong learning and educational opportunities, enriching
communities by inspiring creativity and critical thinking (Oakley et al., 2008). In summary, the
Cultural and Creative industry serve as cornerstones of both economic vitality and cultural richness.
They embody a synthesis of creativity, innovation, and heritage, offering substantial contributions to
societal development and cultural dialogue, highlighting the integral role of creativity in the
contemporary world. Empirical evidence at the regional level indicates that cultural and creative
activities foster regional development (Bellandi & Santini, 2020; Cooke & Lazzeretti, 2008;
Mommaas, 2004). Other studies find a positive effect of CCI on the local labor market, particularly
on employment and wages (Boschma & Fritsch, 2009; Marlet & Woerkens, 2007; Florida et al.,
2008). Huggins and Thompson, (2016) finds a positive association between sociospatial community
culture and local entrepreneurial activity. Moreover, the creative industry and digital entrepreneurship
are part of the tourism sector and have experienced significant growth over the past decade The aim
of this study is to examine the competitiveness of SMEs in the CCl in Italy and Sardinia. To this end,
the analysis uses firmlevel data to estimate the total factor productivity. To the best of our knowledge,
this is the first study that estimate the TFP at firm-level for the CCI. The paper is organized as follows.
First, it is provided an analysis of the spatial pattern and trends of Italian firms in the CCI. Then, TFP
is introduce and it is explained why it is a good indicator to measure and monitor the firms’
competitiveness. So, it was carried out the firmlevel estimates of TFP for the CCI, and the results was

discussed. Discussion and conclusions were finally provided.
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Spatial patterns and trends

In this section, we provide a descriptive analysis of the Italian firms active in the CCI for the period
2019-2022. The latter are identified by the ATECO-2007 codes (5 digits) provided by the Italian
National Institute of Statistics (ISTAT) and listed in the last updated methodological note (ISTAT,
2022). We use data from the AIDA BvD (Bureau van Dijk) databank, a comprehensive financial and
economic database that provides detailed information on Italian companies. Our sample of firms is
selected according to the following criteria: ATECO codes (5 digits) included in the CCI; only active
firms; only firms with balance sheet data. Figure 1 presents the number of active firms in the cultural
and creative industry in Italy, by region (NUTS2 level) and year (from 2019 to 2022). Figure 6 reveals
a general upward trend in the number of active firms across all regions from 2019 to 2022, indicating
increasing opportunities for the cultural and creative industry in Italy.

The top five regions with the highest number of active firms in the cultural and creative sector,
consistently throughout the observed period, are Lombardia, Lazio, Campania, Veneto, and Toscana.
Looking at the top 10 regions, it emerges that the regions with the highest number of firms in the CCI
are homogenously distributed across the three macro areas, namely the South, Center and North of
Italy. Focusing on Sardinia, we observe a relatively stable number of active firms from 2019 to 2021,
followed by a decrease in 2022. This is in contrast with the general upward trend observed across
other regions. Despite this decline, Sardinia remains one of the regions with a lower number of firms,
potentially indicating a less developed cultural and creative sector compared to the north and central
regions. This observation warrants further investigation to understand the factors contributing to this

trend and explore strategies for fostering growth in the Sardinian cultural and creative landscape.

67




Finanziato /% Ministero , . . |UNISS
dall'Unione europea Y% dell’'Universita ‘ : £ | umivarsima
NextGenerationEU &> e della Ricerca £ B:;’i;:\[}hm

|
5,000 10,000 15,000

[ 2019 B 2020 202 W 202

Figure 3.6 - Cultural and creative industry: firms (%) by region, sectors.

Figure 7 depicts the composition of active firms in the CCl in Italy from 2019 to 2022, categorized
by firm size 1. The data reveals a consistent trend of micro firms dominating the CCI, comprising
over 80% of all firms each year. Micro firms peaked at 84.3% in 2021, indicating their substantial
presence within the Italian CCl. Small firms constitute a second significant category, consistently
ranging from 13.5% to 14.8% across the years. Their share fluctuates slightly, yet remains substantiall,
highlighting their importance within the sector. In contrast, medium and big firms collectively hold a
minimal presence, never exceeding 2%. This suggests a highly fragmented CCI in lItaly, largely
dominated by micro and small enterprises. A slight trend emerges toward an increase in small firms
while micro firms exhibit a slight decrease across the four years. Although these differences are
minimal, they suggest a potential shift toward slightly larger businesses within the sector. This could
be indicative of factors like growing market demand, increasing resource requirements, or evolving

business models within the Italian CCI.
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Figure 3.7 - Cultural and creative industry: firms (%) by size and year, Italy.

Figure 8 reveals a consistent pattern of micro firms dominating the CClI across both the Center-North
and South of Italy. However, a significant difference emerges between the two regions. In the South,
the share of micro firms consistently exceeds 88%, significantly higher than the Center-North, which
ranges from 81.3% to 83%. This suggests a more pronounced fragmentation of the CClI in the South
compared to the Center-North. The share of small firms in both regions is relatively similar, with a
slightly higher proportion in the Center-North (around 14.5-15%) compared to the South (around 10-
11%). The contribution of medium and big firms to the CCl is negligible in both regions, underscoring
a dominant presence of micro and small enterprises throughout Italy. The data suggests a
geographically driven pattern of firm size distribution within the Italian CCI. The South, exhibiting a
higher concentration of micro firms and a slightly lower share of small firms, might indicate a more
fragmented and potentially less developed CCI compared to the Center-North. This could be due to
various factors such as differences in economic development, access to resources, and government
policies. Further research is necessary to explore the specific socio-economic factors influencing this

regional disparity.
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Figure 3.8 - Cultural and creative industry, Sardinia: firms (%) by size and macro-region.

Figure 9 shows the number of firms in the cultural and creative industry in Sardinia, by size and year.
The number of micro firms has remained fairly stable over the period 2019-2022, with a slight decline
in 2022. The number of small firms has also remained relatively stable, though there was a slight
increase in 2020 followed by a small decrease in 2022. The number of medium and big firms has
been consistently small, with less than 20 firms of each size in each year. Overall, the figure suggests

that the cultural and creative industry in Sardinia is dominated by micro and small firms.
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Figure 3.9 - Figure Cultural and creative industry: firms (%) by size, number of firm by size and year (Sardinia).

Sales and employees

From now on the analysis will focus on small and medium-sized firms. Figure 10 presents the
average yearly sales (in thousands) of SMEs active in the CCls by NUTS2 region in Italy for
the period 2019-2022. The data is presented in descending order of average sales in 2022. The
figure reveals a clear spatial pattern in the sales of CCI firms across Italy, with a notable
concentration in the northern regions, particularly in the North-East. Friuli-Venezia Giulia
exhibits the highest average sales in throughout the period, followed by Veneto and Toscana.
The North-West regions of Lombardia and Piemonte also show significantly higher average
sales compared to the rest of the country. The data shows a gradual decrease in average sales
as we move towards the southern regions. The South is dominated by lower average sales with
the only exception of Abruzzo. The southernmost regions of Calabria, Sicilia, and Molise
exhibit the lowest average sales across the period. The trends across regions are consistent with
the overall spatial pattern. The majority of regions show a slight decline in average sales in
2020, with the only exception of Friiuli-Venezia-Giulia. However, a general upward trend is
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evident in the majority of regions in the last two years, indicating a potential rise in the CCI
sector. As for Sardegna, it exhibits average sales below the national average. The region has
seen a decline in average sales in 2020. This suggests that the cultural and creative sector in

Sardegna may be facing challenges in terms of growth and competitiveness.
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Figure 3.10 - Cultural and creative industry: firms (%) by size, sales (mean).

Figure 11 showcases the average number of employees in SMEs operating in the CCls across
different regions in Italy during the period 2019-2022. The data is presented in descending order
of average employees in 2022. The figure reveals a clear spatial pattern of employment in CCls
across Italy, with a higher concentration of bigger firms in the northern regions. Friuli-Venezia
Giulia exhibits the highest average number of employees in 2022, followed by Veneto and
Toscana. The North-West regions of Lombardia and Piemonte also demonstrate a significantly
higher average number of employees compared to the rest of the country. As we move towards
the southern regions, the average number of employees in CCls gradually decreases. The South
is characterized by a lower average number of employees with a few exceptions like Abruzzo,
Sardegna, and Puglia. The southernmost regions of Calabria, Sicilia, and Molise exhibit the

lowest average number of employees across the period. Examining the trends across regions
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reveals a general pattern of a slight decline in the average number of employees in 2020 and an
increase in 2021 and 2022. However, only a few regions fully recovered from the 2020 decline,
namely Sardegna, Puglia, Basilicata and Sicilia. As for Sardegna, it exhibits a lower average
number of employees compared to the national average. The region has experienced a negative
trends from 2019 to 2020. However, the region fully recovered in 2022, showing an average

number of employees higher than the 2019 value.
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Figure 3.11 - Cultural and creative industry: firms (%) by size, employees (mean).

Figure 12 depicts the average yearly of EBITDA (Earnings Before Interest, Taxes,
Depreciation,

and Amortization) (in thousands) for SMEs operating in the CCls across different regions in
Italy during the period 2019-2022. The data is arranged in descending order of average
EBITDA in 2022. The figure highlights a clear spatial pattern of EBITDA in CCls across Italy,
with a higher concentration in the northern and central regions. Friuli-Venezia Giulia exhibits
the highest average EBITDA in 2022, followed by Veneto and Lombardia. The firms located
in the North-West regions of Piemonte and Emilia Romagna also demonstrate a significantly

higher average EBITDA compared to the rest of the country. As we move towards the southern
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regions, the average EBITDA in CCls gradually decreases. The South is characterized by a
lower average EBITDA, with a few exceptions like Campania and Puglia. The southernmost
regions of Calabria, Sicilia, and Molise exhibit the lowest average EBITDA across the period.
Examining the trends across regions reveals a general pattern of clear decline in average
EBITDA in 2020, probably due to the COVID-19 negative shock. However, the overall trend
suggests a full recovery in profitability within the CCI sector across most regions already in
2021. As for Sardegna, it exhibits a lower average EBITDA compared to the national average.
The region has experienced a slight decline in average EBITDA in 2020 and a full recovery
already in 2021, though Sardinan firms active in the CCI lag behind compared to the other
regions. This suggests that the cultural and creative sector in Sardinia might be facing
challenges in terms of profitability. Further investigation is required to understand the specific

reasons behind this trend and identify potential strategies to enhance the sector’ s financial

performance in the region.
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Figure 3.12 - Cultural and creative industry: firms (%) by size, EBTDA (mean).
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The Importance of TFP in Analyzing Firms’ Competitiveness and Innovation

TFP is a pivotal concept in understanding the competitiveness and innovative capabilities of firms. It
reflects the efficiency with which firms utilize their resources -labor, capital, and technology beyond
what can be explained by the mere accumulation of inputs. By capturing the effects of factors such
as technological improvements, process enhancements, and managerial expertise, TFP serves as a
comprehensive measure for evaluating a firm’s productive performance (Syverson, 2011). TFP is
critical in analyzing a firm’s competitiveness. In a competitive marketplace where margins can be
slim and customer expectations are high, firms must continually seek ways to enhance productivity
and efficiency. Firms that achieve higher TFP levels can produce goods and services more efficiently,
allowing them to compete on price, quality, or both. This competitive edge is crucial in gaining market
share and achieving sustainable growth. As Porter notes, the ability of a firm to maintain a competitive
advantage in the industry is often linked to how well it can innovate and utilize its resources
effectively (Porter, 1990). Moreover, TFP is an essential indicator of innovation within firms.
Innovation is not limited to the creation of new products; it also encompasses the development of new
processes and the application of novel technologies, which can significantly transform existing
business models. Firms with high TFP are often those that lead in innovation, integrating
advancements rapidly and effectively into their operations. This capability to innovate is vital not
only for maintaining competitiveness but also for driving industry standards and shaping market
evolution (Schumpeter, 1942). Technological change, a significant component of TFP, enhances firm
innovation by enabling more efficient processes and the development of higher-quality products. For
instance, advancements in digital technologies have transformed industries by facilitating automation
and improving production methods. Companies that leverage these technologies increase their TFP
by optimizing their operations, thus reducing costs and improving product offerings. This
transformation is evident in technology-driven sectors where firms not only survive but thrive by
continuous innovation and productivity growth (Brynjolfsson & Hitt, 2003). Furthermore, TFP can
serve as a valuable benchmark for policymakers and investors interested in evaluating economic and
sectoral health. By analyzing TFP, policymakers can identify sectors or firms that are lagging in
productivity and thus target interventions more effectively. For investors, TFP analysis provides
insights into a firm’s long-term viability, as firms with consistently high TFP are often better
positioned to adapt to changes and uncertainties in the market landscape (Hall et al., 2010). In
conclusion, TFP is a vital tool for understanding and enhancing firms’ competitiveness and innovative

capabilities. It provides a holistic perspective on how effectively a firm transforms inputs into outputs,
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thereby underpinning strategic decisions related to operational improvements and innovation
strategies. Firms that prioritize improving their TFP are likely to achieve sustained competitive
advantages and drive long-term success in the increasingly complex and dynamic business

environment (Krugman, 1994).

Estimating Firm-Level Total factor productivity in the SCCI

The standard methodology used to estimate the TFP at firm-level assumes that the firm i output
(yit) is produced using capital (kit) and labor (lit) and the production process is described by the
following Cobb-Douglas production function (all lowercase variables denote the natural logarithms

of the corresponding uppercase variables):
Yit = Bo + Brki + Bilit + €t (1)

The TFP can then be estimated as a sum of the constant and the residual, i.e., TFP = B0 +e;.

The TFP is estimated using gross-output specification (YKLM) where the output yit in equation 1 is
expressed in terms of total revenues, and the right-hand-side has an additional input variable,
expenditure on material inputs (mit).

Marschak and Andrews, (1944) already noted that inputs in the production function are not
independently chosen, but rather determined by the characteristics of the firm, including its
efficiency. This ‘endogeneity of inputs’ or simultaneity bias is defined as the correlation between the
level of inputs chosen and unobserved productivity shocks (De Loecker, 2007). Intuitively,
simultaneity arises from the fact that the choice of inputs is not under the control of the
econometrician, but determined by the individual firms’ choices (Griliches & Mairesse, 1995). When
panel data are available, as in our case, the panel fixed effects model can be used to cope with this
source of endogeneity, as by removing fixed effects, we are able to control for the unobserved time-
invariant factors that affect both productivity and the input choice of each firm (Griliches & Mairesse,
1995; Van Beveren, 2012). A second issue arises from the fact that we use monetary (as opposed to
physical) output and input expenditure are observed in typical firm-level data. Market dynamics are
inseparable within TFP estimates, which incorporate clearing prices of inputs and revenue-based
outputs and can conflate productivity and market (e.g., negotiating) power.

76




Finanziato ini s . g UNISS
dall'Unione europea iversita Italiadomani NIVERSITA

5 PIANO NAZIONALE EGLI STUDI
NextGenerationEU DI RIPRESA E RESILIENZA DI SASSARI

A third caveat relates to the importance of the functional form of the production function. The Cobb-
Douglas specification in equation 1 assumes a constant elasticity of output, regardless of other output
choices. These elasticities are constant and in the form of Bk and Bl. In other words, a firm’s elasticity
of capital output, for example, does not depend on its use of labor: laborintensive firms expect the
same elasticity of output of capital as non-labor-intensive ones. This assumption may be unrealistic
in two ways. First, imposing one production function on firms in different industries is almost surely
too restrictive. And indeed, most of the empirical literature on productivity defines industries as
narrowly as data permit (Syverson 2011). We address this point by using a more flexible functional
form, the translog specification, which does not impose this restriction. The latter is a second-order
Taylor expansion of the Cobb-Douglas function; it interacts each input term with itself and all other

combinations of input terms.

Y =cons + Brkis + Bilie + Brumie + Brikiy + Bully + Brummiy + Brakie - Lie + Brmbkie - mig+
Bimlie - Mt + Bramkie - lig - mis + FE; + FE; + €3¢ (2)

where, FEi, FE;, are dummy controlling for factors which are common across firms and year,
respectively. Output (Yit) is defined as turnover of the firm. Capital (ki) is defined as total fixed
tangible assets. Labor (li) is measured as the number of employees. As we use the gross output,
instead of value-added, we include the expenditure on materials (mi). In order to control for
unobserved time-varying shocks that my affect the total factor productivity and inputs we estimate
two additional specifications, as follows. The first one adds year by region fixed effects, which
controls for shocks at regional level. In the last specification we add time by sector fixed effects,
controlling for sector-specific shocks (ATECO 2007 2 digits). The results are shown in Table 14. All
coefficients are statistically significant and their estimates are stable across different specifications.

We can then proceed to estimate the TFP, which is computed by:

where the TFP is estimated as a sum of the firm-level residual €iz,, constant term cons, , year fixed
effects FEt, which are common across firms, and sector-year FEst, respectively. We use the
estimates of the specification with the highest R? to estimate the TFP, namely the specification in
column (4) of Table 14.
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Table 3.14 - Translog production function.

(6] & 3) #)
Firm FEs +Year FEs +Year by Region FEs +Year by Sector FEs
k 0.281*%*%  (275%%* 0.274%%* 0.276%**
(0.010) (0.010) (0.010) (0.010)
) 0.340**%  (359%** 0.358%** 0.359%**
(0.011) (0.011) (0.011) (0.011)
m 0.524*%%  (526%** 0,525%%* 0.522%**
(0.009) (0.009) (0.009) (0.009)
P2 -0.003% -0.004%% -0.004% -0.004%%*
(0.001) (0.001) (0.001) (0.001)
> 0.055%%* 0.0477% 0.0477% 0.045™**
[ (0.002) (0.002) (0.002) (0.002)
m (0.001) (0.001) (0.001) (0.001)
kxl -0.035°**  -0.033™" -0.033%" -0.033%%
2 (0.002) (0.002) (0.002) (0.002)
kX m -0.039™*F  -0.038%%* -0.038%%* -0.039%%*
(0.002) (0.002) (0.002) (0.002)
I X m -0.086"** -0.085" -0.0857F -0.085"%*
(0.002) (0.002) (0.002) (0.002)
kExIxm 0.006%%* 0.005%7* 0.005%*% 0.006™**
(0.000) (0.000) (0.000) (0.000)
cons 2.013%%% 2.155%%* 2.201%% 2.295%%*
(0.027) (0.028) (0.029) (0.029)
Observations 206815 206815 206815 206815
R2 0.43 0.44 0.44 0.45

The maps in Figure 13 show the TFP of the CCl in Italy by region (NUTS 2) for the year 2022 and
the average annual growth rates between 2019 and 2022. The left-hand side map shows the TFP index
level for 2022, where the index value for Italy is set to 100. The right-hand side map shows the TFP
annual average growth rates for the period 2019-2022. The maps reveal a mixed picture of CCI
performance across Italy. In terms of TFP levels in 2022, several regions exhibit high productivity,
including those in the north and center of the country, such as Lombardia, Emilia-Romagna, Lazio,
and Toscana, with a TFP index above 100. Conversely, regions like Sardegna, Sicilia, Basilicata, and
Puglia, predominantly in the south of Italy, demonstrate lower TFP levels below the 80% of the
average for Italy. When examining the annual average growth rates from 2019 to 2022, a similar
pattern emerges. Regions with higher TFP levels in 2022 generally exhibit positive growth rates,

while regions with lower levels display relatively slower growth. Few exceptions are Calabria, with
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high growth rates and Piemonte with a negative growth rate in the considered period. Focusing on
Sardegna, the island region reveals a concerning situation. It displays the lowest TFP levels among
all Italian regions in 2022, with an index below the 70% of the natioanl average. Furthermore, the
annual average growth rates from 2019 to 2022 indicate a slight decline in TFP, suggesting that the
region has not achieved sustained growth in CCI productivity over the period. This situation
highlights a significant challenge for Sardegna’s CCI sector. The low TFP levels might stem from
several factors, including limited access to resources, infrastructure deficiencies, and lack of skilled
labor. To improve its competitiveness and drive growth in the CCI sector, Sardegna must prioritize

strategies that address these underlying challenges.

TFP levels. Index ITA = 100. Year 2022 TFP annual average growth rates: 2019-2022
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Figure 3.13 - Cultural and creative industry: Total Factor Productivity (TFP)

Conclusion

This study explores the competitiveness of SMEs within the CCI in Italy and Sardinia, specifically
focusing on TFP as a measure of firms’ efficiency. The analysis reveals a substantial presence of
micro-firms in the CCI, highlighting the sector’s fragmented nature, especially in the south. Across

Italy, regional disparities in CCI competitiveness are evident. The north and center boast higher TFP
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levels and growth rates, while southern regions, including Sardinia, struggle with lower productivity
and a generally slower pace of development. While Sardinia displays a considerable reliance on
micro-firms within the CCI, the region’s TFP levels lag significantly behind national averages,
suggesting challenges in the sector’s profitability and competitiveness. The study emphasizes the
importance of TFP as a measure of firms’ efficiency and highlights its relevance in analyzing the
CCTI’s competitiveness and innovation potential. This approach underscores the need for strategies
that address the specific challenges faced by Sardinian SMEs, such as limited access to resources,
infrastructure deficiencies, and a lack of skilled labor. Moving forward, the research suggests that
boosting TFP and enhancing competitiveness in the Sardinian CCI requires targeted interventions.
This includes fostering entrepreneurship, promoting innovation, and attracting investment in the
creative sector. Additionally, developing specialized training programs to enhance skills and
facilitating access to finance are crucial steps to ensure the sustainability and growth of the CCI in
Sardinia. Ultimately, by addressing the challenges hindering the Sardinian CCI, policymakers can
create a more favorable environment for SMEs to thrive, contributing to both economic development

and cultural vibrancy in the region.
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4 Cultural Tourism

4.1 Museum of the territory, museums in the territory. An anthropological

approach to the Middle Campidano case study

(AUTHOR: Atzori — Supervisor: Lai)

Epistemological and methodological note

The research activity conducted fits into the strand of demoethnoanthropological sciences (DEA),
which, in the economy of the project of reference, attempt to play a role of interpretative synthesis
and connection between the different approaches respected in the collection of data, deduced from
historical and ethnographic and netnographic investigation, according to a focus that, proper to the
digital humanities, manages to reconcile the direct use and study (referring to the contexts in question)

of digital tools with the analytical and organizational reasons proper to the work.

The project in brief

The social anthropology scientific reference was declined in an anthropology of heritage thanks to an
approach particularly oriented towards the study of museums and cultural enterprises engaged in the
museum sense according to a double analytical key: historical and anthropological, aimed at the
investigation of the processes of patrimonialisation (therefore of the mechanisms and the cultural
climate in which they were born) that concern them and therefore of the communities and social
actors involved in them. Specifically, the research project proposes a study of the Middle Campidano
sub-region which spreads across central-western and southern Sardinia in the light of the investigation
of some museographic and association contexts that document, in their collections and initiatives,
specific and peculiar aspects of the reference territories, for example traceable to industrial and craft
production activities (such as local micro-productions), historical-environmental dynamics
(ecomuseums or local history museums) and generic family-run (and not infrequently
intergenerational) economic activities of which the reference figures decide to return a formalized
image.

The research work intends to take inspiration from an interpretive plan schematizable in the
individual-community/society-territory triad and thus focus on the actual role and specific weight of
museums and generic local cultural associations as indicators of the ways in which similar human

contexts represent themselves and perceive the possibilities of their reference environments. The aim
81




Finanziato 223% Ministero . .
dall'Unione europea & dell’'Universita 1 [taliadomani
NextGenerationEU : e della Ricerca DR TONAE enza

is to investigate the social interactions and relations that also involve museums internally by situating
them within the framework of the semantic palimpsest we call cultural heritage, starting from their
historical investigation (how they come into being and why) to an anthropological reading of the

territorial contexts within which they exist to witness aspects of their ethos.

Concerning Prof. F. Lai’s precipitous activity (i.e., Dr. Atzori’s Supervisor), with respect to which
that of the undersigned is intrinsically linked with a strong character of reciprocity, the outlines of the
research in which he is engaged in collecting data for the arrangement of a Guide to Cultural Heritage

of Anthropological Interest in Sardinia, thus articulated, are reported:

This “census” of Sardinia's assets of anthropological interest was designed to collect dispersed and
fragmented information in a centralized manner. Since today's tourist choices are based on the
availability of information online, free of charge and easy to obtain, the idea is not so much to make
a printed tourist guide to the tangible and intangible goods that anthropological research considers
relevant, but to create a free-access website where information related to a scheme/list that can be

summarized as follows can be contained:

Landscapes

Agrarian, silvo-pastoral and coastal landscapes

Sites of industrial archaeology of modern and contemporary history
Memory sites of modern and contemporary history

Historic urban and small town centers
Productive specialization and territory
Handicrafts and industry

Agribusiness and local production
Rituals of popular culture

Ethnographic, tangible and intangible folk culture museums and ecomuseums

Events and festivals
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Music festivals
Historical reenactments and folklore festivals
Handicraft exhibitions

Festivals of agricultural and food products

Protected areas, parks, trails
Parks and nature reserves
Wetlands

State forests

Trails

Lighthouses

Viewpoints

It is intended to make it clear that, in reality, the work of gathering information cannot be said to be
definitively accomplished since, for example, ethnographic museums and ecomuseums are born in
Sardinia very frequently, often in response to entirely individual needs for documentation,
transmission and self-affirmation. In short, it is more prudent to think of it as a work in continuous

development.

The research according to the Task

The premise of this discussion, reports, precisely, in the economy of the research, on the extent of the
spatial reconnaissance conducted at the geographical context of the Middle Campidano. This took
place both in situ and in the virtual ecosystem within which these realities choose to exist and be
present, and thus by means of multimedia-type data collection: mainly photos, videos, interviews and
questionnaires. The reconnaissance allowed for the detection of the plurality of ways of operating and
understanding the patrimonial fact that the figures and communities in question were able to put in
place for the preparation of arrangements, the establishment of associations and the organization of
collective activities.

Details on the realities actually affected by at least a first phase of the survey are given below.

- Cooperativa Villa Abbas di Sardara (ceramichevillaabbas.it/il-museo/). This is a reality that has

existed since 1986 and is responsible for the enhancement of some of the sites of interest in the
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territory of Sardara, specifically the Villa Abbas Archaeological Museum and the archaeological site

of Santa Anastasia, located in the heart of the town.

- Museo Antonio Corda Arti e Mestieri Antichi della Sardegna di  Arbus
(www.lagazzettadelmediocampidano.it/arbus-nasce-il-museo-antonio-corda-arti-e-mestieri-antichi-

della-sardegna-presidio-di-cultura-e-di-saperi/). On this side, the ethnographic research included a 3-
day period in the village of Arbus, meeting the evergetal Antonio Corda, from Arbus, and the origins
of his musealization project starting with a collection of a demological nature set up in an old rural

house he purchased.

- Museo del coltello sardo di Arbus (museodelcoltello.it/homepage/). The birth of the museum (1996)
is contextual to the craftsmanship of the Pusceddu cutlery shop and its master cutler Paolo, who was

met along with his son Tobia, on the occasion of the Arburian mission.

- Museo Due Fonderie di San Gavino Monreale (www.monumentisangavino.it/monumento/museo-
due-fonderie/). The Two Foundries Museum was created to witness and preserve the traces of the
presence and history of the foundry in Villacidro (active until 1906) and the foundry in San Gavino

Monreale, which opened in 1932 and is still active.

- Polo museale di Sanluri (Museo Casa del pane; Museo storico-etnografico dei Padri Cappuccini;
Castello e Museo del Risorgimento) (www.coopculture.it/it/poi/polo-museale-di-sanluri-castello-
museo-dei-cappuccini-e-museo-del-pane/). Sanluri’s museum system is one of the richest and most
articulate in central Campidano, as it testifies to the history of the community and the cultural events
involving it from  the  Judicial  period  through  the  twentieth  century

(https://www.istitutoeuroarabo.it/DM/una-piccola-comunita-sarda-tra-collezioni-museali/).

- Sistema museale di Masullas (GeoMuseo del Monte Arci Stefano Incani; Museo I cavalieri delle
colline; orto botanico) (www.sardegnacultura.it/j/v/258?s=37924&v=2&c=2487&t=1). The focus on
Masullas (already inside, with respect to the Middle Campidano proper, to the historical subregion
we know as Marmilla) precedes the intentions of doctoral research, in an Author’s earlier article from
2022 (www.centrostudisea.it/ammentu/article/view/440). The museum pole of the Marmilla village

is also a system of considerable importance, capable of documenting different aspects of the territorial
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framework within which it stands: geological features, those of medieval and modern history, and

naturalistic features.

- Farmamuseo Sa Potecaria di Villacidro (www.sapotecaria.it/). Despite numerous attempts to
interact with its owner, the Authors was not yet been able to complete the inspection at the site in

question; so, it is recommended a further investigation.

- Museo Monte Tempo di Guspini (www.comune.guspini.su.it/it/point-of-interest/monte-tempo;
https://www.sardegnacultura.it/j/v/258?7s=35366&v=2&c=2487&t=1). The Monte Tempo Museum
turned out to be one of the most interesting, since it is among the few-if not the only one-to combine
digital technologies and “analog” museographic apparatus in the telling of the history of the territory

it documents.

- Associazione Tradizioni Popolari Serramanna. The reality in question is especially interesting in
terms of the research, collection and inventorying activities conducted by its main operational
promoter, Valter, to whose acquaintance the Author’s was introduced by some friendships. The man
in question, whose wife, on the other hand, is the president of the association and avocates more
institutional tasks to himself, is in the community to which he belongs recognized as an “enthusiast”
and “expert” on the traditions of the country, and has so far conducted, in total autonomy, an enormous
amount of work in terms of collecting private photographs - the restoration of which he is
independently responsible for - and objects of various kinds on the history of Serramanna. It is
extremely interesting, in this sense, the action of the operator, directed mainly to the use of social
media Facebook, through which he promotes and disseminates the fruit of his work and allows user
interaction in particular reference to the proposed photographic object; an aspect, this, of great

netnographic and anthropological relevance.

- Museo delle mattonelle di Castello Contus de arrejolas (https://contusdearrejolas.it/). This is a
museum located in the heart of the historic district of Castello, in Cagliari, and in which its owner-
curator Mercedes Mariotti keeps a huge collection of tiles dating from the late Middle Ages to the
present day. As she had to point out during an interview, “these are not tiles but stories,” and herein

lies its documentary value in an anthropological sense.
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- Domestic Museum (DoMu) di Barumini: in this case, his attention was casual: during the Author's
presence in a context already under analysis, it was possible to meet and interview the promoter and

evergreen Bruno Massimo Medda, with the promise of an in-depth visit to his “house museum”.

- Associazione Orto&Arte di Samassi: the name recalls, in a way, the agricultural tradition of the area,
which the collective in question seeks to combine with the artistic sensibilities of the inhabitants by

condensing similar traits into its appearance, as seen.

- Museo del calcio sardo  Nuccio  Delunas di  San  Gavino  Monreale:
(www.monumentisangavino.it/monumento/collezione-nuccio-delunas/;
www.sangavinomonreale.net/2024/05/04/san-gavino-inaugurato-il-nuovo-museo-del-calcio-sardo-
nuccio-delunas/#google vignette). The Museum of Sardinian Soccer “Nuccio” Delunas, set up at the
municipal soccer field in San Gavino Monreale, holds the immense collection of soccer items
collected over the decades by historic player and coach Giovanni Nuccio Delunas. The objects refer
to all Sardinian soccer teams encountered by “Nuccio” throughout his life, and there is no shortage

of the most prestigious ones such as Torres and Cagliari.

- MuMa — Museo del Mare e dei Maestri d’Ascia di Sant’Antioco (www.mumahostel.it/muma-
experience/il-museo/). Although not directly ascribable to the territorial scope of central Campidano,
the linguistic affinity between the community of Sant'Antioco - the only one to speak the
Campidanese variant of Sardinian on the island of the same name - and the opportunity of a summer
school attended there in September 2023 (Ist School of Oral History and Public History in the
Landscape of Sardinia (7-10/09/2023), convinced the Author to count MuMa among the museum
contexts investigated. It has been pursued ethnographic research and interview, among others, former

fisherman Mario Serra.

The survey

https://docs.google.com/forms/d/e/1FAIpQLS{fgTEIhnMQO9rM9309j1-
N4JvaPl16j2TkDxt1 YOL4g7XggPISg/viewform?tbclid=IwY2xjawFw55tleHRuA2F1IbQIxMAABHbfqTG3QAaOd-
nSn9KZByOWGXmW-b7KEzILSSqSPhAb890rZhJO5SnqvCPQ aem PujLq SWscya nBUNzxwvA

Concurrently with the survey of critical elements carried out through the physical reconnaissance of

the territory of the Middle Campidano, a questionnaire aimed at the collection of a virtual nature of
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data inherent to the community perception of places of culture was carried out - again in relation to
the geographical context concerned - of which an image and reference link is attached. The same
instrument is not to be considered directly relevant to the netnographic approach, instead more deeply
devoted to the study of social interactions and relationships within the cybernetic and, today, digital

ecosystem (such as that of social media; crf. Kozinets 1995):

Dove abiti? IO copia

15 risposte

2(13,3%) 2(13,3%)

1(B,7%) 1(67%) 1(67%) 1(6,7%) 1(67%) 1(6,7%) 1(87%) 1(6.7%)

Alghero Collinas Firenze Sanluri Selargius Tuili
Carbonia Decimomannu Masullas Sardara Serramanna

Figure 4.1 - One of the graphs so far formulated from the questionnaire administered.

In relation to the data collected, there were four moments devoted to their specific transmission,

corresponding to as many scientific conferences:

June 2023: Speaker at the V Conference of the AIPH - Italian Association of Public History
(Florence, June 6-11, 2023) with a contribution entitled Ab origine: water between matter, symbol

and anthropopoiesis, inherent to “aquatic” cultural sites;

September 2023: Participation in the Fourth National Conference of the SIAC - Italian Society of
Cultural Anthropology, entitled The Return of the Social (September 21-23, 2023), with a
contribution entitled Digital Ethnography and Ethnography of the Digital: an account of experiences
between work, distance, hyperconnection and identity, as part of the panel Human, Too Human. For
an Anthropology of the Fourth Industrial Revolution. In this case, the affinity with T1.1-1 is grafted
into the survey of the criticality of the working conditions of digital professionals also employed by

cultural enterprises.
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December 2023: Participation in the 5th SIAA Conference - Italian Society of Applied Anthropology
(Perugia, December 14-16, 2023) with a paper entitled The museum as a process. Participatory

dynamics and community in heritagization: some experiences in central Campidano;

June 2024: VI Conference of AIPH - Italian Association of Public History and participation in the
panel “Heritage processes of territory and landscape with communities: case studies for a public
environmental history” with a contribution entitled The cultural heritage between material knowledge
and environmental history. The lesson of museums between didactics, preservation and
communication,” which gave an account, from an anthropological point of view, of the effort and
approach to the concept of the environment - with its historical and popularizing bearing - in the sense
of the protection and transmission of knowledge and know-how of some local bodies - ecomuseums
and normally associations - located between Marmilla and Medio Campidano, particularly active in

a popularizing and didactic sense.

Conclusion

T1.1-1 is a complex task because of the amount of data still potentially detectable-even fortuitously-
by the researcher moving within the framework of DEA science and approaches. Therefore, it is
desirable to at least conclude the reconnaissance phase with at least these other three museum stages

at least in terms of netnographic data collection:

- Museo del minatore di Buggerru;
- Museo di Carbonia;

- Museo del giocattolo di Zeppara (Ales).

In addition, it is scheduled the participation in the IX National Conference of Doctoral Students in the
Social Sciences (Cremona, November 28-30, 2024), at which I will speak with a contribution entitled
Digital Work and Cultural Enterprises: n-ethnographic insights on precariousness, social
organization and representations of identity, as part of the session Digital Work and Digitalization,
aimed precisely at returning a picture - admittedly partial - of the digital culture of cultural enterprises,
i.e., the set of tools and practices that professionals use - even outside the contractual perimeter - to
prepare a sufficiently effective communication facility but with not a few implications in a

psychophysical sense.
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The reconnaissance has made it possible to highlight with precision the socio-functional structure of
the various realities, museum and non-museum, cited as part of the project; of these, specifically, an
attempt was made to explore the ways in which they are inserted and rooted within the territories of
reference, thus decrypting their social impetus and the services that may be offered, thus the
criticalities the strengths. It seems pertinent, however, to note how some of those characters that a
scientific statistical-economic posture detects as “flaws,” are not so in the intentions of those who
experience and deal with them. Therefore, there is an increasing need for the attention of the social
sciences and anthropology over all to these kinds of contexts, investigated from their social
articulation and thus from the networks, mechanisms and practices activated to exist together.
Undoubtedly, the work of those who, like me, are concerned with investigating the action of such
realities, falls back on the detection of the elements of distance and proximity of the museum with
respect to the communication of the collection and thus to the dialogue with the social body to which

it refers and for which it represents the first cultural garrison.

4.2 Context analysis of the Sardinian craftmanship sector. The Nuragic Wave

exibition and impact analysis

(AUTHORS: Altea, Poddighe)

Historical context

To ensure a better understanding of the analysed phenomena, it is appropriate to briefly outline the
historical context, key events, and figures that shaped the evolution of the sector from the second half
of the 20th century to today.

On November 3rd, 1956, in Sassari, the Craft Pavilion was inaugurated as the venue for a series of
craft exhibitions (initially held annually and later every other year) that boosted the renaissance of
the sector. This process was characterized by systematic interventions such as the training courses
offered by ENAPI (Ente Nazionale Artigianato e Piccole Industrie, the national body for craftmanship
and small industries) across the entire Sardinian territory and the presence of prominent figures such
as the artist Eugenio Tavolara and the architect Ubaldo Badas. Their visionary planning marked
Sardinian production during the 1950s with the introduction, on a large scale, of a production

89




Finanziato #53%, Ministero s . y UNISS
dall'Unione europea % dell’Universita Italiadomani IVERSITA
NextGenerationEU % e della Ricerca BTN ez DISASSARL

paradigm based on the collaboration and mutual influence between artists, designers, and craftspeople
(Camarda 2022, 200-204).

The exhibitions’ series (each with its own theme) starting from the second edition in 1957 were
organized by the newly formed Sardinian Institute for the Organization of Artisan Labor (ISOLA -
Istituto Sardo per [’'Organizzazione del Lavoro Artigiano), drawing considerable attention not only
nationally but also from the international press (McCoy, 1958, pp. 16-17; Slivka, 1961, pp. 11 — 20;
Ponti, 1962, pp. 39-47). The success of these exhibitions was also driven by a growing taste that
sought to move away from industrial production, which was closely linked to the recent war events.
Another contributing factor to this success was the perception of Sardinia itself: to the rest of the
Western world the most remote areas of the Mediterranean Sea appeared still imbued with an ancient,
almost atemporal, charm, culturally far removed from continental Europe (Altea and Magnani, 1994,
pp. 170 - 173).

The rise of a new aesthetic taste associated with the "Synthesis of the Arts™ also contributed to this
success. This aesthetic and idealistic doctrine developed from ideas that emerged mainly in the
Germanic sphere between the 19th and 20th centuries, with examples such as the Wiener Werkstéatte
exhibitions and Wagner’s ideal of Gesamtkunstwerk, or “total work of art”. But it was especially after
World War |1 that the proponents of the Synthesis of the Arts promoted equal dignity and a proactive
relationship between the so-called major arts (painting, sculpture, and architecture) and minor arts
(ceramic production, wood carving, glasswork, etc.). This theoretical approach is closely tied to the
concept of craftsmanship, and echoes with the search for a Sardinian path to 20th-century modernism
pursued by Tavolara since 1930s (Altea and Magnani, 1994, pp. 53 - 67).

The pavilion, designed by Ubaldo Badas and decorated by Eugenio Tavolara themselves, clearly
exemplifies this concept. In addition to being one of the most beautiful and significant architectural
works of the second half of the 20th century in Sardinia, the building is an eloquent expression of the
island's artisanal production, making it an ideal symbol of the sector (Altea 2022, 94 - 99; Sanjust
and Virdis, 2023).

After this extraordinarily flourishing period, that made Sardinian craft able to compete as a major
player in the European market, the expanded field of Sardinian craftsmanship and design experienced
a slow but steady decline, which led to the emblematic closure of the ISOLA in 2006. Sardinia’s
transformation into a mass tourism destination relegated its artisanal production to mere consume

objects. The production, which in previous decades had successfully blended tradition and modernity,
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began to be marketed solely as part of an ancient, immutable culture, unable to compete with
industrial design.

The birth of the Costa Smeralda Consortium in 1962, which ultimately resulted into the
transformation of Sardinia into a mass tourism destination, played a crucial role in this shift. The
narrative of Sardinia as an ancient, unchanging land, frozen in its past, became an exploitable
promotional tool. Furthermore, Eugenio Tavolara, the man behind this season of Sardinian
craftsmanship, passed away in 1963, leaving the organization without a leader (by that time Badas
had already left due to a series of disagreements with ISOLA’s political directors). From the 1960s
onward, the sector underwent a general cultural impoverishment, also due to the decentralization of
planning and weakening of public fundings, which led to the closure of numerous regional production
facilities (Camarda 2022, 200-204).

This decline also had severe repercussions on the socioeconomic fabric of small towns, which greatly
benefited from the presence of ISOLA's production centres. A paradigmatic example can be found in
Sarule (NU), an important textile centre in Barbagia with 1,700 inhabitants, which experienced
significant growth in the second half of the 20th century due to the employment of its numerous
weavers in ISOLA’s workshops. Although the typical textile production of the area continues today,
the closure of the ISOLA workshop caused a significant reduction in production, with the consequent
loss of a substantial portion of the town's income (Mediterranean Crafts Archive, 2016).

However, it is important to note some signs of recovery in recent years. An especially notable example
dates to 2009 with the 19th Sardinian Craft Biennial Exhibition - DOMO, an event that, after a 12-
year hiatus, marked the (unfortunately temporary) reactivation of the island's craft series of
exhibition. The exhibition, held in the spaces of the former convent of Carmelo Church in Sassari,
featured over 250 objects created by 33 designers and 61 workshops (Altea, Picchi, and Mari 2009).
The exhibition was particularly appreciated by industry professionals, winning the 2012 Compasso
d’Oro from the Association for Industrial Design (ADI). Despite its success, the lack of an adequate
distribution system and the exhibition’s ambiguous identity (straddling the public and private sectors)
prevented its success from leading to a decisive turning point for the Sardinian craft sector. However,
the DOMO experience was important in laying the groundwork for a revival (not only in terms of
production but also in the quality of the artifacts) that is increasingly evident in the contemporary
landscape (Camarda 2022, 114-117).
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Contemporary scenario

Although the closure of ISOLA and the subsequent loss of a unified planning and significant fundings
dealt a severe blow to Sardinian craft, in recent years the sector has shown signs of recovery.
Sardinian craft is witnessing the reappearance of the same kind of synergies with the fields of art and
design that were responsible for its golden era. Building on the prestigious legacy of its past and
charged with new creative energy and awareness, Sardinian craftsmanship is striving to re-enter a
contemporary world that has radically shifted its value scales toward the eco-sustainability of its
products and moved its market increasingly online (especially considering the disruptions caused by
the pandemic crisis). This is now a fully digitalized and interconnected world that pays close attention
not only to the final product but also to the sustainability of its production process.

The emergence of a new generation of creatives on the island, coupled with a new openness to cross-
pollination by those who hold traditional knowledge, is once again giving rise to new design
paradigms. While these remain deeply rooted in local culture, they are fighting against the constraints

of a nostalgic vision of the past.

Exhibition and commercial sector

As often occurred in its recent history, the fate of Sardinian craftsmanship is closely tied to
what was its symbol during its most successful period: the Tavolara Pavilion in Sassari. Until

its closure in the early 2000s, shortly before ISOLA's shutdown, this space had fallen into
disuse. The condition of the exhibition space could be interpreted as a barometer for the health

of Sardinian craft’s field: the resuming of the exhibition activities within the Padiglione
(following a long restoration process) coincides with promising signs of recovery for the entire
sector. The exhibition Faccio con la Mente / Penso con le Mani (I Make with My Mind / I Think

with My Hands), marked, in 2022, the reopening of the building. The project was born out of a
desire to mend the chronological rupture that followed the 19th Biennial and to showcase what

had emerged over the preceding 15 years in Sardinia within the broad field of design. It provided

a highly significant snapshot of the current state of the sector, from which numerous insights

can be drawn to help define the regional context.

The exhibition was structured to display two logical-narrative paths: achronological one and a spatial
one. The first path addressed the relationship between tradition and innovation. The exhibition
featured creative productions of various types, from industrial design to the revival of ancient artisanal

techniques, offering a vibrant and dynamic view of a reality in stark contrast to the idea of Sardinian
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production as merely a passive replication of its traditions. Tradition should be a starting point,
sometimes an arrival point, but never a hindrance or obstacle to experimentation.
In line with Eugenio Tavolara's project, the exhibition aimed to highlight the results of the
collaboration between designers and craftspeople. Another important theme presented by the
exhibition was the vastly different forms that this production could take in terms of the design and
fabrication of the works. The exhibition featured artisans who design and create their own pieces,
others who fully adhere to traditional forms with minimal variations, and designers who rely on
artisans as providers of specific skills to realize their projects. Conversely, there were also artisans
who actively seek collaborators to design individual objects or product lines. Additionally, the
exhibition showcased designers who reinvented themselves as “makers”, which found in new
technologies such as 3D printing and laser cutting new ways to bring their ideas to life.
The second path, the spatial one, positioned Sardinia as a protagonist, both as a physical and mental
space. For some, Sardinia was a point of departure; for others, a destination, but always a source of
inspiration and a stage for exchanges that contributed to the creation of networks extending across
the Mediterranean (and beyond), while being able to maintain their roots firmly planted in Sardinia.
The exhibition was a great public success, attracting around eleven thousand visitors (a significant
factor of attraction being the reopening of the Tavolara Pavilion after around 20 years of closure). In
addition to the raw number of visitors, surveys and interviews with the exhibition staff and organizers
allowed for an assessment of the general public’s reaction.
Most of the visitors appreciated the approach offered by the curators, the selection, arrangement and
installation of objects. However, some objections were noted: a small yet significant portion of
visitors was annoyed by the need to purchase a ticket to visit an exhibition of artisanal products.
Additionally, the curatorial approach and the art-historical framework of the exhibition caused
discontent among those who believe that craftsmanship should remain faithful to its "origins™ and be
confined to workshops, market stalls, or, at most, fairs.
As a matter of fact, these are the places the public most associate with Sardinian craftsmanship: local
markets, souvenir shops in tourist destinations, and boutique stores in airports (Maccioni, 2022). The
proliferation of products designed to appeal to the tourist market, along with numerous low-cost
imitations produced abroad, led to the spread of distribution systems exploiting the concept of
tradition to "brand" culturally irrelevant products. Paradoxically, given the widespread nature of this
phenomenon, the chances of the generalist public encountering artisanal products are significantly
higher at local markets or souvenir shops than in more prestigious venues.
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A second significant aspect (for both exhibition and commercial field) within the regional context is
that of fairs, which are (usually) annual events allowing direct sales of products. There is a long-
standing regional tradition in this area, with the most important fairs boasting over fifty years of
history. The Sardinian Acrtistic Craft Fair in Mogoro has reached its 63rd edition, attracting over ten
thousand visitors each year. Another important fair is the Tessingiu Craft Show in Samugheo (57
editions) (Mambrini, 2001).

A particularly noteworthy example of a hybrid between a fair and a showroom is the exhibition
currently housed in the so-called Salone delle Botteghe (Hall of Workshops), also within the Tavolara
Pavilion. This space, managed by Confartigianato Sardegna (the regional craftspeople union),
consists of stands managed independently by artisans, where direct sales of the products take place.
The artisans display their work for a limited period (around six to eight weeks) before rotating to
make room for other participants in the sector.

The series of exhibitions and events organized by the Nivola Foundation within the Tavolara Pavilion
offers a meaningful alternative to what is essentially the only other commonly accepted museum-
based representation of Sardinian craftsmanship, which focuses exclusively on ethnographic-
anthropological aspects. The most important institutions in this field can be found, the Nuoro area
(notably the Museum of Costumes and the Museum of Ceramics, both managed by ISRE - the
Sardinian Regional Ethnographic Institute), in Medio Campidano (particularly Samugheo (OR),
where the MURATS museum is located) and Northern Sardinia (the MIM — Museo dell’Intreccio
Mediterraneo, or Museum of Mediterranean Weaving, in Castelsardo) (Piquereddu, 2005, 719 —737).
However, it should be noted that a plethora of small and medium-sized realities of this kind is
widespread throughout the region. Additionally, within this context, the proliferation of the house-
museum model should be mentioned. These are historical houses converted into exhibition spaces,
designed to make culturally or anthropologically significant objects, people, and processes accessible
to the public (Pavoni, 2012). The widespread presence of this model across Sardinia is due to several
factors: first, managing these spaces involves significantly lower costs (both in terms of staffing and
maintenance); second, the simplicity of the setup, which does not require the aesthetic care typical
of the full-fledged museums; and third, the close connection to the small local community - an
essential aspect in Sardinia, where local specificities are highly pronounced. This model is
particularly suited (and useful) for telling the story of local artisanal traditions from an

anthropological or ethnographic perspective in smaller towns (Fachechi, 1996, 449 - 458).
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However, because of this attitude, a large portion of the public remains attached to an outdated and
nostalgic view, imagining the artisan as a humble, subdued figure who creates traditional objects with
great effort and without many ambitions. The truth is that to survive today, artisanal businesses must

enter a luxury commercial circuit, which completely contradicts this nostalgic and “popular” idea.

Production sector and exemplary cases

As illustrated by Faccio con la Mente / Penso con le Mani, the current landscape of Sardinian artistic
craftsmanship and design goes far beyond its traditional conception. In recent years, several
production realities have emerged within the contemporary craft scene that diverge from the typical
image the public has of Sardinian craftsmanship. For example, companies like Alter Ego Surfboards
(manufacturers of surfboards), designers with international work experience such as Antonio Arcadu
(who designs models for Honda motorcycles), and Cube Controls, a company based in Sassari that
specializes in designing and manufacturing controllers for automotive simulators, all highlight this
diversity (Sardiniapost, 2022).

Of course, this does not mean that artisans adhering to traditional techniques and forms rooted in the
20th century no longer exist. The re-proposition of formal archetypes consolidated during the last
century spans all areas of Sardinian artistic craftsmanship. In markets, fairs, and e-shop platforms,
numerous examples of this type of production can be found, such as traditional ceramic forms
(including the brocche della sposa and pavoncelle), baskets, wooden chests and cutting boards
(carpentry), a wide range of carpets and tapestries woven in the pibiones and litzos techniques, silver
filigree rings and buttons (linked to various local traditions) and coral jewellery. These types of
products are highly successful in the tourist market and are also appreciated by Sardinian buyers
(Sardegna Artigianato, 2024).

A production trend more oriented toward the tourist market involves the creation of items like
statuettes depicting shepherds, masks, and cowbells. Unfortunately, this type of production does not
always yield high-quality results. In fact, such products often are in poor taste, little more than trinkets
for tourists—objects devoid of cultural value that exploit and degrade the very "tradition™ they claim
to represent for purely commercial purposes. A similar production trend includes a range of objects
inspired by natural forms, particularly by the sea. This is due to the growth of Sardinia’s popularity
as a beach tourism destination. To target the tourist market, these products often present a superficial
interpretation of traditional themes. The spread of these extremely simplified and stereotypical

cultural models, especially regarding craftsmanship, contributes to the destruction of the relational
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contexts in which these traditions are born and developed, leading to an inevitable cultural
impoverishment. (Carullo & Labalestra, 2019).

There is also a highly significant production sector focused on the study of techniques and forms from
Sardinia’'s prehistory. The reproduction of archaeological artifacts, dating back to the 1950s
(especially regarding the field of metallurgy) (Fazzini, 2020, pp. 100 — 104), is a highly relevant
phenomenon within the regional context. This includes not only the obvious academic implications
but also a large popular appeal (for both locals and tourists) due to the pleasing and often surprisingly
modern forms of the objects, as well as the fascination they evoke. In recent years, there has been
significant development in the study of ancient ceramic firing techniques, used in the creation of
Nuragic pottery replicas.

Not only have several archaeological museum sites acquired kilns to produce their own replicas, but
some artisans specialized in prehistoric production techniques have also sought to reinvent those
forms, creating objects deeply contaminated by modern design that have been highly successful in
the luxury craft market (Deidda, 2022, pp. 120 - 123).

These processes of contamination do not only concern the specific sector of experimental
archaeology; rather, they encompass the entire regional production sector. There are many artisanal
businesses that reinterpret traditional forms in a modern key or based on the technical and/or formal
influences of other cultures. Many artisans are dedicated to reinventing the typical forms of Sardinian
culture, approaching them in a more modern way. It is indeed possible to find typical works of
Sardinian artisanal production on the market that are created using ancient Etruscan firing methods
such as bucchero or through the introduction of foreign techniques like Japanese raku pottery. Finally,
there are many artisans who draw inspiration from the fauna and folklore imagery, reinventing its
forms in a contemporary way: in particular, as we will see later, the success of prehistoric and Nuragic
aesthetics seems to have no end.

It should be emphasized that microenterprises are the predominant business model in the sector (with
fewer than 10 employees and an annual turnover of less than 2 million euros). Statistical data from
UnionCamere confirm this scale, with over 79% of companies in the sector operating as sole
proprietorships (Movimprese, 2024). These figures highlight the continuity of historical
entrepreneurial models in a sector traditionally tied to family-run businesses and the passing on of
craft skills from parent to child. There are some larger companies, but they remain an exception within

the Sardinian entrepreneurial landscape.
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As mentioned before, a particularly widespread and historically significant trend, exemplified by the
exhibition project within the Tavolara Pavilion, concerns those production systems born from the
collaboration between artisans and designers. This collaborations take a variety of shapes: some
designers seek out holders of traditional manufacturing techniques as a means to bring their projects
to life; conversely, there are artisans who, through collaboration with young designers, create
products that successfully combine tradition and innovation; other businesses find inspiration in
industrial production, creating artisanal objects characterized by simple and essential lines, seemingly
distant from the typical conception of an artisanal product.

A particular category includes designers who find in machine-assisted production systems a way to
realize their projects: thus, becoming makers. Although this may seem like a diametrically opposed
dimension to craftsmanship, as early as 1996, Malcolm McCullough (Abstracting Craft: The
Practiced Digital Hand) theorized how the then-emerging computer skills in design were beginning
to be seen as a set of manual skills comparable to craftsmanship itself. While in the 1990s the
machinery was not yet efficient enough to freely translate the project into reality, today the various
tools available to creatives allow them to bring even the most innovative ideas to life.

Finally, it has been possible to identify several virtuous examples within the artisanal production field
(especially regarding the synergy between designers and craftspeople). These were selected for their
ability to combine traditional productive practices with a modern spirit, paying close attention to the
quality of the works, the sustainability of production processes, respect for the cultural heritage they
draw from, and the establishment of relationships with the context in which they operate. These
aspects are of primary importance in a field like contemporary design, which pays close attention to
the social, ethical, and cultural dimensions of sustainability in production processes (Follesa, 2016,
pp. 71 - 72).

Following the path set by ISOLA, most of the selected projects aim to create the right creative and
productive ecosystem to bring together artists, designers, and artisans, fostering virtuous
collaborations and sometimes giving rise to new production paradigms. Some of these projects have
emerged thanks to public funding or as part of local policies: ARTIJANUS/ARTIJANAS, for
example, is a project funded by Fondazione di Sardegna and organized by Triennale di Milano. It was
created to aggregate various craft and design sectors through a program of activities and practices, to
reestablish their cultural role and provide momentum to the entire field. The second edition began in
January 2023 (Artijanus/Artijanas, 2023). TEMPO ARTIGIANO is a project curated by Giulio

lacchetti and promoted by the municipality of Sarule in collaboration with the Fondazione Nivola.
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The project seeks to implement a renewal process for the local sector through collaboration and
dialogue between artisans and the designer Giulio lacchetti.

Additionally, various private initiatives managed to create productive ecosystems that facilitate the
coming together of artisans and designers, generating high-level production synergies, with their
products achieving a good success, especially in the luxury furniture market. STUDIO PRATHA is
a project born from the desire to combine the textile tradition of inner Sardinia with the most
sophisticated trends of contemporary design, creating a production that draws from traditional
Sardinian iconographies, reinventing them in an modern and artistically refined key. The company
bases its production on the figure of the Sardinian weaver, traditionally a woman, who within this
productive process is presented as a modern jana, the fairy of Sardinian folklore. Other key themes
of the project are sustainability and social responsibility.

MUSTRAS, directed by Martina Carcangiu and Fabrizio Felici, is a collective and crossover project
that aims to act as a junction between art, architecture, design, and craftsmanship, to explore the realm
of contemporary living and dwelling. This theme is mediated through the collection of projects by
artists and designers (from national and international contexts) and their matching with appropriate
artisans. In addition to providing financial support for the creation of the works (thanks in part to
public funds won through various grants, such as those provided by Fondazione di Sardegna), Mustras
also disseminates the results through a network of exhibition spaces spread across small local
contexts, as well as through national venues like the Galleria Nazionale di Arte Moderna e
Contemporanea in Rome or the Fiber Art Biennale in Spoleto (Designboom, 2023).

Perhaps the most fully realized project in this regard is PRETZIADA, by Ivano Atzori and Kyrie
Chenven, which bases its mission on building new human connections and creating social bridges.
This concept leads to a production rich in cross-cultural influences, featuring island artisans alongside
leading figures in design, architecture, and contemporary art. The production paradigm is based on a
residency system, allowing designers to live in the area, discover traditions, and forge relationships
with the island’s inhabitants. The finished products are particularly noteworthy, though, given their
high prices, they are status symbols more than consumer goods, positioning Pretziada’s production
squarely within the luxury craftsmanship sector (Rosenkranz, 2018, pp. 111-117).

Finally, a particularly significant, albeit different, case is that of MARIANTONIA URRU and her
company. She’s a traditional weaver from Samugheo, an elderly but extremely prolific artisan who
employs around ten weavers from her village. Her workshop opened in 1981, and its production is

based on the revival of traditional techniques (such as pibiones, litzos, and the recovery of techniques
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that had fallen into disuse, like in dente and aramu). In addition to reviving traditional forms,
Mariantonia Urru is open to collaborating with Sardinian, Italian, and international designers to create
innovative designs (Vacca, Bertola & Colombi, 2023, p. 357). The scope of the company's network
and interests extends beyond the commercial sphere of craft: recently Mariantonia Urru exhibited a
rug created in collaboration with German-Iranian artist Nairy Baghramian as part of the exhibition

Pratza e Domo, currently on display at the Museo Nivola in Orani.

L’Onda Nuragica (The Nuragic Wave)

On March 2, 2024, the exhibition “L’Onda Nuragica — Arte, Artigianato e Design alla prova della
preistoria” (The Nuragic Wave: Art, Craftsmanship, and Design Tested by Prehistory) was
inaugurated at the Tavolara Pavilion in Sassari, curated by Giuliana Altea, Antonella Camarda, and
Luca Cheri. The exhibition explored how 20th-century archaeological discoveries related to the
Nuragic civilization influenced cultural production at the time, and how these inspirations have
evolved into the present day.

The exhibition presents a new shared cultural and narrative framework between art, craftsmanship,
and design, aimed at enhancing the value of the historical works included in the exhibition and
creating new value for contemporary productions. This is achieved by increasing their cultural
significance and creating new tools for promoting them through various media. The exhibition’s final
output stands at the crossroads of a broad network of interests, ranging from strengthening regional
cultural heritage to increasing community awareness and involvement.

The initiative stems from a network of institutions (the Autonomous Region of Sardinia, the
Municipality of Sassari, the University of Sassari, the Fondazione di Sardegna, and BiBanca) and
represents a crucial piece of the Nivola Museum’s plan to relaunch and manage the Tavolara Pavilion,
with the goal of transforming it into a Museum of Craftsmanship. Thanks to this event, organized
within the framework of Spoke 02 of the research program E.INS — Ecosystem of Innovation for Next
Generation Sardinia, it was possible to delve deeply into the nature of the relationships between
craftsmanship, exhibition context, the public, and the commercialization of the productions.

Assessing the impact and follow-up
Considering the project’s scope, it was deemed essential to gather the feedback from those involved

to analyse the social, economic, and cultural impacts they perceived. This investigation is part of a
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broader research effort conducted by a working group composed of Giorgio Garau, Andrea Karim EI
Meligi, Giuliana Altea, Antonella Camarda and Luca Poddighe (2024).

The survey will provide numerous insights for a future estimate of the cost-benefit ratio (and thus the
sustainability) of managing a museum space dedicated to craftsmanship in the Tavolara Pavilion in
Sassari, as part of the planning for the Museum of Craftsmanship in Sassari. Additionally, based on
this study, it will be possible to extract specific data, the analysis of which will be fundamental for
evaluating the success of such projects from cultural, economic, and social perspectives. The results
of the data analysis will contribute to defining intervention models that could be ideally replicated on
different scales and in various contexts.

The research is divided in four phases which correspond to different data collection methods: a
questionnaire for the visitors of The Nuragic Wave exhibition; the Nominal Technique Group (a
series of interviews modelled after the results of a questionnaire) for the craftspeople exhibiting in
the Tavolara Pavilion; press review with (if needed) the implementation of a sentiment analysis model
for the media fallout of The Nuragic Wave exhibition; a series of interviews for local and regional
policymakers.

The first of the four planned phases of the investigation involves surveying visitors to the exhibition.
This phase is being conducted through a questionnaire distributed at the end of the exhibition tour.

The questionnaire is divided of four sections:

- Evaluation of the Experience: This section aims to gather feedback on the visitor
experience. The collected data will be particularly useful from a design perspective and
will provide an early indication of the exhibition’s success.

- Physical and Intellectual Accessibility: This section investigates the degree of physical,
social, and intellectual inclusion achieved by the event. The findings will provide input
for further programmatic and organizational developments.

- Cultural Awareness: Understanding how the exhibition has impacted visitors' awareness
of the presented themes will provide another important measure of its success and offer
valuable insights for the stakeholders involved in organizing the event, particularly
regarding the sense of community and tourist participation.

- Promotional Effectiveness: One of the exhibition’s goals is to promote and enhance the

artisanal products on display, so it is crucial to assess the success of this objective.
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Understanding whether the museum narrative effectively amplifies the commercial

appeal of the displayed works is one of the key themes of this investigation.

The survey continued until the exhibition closed on September 30, 2024. Although the results of the
analysis are not yet complete, preliminary findings have allowed some initial conclusions to be drawn.
The excellent response from the public suggests a positive cultural impact and an appreciation for the
social and cultural policies promoted by local institutions.

Public feedback on accessibility has provided valuable insights for improving educational initiatives
and optimizing the use of exhibition spaces. Visitor assessments have confirmed the significant
contribution of the exhibition to strengthening the community’s sense of belonging and awareness.
Furthermore, there is evidence that the exhibition may influence consumer choices regarding the
purchase of artisanal products.

Additional results will be crucial for a better understanding of the cost-benefit relationship of
managing a museum space dedicated to craftsmanship, the advantages of synergy between
craftsmanship and museum narratives, the commercial benefits of a positive museum experience, and

the public willingness to implement e-commerce channels within exhibition spaces dedicated to
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Figure 4.2 — Preliminary results from the survey.
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Conclusion

The following step of the research will revolve around the craftspeople exhibiting in the Tavolara
Pavilion: these are users benefiting from the exhibition project, but also the first stakeholders for its
success, it is therefore of prime importance to consider their feedback to understand how the initiative
has been perceived and what effects it has had on their businesses.

This phase of the investigation will be divided in two different data gathering methods: a
questionnaire and a series of interviews that will be modelled after its results. A model that resembles
the Nominal Group Technique (Delbecq, Van de Ven and Gustafson, 1975; Stewart & Shamdasani,
2015, 168 - 169).

The questionnaire is divided into four sections: evaluation of the experience and satisfaction; cultural
enhancement of crafts; public reception; marketing and networking strategies development.

Another important objective of the research is to investigate how the enhancement of the cultural
value of craft, as reflected in museum displays, may lead to an increase in the desirability and
commercial value of artisanal objects. It will also be possible to assess whether and to what extent
this shared cultural value conveyed by the museum narrative could foster a sense of unity and act as

a catalyst for developing networks among different craft companies.

4.3 An analysis of SMEs enhancing museums and archaeological sites in

Sardinia

(AUTHORS: Depalmas, Ortu)

Census and mapping of SMEs enhancing prehistoric museums and archaeological sites in
Sardinia

In this specific research and mapping activity, the focus was on SMEs falling under ATECO codes
91.02.00 (museum activities) and 91.03.00 (management of historical sites and similar attractions)
that manage and/or provide enhancement services for places or structures of archaeological interest,
including themed Parks and Museums.

A census was directed on the pre-protohistoric field, particularly on sites representing human
presence in Sardinia within a chronological span between the Palaeolithic and the early Iron Age,

also considering our personal expertise, which would allow for a possible qualitative assessment of
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the scientific service provided. Additionally, SMEs operating in the pre-protohistoric field appear to
represent the majority in Sardinia, which is not surprising considering the large number of well-
preserved testimonies from this period, often easy to interpret in terms of the structure itself.

The SMEs were censused and mapped, taking into account their registered office and the location of
the archaeological site or museum they manage; the data were divided by province and municipality
(Figure 3; Table 1). Also, they were analysed the management methods, the degree of digital maturity,
the level of scientific knowledge, and the relationship with the territory and other activities).
Questionnaires are currently being administered to measure perceived needs and difficulties.
Questionnaires are currently being administered to measure perceived needs and difficulties.

The census data collected so far are presented below, divided by province, along with a representation
of their distribution across the region. This is a census and subsequent mapping of active businesses
on a regional scale, carried out using data collected by us. The mapping of SMEs is available in KML

file format and as a QGis project.

; . L B Province of Sassari
() ’ 1
0g '_. 2 ® .
255 $ M Province of Nuoro
e g® ® 0
..
A% 1uB Yy oY B Province of
L L Oristano
e
-~ M Province of Sud

Sardegna

B Province of Cagliari

Figure 4.3 - Distribution of SMEs in the island’s territory; in the graph, data represented by province.

Table 4.1 - Data collected during the census of SMEs in the pre-protohistoric archaeological sector in Sardinia.

Province of Sassari
Municipality | SME Registered office of the SME | Managed Sites And
Museums
1 Alghero Nuraghe Palmavera
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Cooperativa Silt Srl, | Nuraghe Palmavera, SS127bis, | Necropoli di Anghelu
Alghero Km 45,450, 07041 Alghero - Ruju
Fertilia Necropoli di Santu
Pedru
Alghero (siti: | Itinera Cooperativa Piazza Porta Terra, 2, 07041 Area archeologica del
Villanova Soc. a.r.l., Alghero Alghero Nuraghe Appiu
Monteleone) Domus de janas di
Puttu Codinu
Arzachena Ge.Se.Co Arzachena | Viale Costa Smeralda, 56, Aree archeologiche di:
S.U.R.L. (societain | 07021 Arzachena Li Lolghi, Li Muri, La
house del Comune) Prisgiona, Coddu
Ecchju, Albucciu,
Moru, Malchittu
Museo Civico Michele
Ruzittu
Bonorva Societa Cooperativa | Via L. Di Savoia 4 - Bonorva | Necropoli di
Costaval s.r.1., Sant’ Andrea Priu
Bonorva
Budduso Liber Soc. Coop. Corso Vittorio Emanuele, 79, Area archeologica di
(siti: Irgoli, Sociale ONLUS, 07020 Budduso Janna ‘e Pruna e di Su
Provincia Budduso Notante, Irgoli
Nuoro) Antiquarium
Comunale di Irgoli
Perfugas Societa di Sa Via Nazario Sauro, 07034 Museo Archeologico
Rundine, Perfugas Perfugas Paleobotanico di
Perfugas
Pozzo sacro di Predio
Canopoli e foresta
pietrificata
dell’ Anglona
Santa Teresa | CoolTour Gallura Via Cagliari 19, 07028 Complesso di Lu
di Gallura Coop. Soc., Santa Teresa di Gallura Brandali
Torre di Longonsardo
Tempio Balares S.a.s (societa | Via Antonio Azara, 3, 07029 Nuraghe Majori
Pausania di servizi turistici), Tempio Pausania SS
Tempio
Thiesi Siendas Soc. Coop., | Via Alessandro Manzoni 10, Necropoli di Mandra
Thiesi Thiesi, 07047 Antine
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10 Torralba La Pintadera Soc. Via Carlo Felice, 07048 Complesso

Coop., Torralba Torralba archeologico di Santu
Antine e Museo civico
della Valle dei Nuraghi
del Logudoro-Meilogu
11 Arzachena Labenur SP115, 07021 Arzachena Museo Labenur -
Museo Laboratorio
dell'Eta Nuragica

Province of Nuoro

Municipality SME Registered office of the Managed Sites And
SME Museums
12 Bitti Istelai Soc. Coop., Via Goffredo Mameli, 52, Villaggio e santuario di
Bitti 08021 Bitti Su Romanzesu

Museo multimediale del
Canto a Tenore e Museo
della Civilta Pastorale e

Contadina
13 Dorgali Ghivine Soc. Coop., | Viale Colombo, 32, 08022 Aree archeologiche di
Cala Gonone — Cala Gonone Serra Orrios, Tiscali,
Dorgali Nuraghe Mannu, Grotta
di Ispinigoli
Museo Archeologico di
Dorgali
14 Lanusei (siti: La Nuova Luna Loc. Bosco, Str. panoramica | Parco archeologico del
Lanusei e Soc. Coop. A.rl,, di Selene, s.n, 08045 Bosco di Seleni, Lanusei
IIbono) Lanusei Lanusei Parco tematico Nur

Archeopark, Lanusei

Area archeologica di
Sceri a [lbono

15 Macomer Coop. Esedra Corso Umberto I, 206, Necropoli di Filigosa
escursioni, 08015 Macomer Area archeologica di
Macomer Tamuli

Nuraghe Santa Barbara

Museo Etnografico "Le

Arti Antiche"
16 Nuoro Nooraghe S.r.ls, Via Gorizia 10/A Complesso archeologico
Nuoro 08100 Nuoro di Noddule
17 Nuoro Ditta individuale Tanca Manna Nuraghe Tanca Manna
18 Orune Coop. L.A.R.Co. Corso Vittorio Emanuele Fonte sacra di Su
167 Orune Tempiesu
19 Silanus Soc. Coop. Old Via S. Antonio, 8 Nuraghe Santa Sabina

Sardigna, Silanus 08017 Silanus
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20 Torpe Associazione Nuraghe San Pietro,
culturale “Sardus Torpe
Pater”, Torpe
21 Villagrande MUVIS srls Via Giuseppe Parini 9, Nuraghe S’Ortali ‘e su
Strisaili (siti: Villagrande 08049 Villagrande Strisaili | Monti, Tortoli
Tortoli) Strisaili,
Consorzio Sistema
Culturale Sardegna,
vedi citta
metropolitana di
Cagliari
22 Villagrande Archeonova s.r.l, Via Roma, 1, 08049 Santuario nuragico di
Strisaili Villagrande Villagrande Strisaili S’Arcu ‘e is Forros
Strisaili, societa in Complesso archeologico
house del Comune di Sa Carcaredda
di Villagrande
Strisaili
Province of Oristano
Municipality | SME Registered office of | Managed Sites And Museums
the SME
23 Ghilarza (siti: | Paleotur Soc. Corso Umberto, 28, | Nuraghe Losa, Abbasanta
Abbasantae | Coop., Ghilarza 09074 Ghilarza Santuario nuragico e mostra
Sorradile) archeologica di Su Monte, Sorradile
24 Cabras Fondazione Area archeologica di Mont’e Prama
Mont’e Prama Area archeologica e le necropoli di
Tharros, Ipogeo di San Salvatore e
la Torre di San Giovanni
Museo civico di Cabras
Chiese di San Giovanni di Sinis e
San Salvatore (Arcidiocesi di
Oristano)
25 Goni Pranu Muttedu Srl, | Loc. Pranu Muttedu | Parco archeologico di Pranu
Goni Mutteddu
26 Laconi Perda Iddocca Piazza Marconi, Museo della statuaria preistorica in
s.n.c, Laconi 08034 Laconi Sardegna
27 Meana Sardo | Ortuabis Soc. Via Giudice Nuraghe Nolza
Coop., Meana Arcangelo Marras,
Sardo 27, Meana Sardo
28 Mogoro Arch Srls, Mogoro | Via Emilio Lussu, Area archeologica del Nuraghe
46; 09095, Mogoro | Cuccurada
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29 Paulilatino Archeotour Soc. Via Nazionale, 127, | Pozzo sacro di Santa Cristina
Coop., Paulilatino | 09070 Paulilatino
30 Suni (siti: Tacs di Cristina Via Bosa, 3 Nuraghe Nuraddeo di Suni;
Bosa Concu e Franca 09090 Suni Musei Civici di Bosa (Museo Casa
Teti Mocci Snc, Suni Deriu, Pinacoteca Atza, Raccolta
Allai Melchiorre Melis, Museo delle
Sagama) Concerie, Torre Aragonese di Bosa
Marina);
Museo archeologico comprensoriale
di Teti e aree archeologiche di
S'Urbale e Abini;
Museo civico CIMA di Allai;
Museo civico Pedru Serra di
Sagama
Province of Sud Sardegna
Municipality SME Registered office of | Managed Sites And Museums
the SME
31 | Barumini Fondazione Viale San Francesco | Su Nuraxi
Barumini 8 - 09021 Barumini Casa Zapata
centro G. Lilliu
32 | Dolianova (siti: | Sémata Coop., Via Cagliari, 66, Tomba di Giganti Sa Fraigada,
Santadi) Dolianova 09041 Dolianova Santadi
Sistema museale di Santadi
33 | Gesico ANTES Via Chiesa 5 - 09040 | Sistema museale di Gesico
(Archeologia - Gesico
Natura Turismo
Esperienziale e
Sostenibile),
Gesico
34 | Gonnesa Ass. culturale Via S. Andrea, 48, Nuraghe Seruci
Villa Conesa, 09010 Gonnesa
Gonnesa
35 | Isili Sa Frontissa Soc. | Via Giuseppe Nuraghe is Paras
Coop., Isili Magzzini, 75, 08033 Museo Marate
Isili
36 | Orroli Soc. Coop. Is Via Eleonora Nuraghe Arrubiu
Janas A.R.L., D'Arborea, 30, 08030
Orroli Orroli
37 | Sardara Soc. Coop. Villa | Piazza della Liberta, | Civico Museo Archeologico
Abbas, Sardara 7, 09030 Sardara “Villa Abbas”
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Pozzo sacro Sant’ Anastasia

38 | Senorbi Sa Domu Nosta Via Scaledda, 1, Museo Sa Domu Nosta
Soc. Coop. AR.L. | 09040 Senorbi

39 | Serri Soc. Coop. Localita Santa Area archeologica di Santa
L’ Acropoli Vittoria, 08030 Serri | Vittoria
Nuragica, Serri
40 | Seui (siti: LUGORI Via San Giorgio 175 | MAHMU — Mandas historical
Mandas, S.C.ar.l, Seui - Seui museum
Selargius)

Semu - Selargius Museum

41 | Siddi Cooperativa Villa | Piazzale Leonardo da | Parco Naturalistico-Archeologico
Silli, Siddi; Vinci, 9, 09020 Siddi | Sa Fogaia

Memoria Storica
Soc. Coop (vedi

Tomba di giganti Sa Domu e

Citta ,
metropolitana di $"Orku
Cagliari)
42 | Villanovaforru Soc. Coop. Via Sardegna, 31, Parco Genna Maria ¢ Museo
Turismo in 09020 Villanovaforru | Civico Archeologico di Genna
Marmilla, Maria
Villanovaforru
43 | Villanovafranca | I1 Coccio - Piazza Risorgimento, | Museo Civico di Villanovafranca
Societa 7 09020
Cooperativa Villanovafranca Nuraghe di Su Mulinu
Province of Cagliari
Municipality | SME Registered Managed Sites And
office of the Museums
SME
44 | Cagliari (siti: | Virtual visits srls Via Tel Aviv, Nuraghe Diana, Quartu
Quartu 25, Cagliari Sant’Elena
Sant’Elena)
45 | Cagliari (Siti: | Memoria storica Soc. Coop. | Via Monte d’Accoddi;
Sassari, Porto dell’artigianato, | su prenotazione Necropoli di
Torres, 18, Cagliari Montalé¢, Sassari
Castelsardo e MIM (Museo dell’intreccio del
Siddi) mediterraneo), Castelsardo
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Siddi Parco naturalistico
archeologico Sa Fogaia
46 | Cagliari (siti: | Consorzio sistema culturale | Viale Monastir, | L’area archeologica di Monte
Carbonia, Sardegna. Fondato da: 102, Cagliari Sirai, il Si.Mu.C a Carbonia, la
Villaperuccio, | Archeotur ( Sant’ Antioco), necropoli di Montessu a
Tratalias, Irei Coop Arl ( Villagrande Villaperuccio, il Borgo
Tortoli) Strisaili), Medievale a Tratalias, I’area
Stage Coop Arl ( Tratalias ), archeologica di S’Ortali e su
Di-Segno Soc. Coop. ( Monti a Tortoli
Cagliari),
Portales Soc. Coop. ( Tuili)

The archaeological, entrepreneurial, and territorial context

The restrictions imposed to curb the spread of the Covid-19 pandemic led to a sharp decline in the
number of visitors and workers in the cultural heritage sectors. However, it was mainly SMEs and
non-profit organisations that were affected (Eurostat Cultural Statistics; Istat Permanent Census of
Non-Profit Organisations; Istat Labour Force Survey), compared to state-owned archaeological sites
and museums. Sardinia is the leading region in Italy in terms of the number of archaeological sites.
Out of 206 areas and 81 archaeological parks in Italy, 54 are located in Sardinia, representing 18.4%
of the national total (lIstat, 2019).

Figure 4.4 - Out of a total of 377 municipalities in Sardinia, at least 56 have entrusted a pre-protohistoric asset to an SME.
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Excluding the cultural assets managed by the Ministry of Culture and focusing on the pre-
protohistoric field, the numbers related to monumental remains are extraordinary. Indeed, there are
hundreds of human-occupied caves, at least 740 menhirs, more than 250 dolmenic burials, over 3,500
hypogea known as domus de janas, hundreds of prehistoric open-air settlements, at least 300 sacred
wells and springs, about 1,200 giants' tombs, while estimates for nuraghi are around 7,000. These
numbers become even more impressive considering that many archaeological sites have not yet been
catalogued. Besides, these figures highlight the cultural and touristic potential of our territory. The
scientific importance of these monuments is such that Sardinia is currently pursuing two proposals
for UNESCO World Heritage status, one of which has already been approved by the National
UNESCO Commission and is now under review by the advisory bodies of the World Heritage
Committee.

The distribution of these monuments across Sardinia is not uniform, and this potential is not fully
realised everywhere. Out of 377 Sardinian municipalities, at least 56 have entrusted an archaeological
asset (museum or theme park) from the pre-protohistoric era to an SME (associations and/or non-
profits are excluded from this count), representing 14.85% of the total (Figure 4), a figure that could
certainly be improved given the monumental data previously mentioned.

SMEs managing or offering services for museums and archaeological sites constitute small
companies with small staffs which often lack the economic possibilities to invest in innovation. They
deal with the enhancement of cultural sites that often have great scientific value but are located in
areas that are difficult to reach or in small towns (with less than 15,000 inhabitants), often subject to

depopulation (Figure 5).
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Figure 4.5 - Number of inhabitants in the municipalities where the SMEs in question are located; data represented by province.

Analysing the data already summarised (see table with the data listed by province), some interesting
elements emerged: first, a close relationship between the location of the managed site/museum and
the location of the SMEs working there can be observed (Figure 6). It is rare, in fact, to find SMEs
operating outside their own province. This is linked, on the one hand, to economic and social factors
(no costs related to travel, change of residence/domicile, possibility to work in one's own community,
etc.); on the other hand, to a strong rootedness of the SMEs in the territory, which often arise from a
common desire to enhance cultural realities of the municipality or province where they have their
registered office. There is therefore an almost ‘emotional’ desire to express the full potential of a
cultural heritage that is perceived by these subjects as their own, in the sense of being part of the
history of their own territory and their own roots.
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Figure 4.6 - Distribution and spread of SMEs in the territory; data represented by province.

If one examines the social nature of these enterprises, it is evident that they are small, except for a
few cases (such as Memoria storica Soc. Coop.), the three foundations (Fondazione Monte Prama.
Fondazione Barumini, Fondazione Part'e Montis) and consortia.

Since legislative decree n. 368 of 20 October 1998, Italian law has provided for the possibility of
creating mixed public/private foundations for the management of publicly owned cultural assets, all
with a view to a more profitable valorisation.

Generally, the cultural foundation is built on the model of the participation foundation, characterised
by the synthesis of the patrimonial element, typical of foundations, and the personal element, typical
of associations (Bellezza-Florian, 1998). Publicly owned cultural assets are conferred by the public
body (the italian Ministry of Culture, MIC) for use in the foundation's assets and, in the event of the
latter's extinction, they will return to the body's disposal.

The public founding body, by means of public evidence, selects the private subjects able to guarantee,
especially from the financial point of view, the achievement of the established management results.
Private subjects can either intervene as founders or join the foundation at a later stage.

Therefore, the reality in which foundations operate is, in terms of legal nature and economic means
at their disposal, very different from that of SMEs.
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Consortia are realities that, by going beyond the particularity of the size of the individual SME,
manage to expand further into the territory and carry out joint and coordinated activities, as is the
case of the Consorzio sistema culturale Sardegna, founded by five different companies.

Lastly, a different case is in-house contracting, in which the municipality turns to an external entity,
maintaining strict control over it, derogating from the obligation to resort to the market (the cases of
Arzachena, Sassari and Villagrande Strisaili are worth mentioning).

In addition to SMEs, it should be noted, there is a dense ecosystem of local associations and tourist
and environmental guides who operate as freelancers and organise visits and excursions in the area;

these categories do not fall within the parameters of the project and were not considered.

The digital maturity of SMEs

A survey on the digital maturity of the SMEs in question has been conducted, which included a census
regarding the existence and use of websites and social media platforms.

Almost all of the identified SMEs have at least one website and are active on at least one social media
platform (primarily Facebook). The majority (between 60% and 100% of businesses, depending on
the province) are active on multiple channels and social media platforms (such as Instagram and, less
commonly, X and YouTube). However, only a minority offer multimedia support during visits,

mainly due to the financial challenges of making such an investment (Figure 7).
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Sites, museums or Web site At least a social More than one Digital media and

parks social means for visitors

= Province of Sassari = Province of Nuoro = Province of Oristano

= Province of Sud Sardegna = Province of Cagliari

Figure 4.7 - Degree of digital maturity of cultural venues; data represented by province (preliminary data).
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A widespread use of the internet and social media does not necessarily indicate a conscious or
effective use of these tools, as competence levels vary from case to case. In many instances, social
media is simply used as a noticeboard for posting opening hours and dates. However, there are also
successful examples, both in terms of scientific accuracy and in the number of users who not only
engage with but also actively interact with the proposed content. For example, the number of views
reached by Paleotour, which manages the Nuraghe Abbasanta, far exceeds those achieved by the
official pages of more well-known archaeological sites, such as the Nuraghe of Barumini and the

Giants of Mont’e Prama.

The survey
https://docs.google.com/forms/u/0/d/e/IFAIpQLST2AiinYcn-GG1lgkwakH_tzOHY ftwpzhvObSKEa6RowCWI9TAlviewform?pli=1

A questionnaire has been developed to measure the innovation and digitalisation needs of SMEs. It
aims to assess the available workforce, services offered, management methods, digital maturity,
perceived needs in this area, and the relationship with the territory and other activities. Additionally,

it seeks to assess the presence and extent of:

» Connections, e.g., infrastructure and road networks, rental services, public transport, walking
and cycling paths, trekking;

« Other local attractions: environmental, archaeological, historical-artistic, and ethnographic.

The questionnaire is being distributed in parallel with another one created by Spoke 2. In addition to
the mailing, it has been shared via social media. It is hoped that greater dissemination will be achieved
through the Spoke 2 channels. The results of the questionnaires are still pending and are therefore not

presented in the present deliverable.

Conclusions

Although the results of the questionnaires are still awaited, based on the partial data already collected,
it seems possible to identify several companies that could potentially be proposed for future and
fruitful collaboration with the project. These are companies that are particularly receptive to new
research stimuli and operate in archaeological sites located in scientifically significant territories.
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Part of this data will be presented at the end of November at the National Conference of PhD
Candidates in Social Sciences (CNDSS 2024), which will take place this year in Cremona, at the
Universita Cattolica del Sacro Cuore.

The data on visitors and services offered show significant room for improvement. It will be important
to enhance the already emerging connection with the local communities and to address not only the
needs of seasonal tourism but also a stable demand throughout the year from those interested in
reclaiming the history of their territories.

As archaeologists, we can provide the scientific tools to tell different audiences the story of the

landscape and daily life of disappeared communities that inhabited our island in the past.
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5 Food and Wine / Rural Tourism

5.1 Local agricultural and food production, territory and market.

Communicating the image of products and territory

(AUTHORS: Devilla, Morittu)

Introduction

It is believed that in Sardinia the use of Sardinian and Italian language varieties in the naming and
communication of products is not much researched and taken care of in a reasoned manner in order
to enhance the territory. This aspect is of particular importance in the context of tourism
communication, considering that, as Giacomarra (2005, p. 14) pointed out, tourism is an act of
communication before being a practice. Economists pointed out years ago that tourism constitutes a
parallel sector to exporting, as it lends itself as a means of publicising local products. The use of
specialised websites and apps for trade makes communication even more essential. It is crucial since
regional products are a way to identify the locality, reflecting its territory and landscape. The
implementation of language and communication strategies can foster authentic communication with
the public, allowing not only to create a sense of brand ownership among residents, but also to tell
stories related to the territory and local culture. Moreover, such strategies can be a means of
differentiation from competitors.

The study aims to assess the degree of digital presence and communication strategies of small and
medium-sized enterprises in the wine sector with a view to tourism promotion. Companies in the
wine tourism sector will be considered. Aspects of strategic web marketing will be analysed: the
presence of an optimised company website, engaging digital content, a blog and educational content,
presence on the main social media, internationalisation, e-mail marketing and storytelling.

In addition, the project aims to study communication through words and images of Sardinian agri-
food products, particularly those in the wine sector. To this end, it is intended to develop an idea of
how local products should be presented externally, with ‘externally’ meaning tourist circuits and
national and international markets.

Communication means in this case:
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- The use of the Sardinian language in its alloglocal varieties, the use of Italian, English and
French as vehicular languages of international communication;

- the use of images and symbols, such as coats of arms and flags (e.g. a small tricolour mark to
indicate that the product is ‘Made in Italy’ or the flag of the Four Moors for Sardinian products)
Sardinian products);

- The use of linguistic communication, symbols and images to emphasise the precise territorial
expression of that product.

Materials and Methods

The project envisages a series of activities aimed at analysing and supporting the wine-growing
sector, including: the mapping of holdings, ethnographic surveys and data collection in the field, the
design and administration of targeted questionnaires for operators in the sector, and the processing of
results through statistical analyses. In addition, the organisation of conferences, workshops and
training days aimed at the direct involvement of key players in the wine sector is planned, with the
objective of promoting innovation and sustainability in business practices.

At present, the study has focused on the creation of a cognitive framework of the companies operating
in the wine sector in the region of Sardinia, with a particular focus on the provincial level. A data
search was conducted to identify sources covering the widest possible spectrum of companies of
interest, considering the different company sizes.

The research, carried out from October 2023 to April 2024, led to the mapping of 359 wineries and
farms (ATECO 11.02.10/11.02.20) in Sardinia. As a reference source, the wineries registered on the
‘Le Strade del Vino’ website were considered for a preliminary list. It was decided to use the
databases provided by the ‘Le Strade del Vino’ site as they proved to be the most complete and up-
to-date currently available. This data will then be cross-referenced and validated with other company
databases, such as those of the Chambers of Commerce, in order to consider only companies that
were active during the reference period of the Spoke 2 project.

The data collected were preliminarily divided into categories according to the presence or absence of
specific attributes. These included the presence of a website, the use of social networks for promotion,
the level of internationalisation of the professional site, and the communication aspects related to the
enhancement of local places and traditions. This organisation facilitated the analysis of digital and
marketing practices, paying particular attention to the use of technology for the promotion of the

company's territory and cultural heritage.
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Subsequently, a comparison was devised between Sardinia and Corsica, neighbouring and culturally
related island regions, with the aim of identifying similarities and differences in wine management,
to identify good practices that could be proposed in the Sardinian context.

Considering the volume of data collected and the timeframe of the project, the selection of the criteria
adopted led to the identification of a representative sample of nine Sardinian companies. This sample
was chosen to ensure a diversity of experiences and practices in the wine sector, thus facilitating a
more complete and meaningful comparative analysis. To complete the ongoing activities, it is
essential to proceed with the analysis through the administration of questionnaires. During the project,
collaboration has been established with Prof. Madau and Dr. Francesco Piras of the Department of
Agriculture (both involved in the eINS) to investigate a common cluster of companies. The analyses
will be conducted in parallel, allowing for fruitful interaction and exchange of ideas between the

different research lines.

Preliminary Data Analysis
The collected data were preliminarily organised according to the presence or absence of the following
attributes:

- Presence of a website;

- Use of social networks;

- Level of internationalisation of the professional website;

- Communication aspects related to the enhancement of local places and traditions.

Data shows that about 40% of the wineries are located in northern Sardinia, mainly in the provinces
of Sassari and Olbia-Tempio. The provinces of Ogliastra and Medio Campidano, on the other hand,
account for less than 5% of the total. Nuoro is the province with the highest concentration of holdings,
over 20%, followed by Olbia-Tempio (17%), Cagliari (15%), and Oristano (11%).

Table 5.1 - Distribution of the number of companies per province.

Province Total %

Sassari 82 22.84
Nuoro 74 20.61
Olbia-Tempio 60 16.71
Cagliari 53 14.76
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Oristano 39 10.86
Carbonia - Iglesias 34 9.47
Ogliastra 11 3.06
Medio Campidano 6 1.67
Overall total 359 100

Macroanalysis of the digital presence
Professional website
For each company, the presence of a professional website on the web was verified. The data
collected showed that more than 68% of the wineries have an online presence with a dedicated
professional website. However, the provinces with the lowest presence of companies online are

led by Nuoro, which has only 28 companies out of a total of 74 at provincial level.

Table 5.2 - Distribution per province of companies present or absent on the web with a professional website.

Province Site % No site %
Nuoro 46 18.8 28 24.56
Sassari 61 24.9 21 18.42
Cagliari 36 14.7 17 14.91
Olbia-Tempio 46 18.8 14 12.28
Carbonia - Iglesias 21 8.6 13 11.40
Oristano 26 10.6 13 11.40
Ogliastra 5 2.0 6 5.26
Medio Campidano 4 1.6 2 1.75
Overall total 245 100.0 114 100.00
% total 68.25 - 31.75 359.00

Social networks

A reading of the presence of companies on at least one of the main social networks analysed
(Facebook, Instagram, LinkedIn, X and YouTube) defines that 289 companies own at least one
of these channels. This number is higher than the number of companies with only a professional

website (245). Facebook and Instagram represent the largest channels used.
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Table 5.3 - Focus on the main social networks owned by companies.

Social Networks Yes No
Facebook 273 86
Instagram 221 71
LinkedIn 23 336
X 25 334
YouTube 10 349

Internationalisation

In an initial analysis of the language used in professional websites, it was found that 89 pages
are entirely in Italian, while 131 have at least one foreign language in addition to Italian. In a
subsequent phase of the study, an in-depth study is planned on the most frequently used foreign

languages, with particular attention also paid to minority languages.

Communicative aspects

About 60% (58.8%) present communicative aspects of interest relating to:

- Presentation of the territory;
- Presentation of aspects linked to the local Sardinian culture;
- Naming the productions with the use of lemmas, toponyms and anthroponyms of the Sardinian

language and other minority languages (e.g., Algherese, Gallurese, Tabarchino).

The 30% that do not propose communicative contents linked to the valorisation of the territory
and local traditions, represent a cluster of enterprises of interest to which the guidelines should

be addressed.

Comparative analysis

A comparison between two island realities that are geographically close and culturally akin, such as
Sardinia and Corsica, was conceived with the aim of identifying the similarities and differences that
characterise the two regions in relation to the theme of interest and with a view to identifying good
practices. In May 2024, an exploratory field survey was launched involving the selection of eight
wineries located in different regions of Corsica. The survey included a visit to the Interprofessional
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Council of Corsican Wines (Conseil Interprofessionnel des Vins de Corse), a key body for the
Corsican wine sector, which has been managing the sector's communication activities since 1997.
The main objective of this analysis was to identify comparative cases that could be used as examples
of good practice in order to understand the strategies adopted by Corsican wineries in terms of

sustainability and technological innovation.

Identification and Analysis of Case Studies

Considering the size and timing of the project, it was necessary to select companies to be
contacted and visited during the June-December period. Considering that this time interval
coincides with the work of the summer season and the grape harvest, a particularly busy period
for wine companies, particular attention was paid to selecting those companies with which
direct contacts already exist, in order to facilitate visits and optimise the availability of the
companies involved. Companies were selected on the basis of a number of specific criteria,
which guarantee the quality and relevance of the activities. Below are the criteria used and the

companies that met them.

The selection criteria were as follows:
Territory and Denominations: Holdings must be located in the following areas:
- Alghero

- Gallura

- South West Nuorese

- Campidano

- Oristano

- Ogliastra

- Campidano of Cagliari

Company form:

- Cooperative

- Company

- Individual firm

Productions:

- Conventional and certified productions

Enotouristic Activity:
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- Formal Wine Tourism Activity
Operational Site:
- Operational and functioning website

The selection of the criteria adopted led to the identification of a representative sample of nine

wineries, each meeting the parameters established for the research.

Table 5.4 - Sample of selected companies.

Name Location Province Website
Azienda Sedilesu Mamoiada Nuoro giuseppesedilesu.it
Tenute La Sabbiosa Calasetta Sud Sardegna tenutalasabbiosa.com
La Dolce Vigna Sorgono, Nuoro dolcevigna.it
Mandrolisai
Tenute Masone Mannu Monti Sassari tenutamasonemannu.it /
tenutamararelais.it
Cantina Santa Maria La Palma | Alghero Sassari santamarialapalma.it
Cantina Deperu Holler Localita Lu Sassari deperuholler.com
Scupaggiu,
Perfugas
Azienda Agricola Famiglia Orro | Oristano Oristano famigliaorro.it
Cantine Su’Entu Sanluri Sud Sardegna cantinesuentu.com
Antichi Poderi Jerzu Jerzu Nuoro jerzuantichipoderi.it

Planned activity and expected results

The next research will be a survey through questionnaire (drawn up by Dr. Morittu and Dr. Piras,
under the supervision of Prof. Devilla and Prof. Madau), consisting of a series of informative sections
including the personal information of the companies and owners, the digital promotion behaviour and
communication strategies adopted, the food and wine tourism offers proposed, the degree of
satisfaction of the demand for food and wine tourism, and a series of relevant information on winery
sales and how data is collected through CRM software.

Currently, based on the availability offered by the companies, only one visiting research was carried
out at the Deperu Holler winery located in Perfugas, on 23 July 2024. During the visit, an interview
was conducted with the owners of the companies, Mr Carlo Deperu and Ms Tatiana Holler, who

provided us with the necessary information for our studies. Questionnaires drawn up by us were
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administered and completed. The other eight wineries surveyed, however, considering their
unavailability due to their work commitments, were contacted by telephone and sent the questionnaire
by e-mail. To date, only three of the analysed wineries have responded.

The data collected through the questionnaires can be enriched with quantitative and qualitative data
packages already collected by organisations or research centres engaged in similar studies. The
findings will be particularly useful for Task 1.1, but some results may also be exploited for other
activities, such as Task 2.3, which envisages the collection and presentation of best practices, and for
Tasks 3.2 and 4.2, providing a basis for training days, events or conferences dedicated to rural tourism

and innovation for operators and institutions.

At the end of the study is expected the drafting of guidelines useful for the implementation and/or
improvement of the communication and digital strategies of the enterprises (where present) also
demonstrating economic improvements at the farm scale and redistribution of wealth to local

communities.

5.2 SMEs and rural tourism in Sardinia

(AUTHORS: Piras — Supervisors: Madau)

Introduction

Within the Department of Agriculture at the University of Sassari, the research project focuses on
innovation and digital transformation to promote economic recovery. It specifically emphasizes rural
and wine tourism and agri-food systems. The initiative seeks to integrate digital technologies into
traditional sectors (the wine sector in particular), improve business resilience, and promote the
sustainable development of local communities.

The research activities aim to strengthen the competitiveness of the tourism and cultural system of
Sardinia (particularly rural areas) by creating and disseminating new knowledge and developing
innovative skills in collaboration with the business sector and society in general as an innovation tool.
The research work is framed around several core objectives, in line with both the overall goals of the
eINS project and the specific goals of Spoke 2 - the sub-project dedicated to innovation and

sustainability for SMEs operating in TCH in rural markets:
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1. Monitoring and analyzing the rural areas, wine tourism, and cultural heritage activities,
providing real-time data for decision-making and strategic planning.

2. Technology Transfer: Facilitate the transfer of research outcomes into practical applications
for SMEs, converting academic findings into technological and digital improvements,
especially in agri-food systems and rural tourism.

3. Community Engagement and Sustainable Innovation: Foster participation and collaboration
among local rural communities on issues of sustainable innovation, ensuring that innovation

strategies meet economic and social needs.

These objectives are pursued within a three-year timeframe, focusing on enabling companies to adapt

to digital transitions while enhancing their overall competitiveness.

Material and Methods

Preferential attention is given to companies operating in rural areas that - in various forms - are placed
within the promotion and enhancement of food and wine tourism. In this sense, the research and
technology transfer action will be aimed at companies that transform and sell agri-food products -
especially in the wine and wine tourism sector - to those that carry out tourist reception, tasting, and
catering activities and to agricultural companies capable of differentiating in terms of supply through
agritourism activities - serving meals, tasting and overnight stays - connected to the main one.

On this side, companies are notably sensitive to increasing their capacity through innovation in
products, processes, and organization, as traced by the three critical strategic transitions (ecological,
digital, and social) and by the desires of the production system.

The research utilizes a multi-faceted approach to gather data, engage with SMEs, and develop best

cases for improving innovation and sustainability. The methodologies employed include:

Data Collection: identification (and analysis) of the critical elements to be strengthened in SMEs in
the TCH sector to develop strategies to improve competitiveness and innovation; identification,
mapping, and grouping of companies based on quantifiable characteristics. Data collection is done
through both desk research activities and field activities. A detailed questionnaire was designed and
administered to selected tourism and cultural heritage SMEs. The survey covers multiple dimensions,
including:
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- Company demographics: Basic company information such as size, location, and type of
activity (e.g., accommodation, food services, cultural activities).

- Digital engagement: Assessment of the companies’ use of digital marketing, including
websites, social media presence, and customer relationship management (CRM) software.

- Tourism offerings: Analysis of the wine tourism experiences, including wine tastings, guided
tours, and rural accommodation services.

- Sustainability initiatives: The extent to which companies have integrated sustainable practices

into their business models, particularly in organic and biodynamic agriculture.

Sampling and Geographical Representation: The selected companies were chosen based on
geographic diversity and their involvement in conventional and organic/biodynamic production.
Efforts were made to ensure a broad representation of corporate forms and tourism offerings across

different rural areas of Sardinia.

European Benchmarking: Participation in European programs such as Erasmus+ allowed for
benchmarking against best practices in the wine tourism sectors of Austria and Germany. The lessons
learned from these mobility experiences are being incorporated into local strategies to strengthen the

competitive position of Sardinian SMEs.

Data Analysis

Therefore, there are two forms of data analysis: desk analysis and field analysis, both of which are
carried out through the administration of a questionnaire.

As regards the desk analysis, we proceeded with a systematic review of the literature and with the
collection of secondary data from official sources such as censuses or sector publications. Data
analysis techniques such as cluster analysis and basic statistics were applied to these data.
Comparative Analysis: Insights from European best practices were used to perform a comparative
analysis, highlighting areas where Sardinian SMEs can improve, particularly in digital engagement
and wine tourism marketing.

The data collected from the surveys and monitoring activities were subjected to rigorous analysis to
identify critical gaps in the SMEs’ ability to innovate and adapt to emerging challenges. The essential

areas of study include:
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- Clustering of SMEs: Companies were classified into clusters based on size, type of service
(e.g., accommodation, food services, cultural experiences), and the extent of innovation
adoption. This clustering helps tailor specific strategies for different types of businesses,
ensuring that the innovation support is relevant and practical.

- Identification of Critical Elements: The analysis of survey responses and platform data
identified critical areas that need strengthening in the tourism and cultural heritage sector. These
include:

- Digital Transformation: Many SMEs in rural areas lag in digital marketing and customer
management, which are crucial for modern competitiveness.

This questionnaire consists of information sections that include the personal information of the
companies and their owners, digital promotion behaviors, proposed wine tourism offers, and
satisfied wine tourism demand. It ends with relevant information on sales in the cellar and on
the possible collection of data through the use of CRM software.

The questionnaire will be administered to 6 to 8 companies between September and December
2024. The companies were selected using a series of criteria that made it possible to guarantee
a wide geographical coverage, different corporate forms, and production that includes not only
conventional but also organic or biodynamic. A functioning website characterizes all
companies, and all have at least some form of wine tourism, even if it is embryonic.

The questionnaire is administered via email after telephone contact with the company managers
and through an interview during the company visit. Only one visit has been made to the Deperu
company in the municipality of Perfugas on 07/23/2024. The other questionnaires were
administered via email.

The information collected is inserted into an xIs file for subsequent re-elaboration. At present,
there are three responding companies.

The data collected through the questionnaires can be completed with a possible package of
quantitative/qualitative data already collected by organizations or research centres that have
been engaged in similar investigation activities for some time

The survey described above is fully functional for Task 1.1. Still, the results can be subsequently
used to benefit the activities planned in other tasks. of the activities to be carried out, also

regarding the other WPs.
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Expected Results

As regards the results of scientific productivity, at least one publication in SCOPUS and Web of
Science indexed journals is expected per year of activity, the presentation of research results through
participation as a speaker or co-speaker in at least one scientific meeting, the dissemination of the
results of the activity in at least one event organized with the involvement of businesses and local
stakeholders, the creation of at least one article and a newsletter to disseminate the results of the
activity to businesses and local stakeholders per year of activity, preparing or joining a research
project for further study of the topics covered.

More in detail, the research and development activities within the eINS project are expected to

produce the following outcomes:

- Scientific Output: The project aims to produce at least one peer-reviewed publication indexed
in SCOPUS or Web of Science each year. These publications will disseminate the findings on
the economic and technological challenges SMEs face in rural tourism and cultural heritage.
The publications are divided into newspaper and scientific journals (peer-to-peer).

- Knowledge Transfer and Dissemination: Research results are presented at national and
international conferences. Participation in conferences and public meetings to disseminate
research results as a speaker and institutional activities and participation in conferences and

public meetings.

127




Finanziato Ministero s . y UNISS
dall'Unione europea v dell'Universita Italiadomani IVERSITA
NextGenerationEU S e della Ricerca DI RIFRESA £ RESILIENZA DI :};;::}::m

6 Experiential Tourism

6.1 Epigenetics, Longevity and Artificial Intelligence. Science and technology

for the enhancement of science tourism

(AUTHOR: Pische)

Introduction

Sardinia is known for the exceptional longevity of its population, particularly the Ogliastra region
identified as ‘Longevity Blue Zones (LBZ)’, where the number of centenarians is significantly higher
than the global average. There are other Longevity Blue Zones around the world, such as Okinawa in
Japan, the Nicoya Peninsula in Costa Rica, Loma Linda in California, Icaria in Greece, all geographic
areas characterised by a significant percentage of residents living exceptionally long lives, often
avoiding age-related disability to a significantly greater extent than the Western lifestyle (Aliberti et
al., 2024).

Longevity is rightly regarded as one of the greatest achievements of modern society, not only as a
function of lifespan but, more importantly, as a function of healthspan (Aliberti et al., 2022).
Longevity can be achieved at an advanced age, but what makes the long-lived distinctive from others
is good health.

Longevity is measured by age and a person who is at least eighty-five years old is usually considered
long-lived. Each year lived at a very advanced age is significantly more extraordinary than the
previous one, because the extreme limits of human life span have been reached. Centenarians,
therefore, are individuals who have reached an exceptionally advanced age (Kannisto, 1994; Smith,
1997).

Considering these discoveries, it has become almost indispensable to provide a scientific explanation
for the secret of longevity. For a long time, it was assumed that the determining factor behind a long
and healthy life was genetics: a specific gene expression pattern was believed to be the most plausible
scientific explanation. However, some research suggested that pure genetics (genetic inheritance)
contributes around 20-30% of an individual's longevity. This meant a decisive breakthrough in the
study of the above-mentioned context; it was necessary to look at the longevity phenomenon from
another point of view, such as the environmental context. The Danish Twin Study 1 established that
only about 20% of a person's average lifespan is dictated by our genes, while the other 80% is dictated

by our lifestyle (Herskind et al., 1996; Kirkwood, 2005).
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Epigenetics is emerging as a field of study, focusing on heritable changes in gene expression that do
not involve alterations in the DNA sequence. These changes are influenced by environmental,
behavioral, and physiological factors, and can regulate the activation or silencing of specific genes
through chemical mechanisms such as DNA methylation, histone modifications, and microRNA
activity. These epigenetic processes can be reversible, though some may be transmitted to daughter
cells during cell division and, in certain cases, even inherited by subsequent generations (Bird, 2007).
Epigenetics thus acts as an interface between genes and the environment, modulating genetic activity
in response to external stimuli such as nutrition, stress, chemical exposure, and psychosocial factors.
Such epigenetic modifications can have a significant impact on development, metabolism, and
disease susceptibility, and are becoming increasingly central to the study of longevity, mental health,
and chronic diseases (Allis & Jenuwein, 2016).

It is becoming increasingly clear that genetics alone cannot fully explain longevity. In fact, all
individuals who reach advanced age, both historically and today, exhibit an exceptional sense of well-
being, with a near absence of chronic or degenerative diseases commonly associated with ageing.
These long-lived individuals are born, raised, and spend their lives in their native regions, following
a simple diet based on local and fully organic produce. Most have worked in agriculture, animal
husbandry, or cultivation, and have consumed pure water directly sourced from springs located in the
areas identified as longevity hotspots. Furthermore, a crucial factor is the strong connection with
family and community. In addition to physical labour and natural products, having a well-defined
role in society and being regarded as a point of reference within the family contribute to maintaining
vitality and mental well-being among the elderly. In our research, we refer to individuals aged
between 95 and 103, all of whom remain fully connected to their time and environment.

Dan Buettner was one of the pioneers in studying epigenetics as applied to longevity, asserting that
factors such as the environment, diet, and lifestyle play a fundamental role in achieving a long, healthy
life. His work has brought greater media attention to the importance of environmental factors and
their role in longevity. In his book Blue Zones: Lessons From the World's Longest Lived, published
in the American Journal of Lifestyle Medicine, Buettner argues that while it may seem that reaching
100 years of age requires winning the genetic lottery, many individuals have the ability to live into
their early 90s largely free of chronic diseases. Blue Zones identified nine evidence-based common

denominators among the world’s centenarians that are believed to slow the aging process:
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- Move Naturally. The world’s longest-lived people don’t lift weights, run marathons, or go to
gyms. Instead, they live in environments that naturally encourage movement. They tend gardens
and do not rely on mechanical conveniences for housework and yard maintenance.

- Purpose. Okinawans call it Ikigai, and the Nicoyans refer to it as plan de vida; for both, it
translates to “why I wake up in the morning.” Knowing your sense of purpose is said to add up
to seven years of extra life expectancy.

- Downshift. Even people in Blue Zones experience stress. Stress leads to chronic inflammation,
which is linked to all major age-related diseases. However, the world’s longest-lived people
have routines to shed stress. Okinawans take a few moments each day to remember their
ancestors; Adventists pray; Ikarians nap; and Sardinians enjoy a happy hour.

- 80% Rule. Hara hachi bu, a 2,500-year-old Confucian mantra practiced by Okinawans,
reminds them to stop eating when their stomachs are 80% full. The 20% gap between not being
hungry and feeling full could be the difference between losing or gaining weight. People in
Blue Zones eat their smallest meal in the late afternoon or early evening and then do not eat for
the rest of the day.

- Plant Slant. Beans, including fava beans, black beans, soybeans, and lentils, are the
cornerstone of most centenarians' diets. Meat—mostly pork—is consumed on average only five
times a month, with portions being 3 to 4 ounces, roughly the size of a deck of cards.

- Wine. Except for Adventists, people in all Blue Zones drink alcohol moderately and regularly.
Moderate drinkers outlive non-drinkers. The key is to consume 1 to 2 glasses a day (preferably
Sardinian Cannonau wine), with friends or with food. And no, you cannot save up all week and
have 14 drinks on Saturday.

- Belong. All but five of the 263 centenarians interviewed belonged to some faith-based
community. The denomination doesn’t seem to matter. Research shows that attending faith-
based services four times per month can add 4 to 14 years of life expectancy.

- Family First. Successful centenarians in Blue Zones put their families first. This means
keeping ageing parents and grandparents nearby or in the home (which lowers disease and
mortality rates of children in the home as well). They also commit to a life partner (which can
add up to 3 years of life expectancy) and invest time and love in their children (who are more
likely to care for ageing parents when the time comes).

- Right Tribe. The world’s longest-lived people either choose or are born into social circles that

support healthy behaviors. Okinawans create moais, groups of five friends that commit to each
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other for life. Research from the Framingham Studies (Christakis & Fowler, 2007) shows that
smoking, obesity, happiness, and even loneliness is contagious. Therefore, the social networks
of long-lived individuals have favourably shaped their health behaviours (Buettner & Skemp,
2016).

In keeping with information from accurate research conducted by the world's leading scholars, our
research group also focuses on the importance of the environmental context, understood as the living
environment, diet, lifestyle and socio-cultural role of our long-lived people in the land of Ogliastra.
The multiple information gathered in the field confirmed the various aspects mentioned above,
leading to the conclusion that it is essential to focus on the environmental context in order to expand
the knowledge already widely mentioned. Indeed, the phenomenon of longevity has acquired
considerable relevance not only from a scientific point of view, but also as an enhancement of the
territory, culture and traditions, considered a cultural heritage to be safeguarded and relaunched as a
tool to promote an area that, in some respects, is still uncontaminated but rich in significance, capable
of attracting the attention of an increasingly demanding and sustainable tourism.

The concept of Scientific Tourism can take on different meanings. One of the most common
definitions in scientific and other literature is to identify it as a type of tourism that focuses on offering
experiences related to science, nature and cultural heritage, with the aim of educating, entertaining
and stimulating the curiosity of visitors. It is a growing sector that combines a passion for discovery
with an interest in science, a rather recent and constantly evolving concept, as it is absolutely new not
only in the scientific scenario but also in the tourism context. The key elements that characterise this

type of tourism are:

-Interaction with the territory, discovering the natural and cultural heritage through a scientific
lens.

-Scientific dissemination, conveying scientific concepts in a simple and comprehensible way to
a wide and non-expert audience.

-Science-related experiences, e.g., visits to research laboratories, science museums,

astronomical observatories, nature parks.

This leads to an understanding, at least in part, of the motivations for promoting scientific tourism,

the keyword of which is undoubtedly Innovation, thus offering increasingly original and engaging
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experiences that can attract and satisfy an increasingly demanding tourism. Scientific Tourism can
contribute to the eco-sustainable development of territories, enhancing the natural and cultural
heritage and creating new economic opportunities for SMESs in the area, without forgetting awareness
of environmental issues, climate change and the importance of respect for nature.

Paolo Fabbri is one of the leading geotourism experts in Italy, dedicating numerous studies to
scientific tourism, particularly geotourism. His book ‘Geotourism: enhancing the geological heritage’
is a fundamental reference point for those wishing to learn more about this topic. The Italian
Association for Scientific Dissemination (AIF) promotes scientific dissemination in Italy and
organises numerous events and initiatives related to scientific tourism. Scientific journals, such as
Annals of Tourism Research, Journal of Travel Research and Tourism Management, regularly publish
articles on scientific tourism, analysing its various facets and potential.

To date, there is no certain identity of what the concept of Scientific Tourism may be, it embraces a
multiplicity of disciplinary areas that have as their ultimate goal the enhancement of the territory,
economic development, education and awareness of environmental issues (Consiglio Nazionale delle
Ricerche, 2021; Temporelli, 2022; Treves, n.d.).

The topics of scientific tourism are very diverse, e.g., ranging from archaeology to geology, from

information technology to agriculture.

Scope of the research

The aim of this research is to try to give an innovative slant to the concept of longevity and wellbeing,
aimed at enhancing the territory based on solid scientific evidence, but from a tourism perspective.
This is certainly a niche tourism, focused on uncontaminated environments and direct contact with
the authenticity of the territory. The proposed approach is unique, with activities aimed at enhancing
the perception of wellbeing, taking as an example the model offered by the long-lived Sardinians of
Ogliastra and known for a surprising epigenetic profile, placing them in an innovative context called
Scientific Tourism. This type of experience, already widespread in various parts of the world, is less
known in Sardinia, but is emerging as a new trend, thanks to the presence of visitors who explore the
island in non-summer seasons and in areas little frequented by mass tourism, characterised by difficult
access and a limited offer of services and luxury accommodation. This phenomenon reflects the
growing demand, especially from foreign tourists, for an authentic and close contact with nature,
fascinated by the profound significance of an area little explored, but rich in values and benefits.

These concern not only the environment, but also good food, direct interaction with the local
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population and a true understanding of the essence of Sardinia, recognised as an extraordinary land
of longevity.

This study focuses on Health and Well-being, starting from solid scientific foundations and turning
them into usable resources. The objective is to offer concrete support to the new tourism promotion

policies, which aim to enhance the territory in a more modern and innovative way, such as:

- through scientific education activities through tourism;

- offering unique learning experiences in the area;

- involving visitors in scientific research, with guided tours inside facilities dedicated to
research activities. In Sardinia, in Perdasdefogu (Ogliastra), research on Scientific Tourism is
developed in the Science and Health Research Pole, located within the Military Polygon and

designed ad hoc to deepen the themes illustrated so far and attract the most demanding tourism.

Materials and Methods

Artificial Intelligence

SDRIVE System (S-Drive Italia, n.d.): it is an innovative tool that allows non-invasive analysis,
in just a few minutes (15 minutes for each sample), is able to process information on the health
status of cells, providing a complete picture of the well-being of the selected population through
the analysis of the hair bulb or saliva sample of about 800 markers: vitamins, amino acids,
minerals, EFA, antioxidants, food/dietary additives, toxins, electromagnetic interference,
essential fatty acids. Hair and/or saliva analysis returns epigenetic indicators related to
nutritional and environmental stress, providing an important source of comprehensive data to
demonstrate how lifestyle and environment can influence longevity. The S-Drive technology
made it possible to analyses and process the extensive data quickly, extrapolating statistically
tested spreadsheets for the consequential comparison of geographic areas characterised by the
presence of numerous longevities. This extraordinary technology opens new doors to the
understanding of biological processes and the evaluation of environmental influences on our
organism. Its reliable results, non-invasive approach and accessibility at low cost make it a real
benchmark in epigenetic research. The extrapolated data are returned in the form of clear and
comprehensible graphs and reports. A summary table provides an immediate and necessary
overview to identify the main areas on which attention should be focused. The ultimate goal is

to reshape the potential of a technology, which until now has mainly been used in patients only
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as a nutritional approach. The data processed may be presented in protected form as a popular
and/or scientific report in order to promote Ogliastra as a lifestyle model, accessible to anyone
wishing to experience a social system anchored to the combination of long life, environment

and wellness.

Hotel facilities

a) Margaida Boutique Hotel accommodation in Cala Gonone, a well-known tourist resort in
the central-eastern area of Sardinia, a hamlet of the municipality of Dorgali, in the province of
Nuoro. It has a population of 1618 (Italia in dettaglio, n.d.) and over the last few decades has
become the central area for the Dorgali economy, well known for its unique combination of
crystal-clear sea and pristine mountains. A seaside town, the village is located in the Gulf of
Orosei, to the east of the island and in the Supramonte area. Among other things, the locality is
included in the National Park of the Gulf of Orosei and Gennargentu, with a protected area of
over 74,000 hectares. Cala Gonone is also the privileged custodian of one of the most beautiful
and attractive coastlines in the Mediterranean (Sardegna Info, n.d.). It is a SPA, Margaida
Boutique Hotel, already engaged in a personal wellness project linked to longevity, has decided
to embrace our innovative project of enhancing the territory to give greater impetus to the tourist
proposal already underway, in order to promote itself as a structure capable of offering its guests
a unique experience in the name of health and wellness (Margaida Boutique Hotel SPA, n.d.).

b) Centro Benessere Shardana (n.d.) accommaodation facility in Samugheo, located in the centre
of Sardinia, framed by dense vegetation, rocky gorges and crystal-clear water sources, it is also
part of the Authentic Villages of Italy and offers its visitors a rich array of cultural, scenic and
food and wine experiences. With almost 3,000 inhabitants, it is located in the province of
Oristano and belongs to the Mandrolisai geographical area. It is known as the capital of textile
craftsmanship, famous for its ancient buildings, folklore, carnival tradition, sweets and typical
bread. The tourism sector is flourishing all year round, from the first weeks to the last months
(Samugheo Cultura e Territorio, n.d.). The wellness centre has decided to experiment with our
proposal for an innovative longevity, health and wellness itinerary, to make the wellness path
inside the SPA unique and to promote the territory in a unique and totally new way.

c) Ancora piu Bella wellness centre in Porto Torres, an Italian municipality of 20,895
inhabitants in the metropolitan network of northern Sardinia, in the province of Sassari and the

provincial industrial consortium. The ancient capital of the Giudicato of Torres-Logudoro with
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the name of Torres, it was of great prestige in the Sardinian context for many centuries in
particular for the presence of its port. Situated inside the Gulf of Asinara in a strategic position,
it has a territory of 10 200 hectares, exactly half of which are made up of the Piana and Asinara
islands, home to the national park of the same name (Sardegna Turismo, n.d.). The wellness
centre has included our health and wellness pathway proposal to further customise the
treatments offered not only to regular customers, but also to tourists. Porto Torres, being a port
city, has seen a considerable increase in visitors in recent years, adapting to meet the growing
needs of new customers. Offering a customised itinerary to tourists who choose Porto Torres
as their destination, even if only passing through or as accommodation, is an added value and
an innovation for the Turritan town.

d) FITOMEDITERRANEA (n.d.), a leader company in Sardinia (Selargius, CA) in the field of
professional phytoceutical cosmetics for beauty centers and spas. It has developed increasingly
innovative products suited to the needs of the beauty market with increasingly specific and
cutting-edge eco-dermo-compatible phytoceutical formulations through biotechnological and
epigenetic research

and innovation. It embraces the epigenetic and innovation research project by supporting and

promoting the use of S-Drive artificial intelligence in wellness centers and SPA in Sardinia.

Results

The data collected through the use of the artificial intelligence S-Drive have made it possible to draw
a complete and rather detailed picture of all the indicators of epigenetic factors known to date. The
mapping of the above-mentioned indicators primarily concerned the long-lived population of
Perdasdefogu (Ogliastra), outlining a clear picture of environmental influences that represent our
epigenetic reference block. The second sample that became part of this study is represented by a
Random Population tested within the reference accommodation. The comparison of the different
epigenetic profiles revealed interesting differences in metabolic function as well as in actual
perception of health and well-being.
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Metabolic Support System - Longevity Population
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Figure 6.1 - Metabolic systems supporting the longevity population.

The analysis of the epigenetic factors of Ogliastra's centenarians, focusing on cellular metabolic
functionality at the systemic level and the presence of specific biomarkers of environmental stress,
has revealed a distinctive profile, illustrated in Figure 1. This profile provides an overview of their
perception of health and wellbeing, demonstrating that, despite their advanced age, these individuals
present a remarkable state of physical and mental health. Although some deficiencies may be
attributed to physiological ageing, epigenetic mapping suggests efficient functioning of key metabolic
systems, such as inflammation/oxidative stress, intestinal system, adrenergic system, cardiovascular
system and detoxification system, suggesting that longevity does not significantly compromise

perceptions of health and well-being.
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Metabolic Support System - Random SPA Population
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Figure 6.2 - Metabolic systems supporting the Random SPA Population.

The mapping of epigenetic factors on a random population, aged between 50 and 60 years, within the
above-mentioned accommodation facilities revealed a metabolic activity profile in distress at a
systemic level (Figure 2). This result, although surprising, clearly reflects the current lifestyles of the

test takers and the way the body reacts to stimuli from the environment in which one lives and works.
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Figure 6.3 - Comparative Supportive Metabolic Systems: Longevity Population vs. Random SPA Population.

The comparison of epigenetic profiles shown in Figure 3 highlights a marked difference in the
perception of health and well-being between the Longevity Population and the Random SPA
Population. The Sardinian centenarians reflect a systemic metabolic balance that ensures an excellent
physical and mental condition. In contrast, the Random SPA Population exhibits significant
alterations in metabolic system functioning, with notable deficiencies in the adrenergic system,

intestinal system, and emotional well-being.

Comparative Analysis of Minerals
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Figure 6.4 - Comparative analysis Minerals Longevity Population vs Random SPA Population.

The results illustrated in Figure 4 highlight a good balance in mineral concentrations within the Long-
Lived Population compared to those observed in the Random SPA Population. A more pronounced
deficiency of Lithium, Sodium, and Zinc is noted, which has negative impacts on cognitive capacity,
immune system functionality, and electrolyte balance among the centenarians. However, the most
significant finding regarding minerals is the notable deficiency of Copper in the Random Population
tested in the SPAs. Copper is an essential element for the body, as it plays a critical role in energy
production (ATP), maintenance of tissue structure, and, in particular, cellular protection against
oxidative damage. This suggests that the majority of the Random Population may be more susceptible
to impairments in hematological, neurological, skeletal functions, and cellular aging.
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Comparative Analysis of Antioxidants
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Figure 6.5 - Comparative Analysis of Antioxidants Longevity Population vs Random SPA Population.

The comparison of the epigenetic profile related to antioxidants (Figure 5) shows that the Longevity
Population exhibits a greater ability to counteract the action of free radicals, the primary culprits of
cellular and tissue aging. In contrast, an increase in oxidative stress is observed in the Random SPA
Population, particularly highlighted by a deficiency in alpha-lipoic acid, an exceptionally versatile
antioxidant capable of functioning in various cellular environments, and also supporting the
regeneration of other antioxidants. Its synergistic action in protecting cells, recovering antioxidants,
improving glucose metabolism,

regulating inflammatory processes, and safeguarding mitochondria from oxidative damage, makes it

essential in the fight against oxidative stress and cellular aging.

Comparative Analysis of Vitamins
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Figure 6.6 - Comparative Analysis of Vitamins Longevity Population vs Random SPA Population.
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Figure 6 shows the comparison of the epigenetic profile of vitamins between the Longevity
Population and the Random SPA Population. The overlaid results show that the Ogliastra
centenarians are able to retain and metabolize more efficiently most of the vitamins taken through the
diet than the Random SPA Population. In the latter, there are significant deficiencies of betaine,
vitamin C and vitamin K2. Betaine deficiency can cause an increase in homocysteine, raising the risk
of cardiovascular diseases and metabolic disorders. A lack of vitamin C weakens the immune system
and increases oxidative stress, while a vitamin K2 deficiency compromises bone and cardiovascular

health, increasing the risk of osteoporosis and arterial calcification.

Comparative Analysis of Amino Acid
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Figure 6.7 - Comparative Analysis of Amino Acid Longevity Population vs Random SPA Population.

The comparison of the results for the amino acid category (Figure 7) highlights the extraordinary
bioavailability of the Longevity Population: in despite a rather simple and not very varied diet, the
amino acid metabolism of the Ogliastra centenarians proves to be particularly efficient in assimilating
these nutrients. In contrast, the Random SPA population shows an evident deficiency of almost all

the amino acids analyzed.
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Comparative Analysis of Fatty Acids
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Figure 6.8 - Comparative Analysis of Fatty Acids Longevity Population vs Random SPA Population.

Comparative Analysis of Environmental Damage Indicators
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Figure 6.9 - Comparative Analysis of Environmental Damage Indicators Longevity Population vs Random SPA Population.

The metabolic profile related to fatty acids reveals a similar balance between the two populations
analyzed. However, the Longevity Population shows a higher capacity for absorption and utilization
of fatty acids, particularly Arachidonic Acid - 6 (AA), which is essential for inflammatory response
and the body's protection against infections. This result, shown in Figure 8, suggests that the
centenarians are less prone to diseases such as arthritis, cardiovascular diseases, and autoimmune
disorders.

The analysis of the results from the environmental stress tests (Figure 9) provides significant insights

into the environment in which the examined populations live and work. The presence of toxic metals
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in the longevity population can be attributed to the homemade preparation of ammunition
(lead/arsenic) and homemade galenic phytochemicals used for plant disinfestation, based on copper
sulfate. Given the accumulation of these metals in their bodies since a young age, and the absence of
inflammation markers (Figure 8), it can be inferred that the centenarians are capable of metabolizing
heavy metals without experiencing organic damage. In contrast, the high levels of chemicals and

hydrocarbons observed in the Random SPA Population indicate significant air pollution, consistent

&

with the well-documented impact of current climate changes.

Comparative Analysis of Interference Frequency Indicators

L & &S S &

S

== T - T 7 B - 4 I = N |
B

”
%F

o)

R —
oy

"’@F

& & & & J
A O O O A A I PGS
QU Y S R PO 3
® F o F & T & &
S I & &
\Qf-’ & @Q‘ \é’ 6\0 ‘QP‘ [%) Qf‘ <
é, oé\ < < & § \Q’Q
&(\ A~ A\ q,‘Q'c e\és‘
S & &

M Longevity Population ® Random SPA Population

Figure 6.10 - Comparative Analysis of Inteference Frequency Indicators Longevity Population vs Random SPA Population.

The results related to Frequency Interference Indicators (Figure 10) suggest the influence of the

modern era on the lives of the Longevity Population:

- Cell phones: Although recently introduced, they show significant perceived interference, as
indicated by S-Drive, which is likely related to the constant physical proximity of the device,
both day and night. The elderly, under the advice of their families, keep the device on and within
reach, even though they do not use it as frequently as the modern population does.

- Constant magnetic fields: These are attributed to the recently installed environmental devices

in their homes.
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- Microwaves: A tool of the modern age, used by family members to heat home-cooked meals
stored for later consumption. This prevents the elderly from the potentially dangerous use of
gas stoves.

Discussion

The aim of the study was to conduct an in-depth analysis that succeeds in being a common thread
among the many research, scientific and otherwise, that revolve around the concept of Longevity and
Scientific Tourism. The main objective is to carry out a complete population study using a machine
with S-Drive technology with innovative application capable of mapping epigenetic factors in the
population to demonstrate how longevity is influenced not only by genetic factors, but above all by
reversible and heritable chemical modifications of DNA, capable of modulating the expression of
functional genes. The technical, scientific training and professional consultancy support for each
report has been crucial, as the notions of biochemistry, chemistry and physics are crucial to a logical
and scientific explanation for each of the epigenetic factors that the S-Drive artificial intelligence
reveals in each test performed.

For the study and processing of the innovative results with no back literature, it was necessary to
attend an ad hoc training course with a computer-scientific imprint. The knowledge acquired was
reverberated in as many information and training courses within companies and accommodation
facilities in order to propagate the qualities and countless fields of application of artificial intelligence
to improve the tourist offer. The positive responses to the innovative approach within the SPA
accommodation facilities were numerous and, in a short time span (18 months), provided rather
interesting data on the objective perception (epigenetic factors) of health and wellbeing, consolidated
by the scientific evidence provided by the epigenetic isolate of the long-lived people of Ogliastra,

which represents the control report of a healthy population.

Conclusions

The S-Drive artificial intelligence has proven to be an innovative and currently unique tool for
highlighting the epigenetic factors that characterize individual subjects. It allows for qualitative and
guantitative analyses that are comparable with one another. In this specific study, comparisons were
made between the Longevity Population of Ogliastra (Epigenetic Isolate) and the Random SPA
Population along with accommaodation facilities.
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The idea of “modernizing” the tourism offering through epigenetic analysis appeared necessary to
initiate an innovative process that contributes to delineating the concept of Scientific Tourism
according to scientific and objective parameters.

A detailed analysis of the Sardinian territorial context was thus launched to assess the quality and
potential of tourism proposals, existing facilities, and weaknesses within the tourism market. This
assessment was not limited to the areas included in the sampling related to the elderly but was
expanded to cover the entire territory to identify new ideas and possible improvements. The
satisfaction index from the companies that participated in the project was high, as the innovative
health and wellness path proposed in their respective facilities had a very positive economic impact.
This confirmed the adherence to the proposal of the innovative tourism package focused on
epigenetics, health, and wellness in subsequent seasons. It also suggested that these facilities keep
open throughout the year, not just during the summer months, to benefit the local population.

The transformation of the ‘“scientific pathway” into a “tourist package” reveals an innovative
opportunity for statistically relevant epigenetic studies and business growth for SPAs and wellness

accommodation facilities.
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7 Conclusion

(AUTHORS: Camerada, Malvica, Lampreu, Cuomo)

Overall, the present deliverable has been structured with the aim of providing an operational
perspective on the entrepreneurial landscape in Sardinia, rather than a general overview (which was
addressed in a previous document). The sections division according to the specialization of the CM
was intended to emphasize such a choice, focusing on specific aspects of the integration of TCH
SMEs to understand the type of intervention needed in the Region.

The decision to dedicate the first part of the document to the implementation of a study concerning
the baseline digital maturity of SMEs was made with the intent to establish, within Task T1.1-1, a
tree-structure where the roots represent awareness of the degree of digitalization within Sardinia’s
entrepreneurial landscape. From this foundation, investigations with specific application fields were
conducted, moving from analyses centered on innovation, competitiveness, and communication to
focus on types of tourism sectors.

In sum, what emerged is a widespread presence of digitalization across various sectors, though
without concrete realization of the indicators targeted by the project. Sardinia presents a context rich
in heritage with great potential, which, due to its heterogeneity, requires an effective and efficient
communication strategy. The analyses conducted by CM allow for the identification of key terms
within heterogeneous studies, which, in any case, connect individual areas of interest and

intervention.
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Figure 7.1 - Structure developed with the CM research for Task 1.1-1

As illustrated in the Figure 1, assessing the current level of digital maturity among TCH SMEs serves
as the foundation for all subsequent considerations, which proceed through the framing of specific

concepts:

- Innovation: This involves enhancing the general skills of companies by enabling access to
tools (i.e., software and hardware) that can make them competitive and interconnected in
national and international markets. The challenge, therefore, is to overcome deficiencies in
digital infrastructure and to improve the use of digital tools.

- Communication: Digitalization materializes through a new mode of information exchange
that, broadly speaking, requires embracing so-called social media tourism. User-Generated
Content (UGC) and artificial environments (e.g., VR, AR, mixed realities) are now integral to
all tourism specializations, aligning with the communication models of the contemporary
tourist. Accordingly, it is essential for companies to engage the visitor with the destination,
showcasing the product through specific interest-sustaining strategies (e.g., gamification).

- Cultural tourism: Defining cultural tourism is complex. This macro-category, moving beyond
the outdated nature-culture dichotomy, spans archaeological sites to artisan craftsmanship, and

ethnology interests to heritage. For this reason, it faces a risk of fragmentation, where
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coordination among stakeholders at various levels may be lacking, hindering preservation as
well as innovation plans. It is thus essential to intervene through the aforementioned
communication strategies and by implementing strategic and synergistic vision models (as
demonstrated by the High Gallura case study, where both SMEs and the local community
recognized the benefits of shared communication). Achieving this requires bridging gaps
among various actors and providing data-sharing tools.

- Experiential tourism: The example of science tourism presented in this deliverable is but one
case of experiential tourism, which embodies a broader philosophy of connecting with tourists
and visitors who seek new, customizable storytelling, allowing them an active role in defining
the destination itself. Therefore, it is advisable to promote, among regional SMEs, competencies
in destination management, User Experience (UX) and User-Centered Design, as well as in
offer personalization, by developing the ability to identify and leverage tourism types that can

be tailored to the specific area.

The content of this document ultimately provided valuable insights into the needs and opportunities
present within the entrepreneurial fabric of Sardinia. Through a correlated plan for training and
technology transfer, the Spoke 2 is specifically designed to deliver an innovation ecosystem rooted
in a bottom-up approach. Such an approach remains highly attuned to the unique characteristics of
the region, where specific enterprises operate and could require an integration and support to thrive.
The proposed, interdisciplinary perspective fosters a greater alignment between local business needs
and regional innovation strategies, promoting a sustainable and inclusive growth model for the TCH

entrepreneurial sector.
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9 Attached document

Progetto eINS - Ecosystem of Innovation for Next Generation Sardinia (ECS00000038) finanziato a
valere sul PIANO NAZIONALE DI RIPRESA E RESILIENZA (PNRR) — MISSIONE 4 COMPONENTE
2, "Dalla ricerca all'impresa” INVESTIMENTO 1.5, "Creazione e rafforzamento di "Ecosistemi
dell'innovazione" costruzione di "Leader Territoriali di R&S"

e.INS rappresenta un Ecosistema dell’Innovazione all’interno del quale le Universita sarde di Sassari e
Cagliari, la Regione Autonoma della Sardegna e altri Enti pubblici e privati collaborano per rafforzare il
legame tra il sistema della ricerca, il tessuto produttivo e le istituzioni territoriali, e realizzare luoghi di
contaminazione sul territorio regionale.

Il seguente questionario € rivolto ai titolari/gestori delle imprese ed ¢ finalizzato alla realizzazione di una piu
efficiente organizzazione del programma di accompagnamento delle PMI verso obiettivi coerenti con i processi
di transizione digitale e trasferimento tecnologico che I'Ecosistema intende raggiungere.

[

Dichiaro di aver letto I’informativa per il trattamento dei dati personali accessibile tramite QR code e
acconsento al trattamento dei miei dati per finalita legate al progetto e.INS

Dichiaro di aver ricevuto tutte le informazioni necessarie e di partecipare volontariamente alla presente
ricerca, compilando il questionario

SEZIONE 1 - PRESENZA ONLINE

1. La Sua azienda ¢ presente sul web? Si No (se no, vai alla domanda 6)

2. Possiede un sito web I No

3. E presente sui social | No

4 Chi si occupa di gestire il sito web e i Social? Il titolare Un dipendente Un consulente

(puo selezionare piu risposte)

5. Con quale frequenza vengono aggiornati i contenuti web?

Ogni giorno

Imeno una volta alla settimana

Imeno una volta al mese

Almeno una volta durante la stagione di lavoro

Meno di una volta all’anno
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6. La Sua impresa ha un piano di marketing digitale definito? Sl No

7. Indichi se |

a Sua impresa sarebbe interessata alle seguenti attivita di formazione:

(puo selezionare piu risposte)

SEZIONE 2 -

8. Utilizza i se

ERP per

Booking

Soluzion

SEZIONE 3 -

Altro (specificare):

Gestione sito web aziendale
Gestione account Social aziendale

Vendita di beni o servizi on line

STRUMENTI TECNOLOGICI E PROCESSI DIGITALI

guenti sistemi e strumenti nella sua azienda? (puo selezionare piu risposte)

ottimizzare la turnazione dei dipendenti, il magazzino o la contabilita

Engine o sistemi per la gestione delle prenotazioni (Channel Manager)

CRM per gestire le relazioni e interazioni con i clienti

i cloud (sistemi ospitati su server e accessibili via Internet) per la gestione dei dati e processi aziendali

Analisi dei dati per monitorare gli accessi al sito web aziendale (es. Google Analytics)

Soluzioni di comunicazione digitale (es. videoconferenze, chat aziendali)

SICUREZZA INFORMATICA

9. La Sua impresa adotta misure di sicurezza informatica (es. software antivirus aggiornato)? Sl No

SEZIONE 4 -

10. La Sua im

REALTA VIRTUALE E AUMENTATA

presa impiega sistemi di ""'mixed reality" (MR) ovvero realta aumentata e/o realta virtuale?

Si

No

SEZIONES -

INTERNET OF THINGS E INTELLIGENZA ARTIFICIALE

11. La Sua impresa si serve di tecnologie moderne (dispositivi monitorati e/o gestiti da remoto, es. termostati,

illuminazione

, serrature, videocamere di sicurezza intelligenti, chatbot, sistemi per la traduzione automatica di

testo o voce nelle diverse lingue, sistemi di automazione delle attivita o dei processi aziendali?

Si

SEZIONE 6 -

No Se Si specificare:

FORMAZIONE E ADOZIONE DI TECNOLOGIE EMERGENT]I

12. La Sua impresa fornisce formazione ai dipendenti sull’uso delle tecnologie digitali? Si No
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13. Ha intenzione di investire in nuove tecnologie digitali nei prossimi 12 mesi? Si No

14. Se si, quali attivita vorrebbe migliorare attraverso I’adozione di nuove tecnologie?
(puo selezionare piul risposte)

Gestione dei processi aziendali

Analisi dei dati e business intelligence

Comunicazione interna ed esterna

Automazione dei processi

Gestione delle interazioni e relazione con i clienti

Altro (specificare):

SEZIONE 7 - INFORMAZIONI SULL’IMPRESA

Eta del titolare dell’impresa:

Genere di appartenenza: Femminile Maschile Preferisco non rispondere Altro (specificare):

Denominazione dell’impresa:

Forma giuridica:

Ditta individuale

Societa di capitali

Societa di persone

Cooperativa

Attivita libero professionale

Altro (specificare):

Modello di gestione aziendale adottato:

Diretto (proprieta e gestione dell’azienda coincidono)

Indiretto (la gestione dell’impresa ¢ affidata a soggetti terzi)

Numero dipendenti (unita lavorative assunte):
di cui:
Numero dipendenti donne: Numero dipendenti con meno di 49 anni:

Livello di istruzione del titolare dell’impresa:

Diploma di scuola media Diploma di maturita Diploma di formazione superiore
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Laurea triennale Master di primo livello Laurea magistrale

Master di secondo livello Dottorato di ricerca

Settore di attivita [in base a Legge quadro 8 luglio 1985, n. 443]:

Avrtigianale (es. botteghe artigiane, laboratori manuali)

Non artigianale (es. societa industriali, aziende di servizi)

Altro (specificare):

Sede legale (comune):

Sede operativa (comune): Sede operativa (provincia):

Settore principale di attivita collegata a turismo e/o beni culturali:

Ospitalita (strutture alberghiere, extra-alberghiere, all’aria aperta)

Somministrazione di alimenti e bevande (ristoranti, bar, gelaterie, ecc)

Servizi di attivita e/o supporto al turismo (noleggio di veicoli/attrezzature, agenzie di viaggio, guide,
accompagnatori turistici, tour operator)

Realta culturali e artistiche (musei, conservazione e restauro di opere d’arte, gestione di strutture correlate,
organizzazione di eventi)

Commercio

Altro (specificare):

CODICE ATECO
dell’attivita prevalente:
(anche se non legata al settore del turismo e/o dei beni culturali)

CODICE ATECO
dell’attivita prevalentemente legata al settore del turismo e/o dei beni culturali:

Indirizzo e-mail:

Contatto telefonico:

Link al sito e-commerce (se posseduto):
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