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[bookmark: _Toc43240257]Introduction 
[bookmark: _Toc43240258]This report is going to cover in detail the tourism industry of Italy, its culture and geographic assets. It is commonly known that Italy is one of the main touristic attractions of Europe where different kind of travellers are visiting to admire the beauties Italy has to offer. This report will illustrate which factors have helped the country be one of the most diverse centres of attraction in the world, whether we speak about its diverse geography sights or the mosaic of cultural customs and influences. What is more, this report will include info about the current market size and about the various approaches which are used as tools by Italy’s tourism industry while making a critical analysis of tourists’ demographics, market segments, tourism product. The purpose is to ponder on Italy’s formula of success in order to put the basis of future growth and development. In the last phase, the report will include the non- biased account of location due to which a professional tourism industry would most probably not exist and gain the appropriate knowledge regarding destination places of the Italy.  Overview of the country’s location / geography / topography / key regions
Italy is one of those beautiful and peaceful European countries, mostly preferred by travellers for exploring the country’s nature. Many people are used to speaking Italian when communicating with others buy what Italy is actually famous for is the variety of foods and beverages and the people’s joie de vivre. Rome, Florence, Milan or Venice are only a few from a long list of all-time favourite destinations in Italy (Jamal and Budke, 2020). According to one survey, approximately 66.4 million tourists are visiting Italy to explore its beauty and culture, earning Italy the title of the fifth most visited country in the world. Another reason for Italy’s rising popularity is the country’s iconic history and the way it has shaped civilised world. The everlasting cultural impact that the Roman empire has had, combined with well-preserved monuments and a Mediterranean location makes it a must visit for every avid traveller. 
From a location point of view, the peninsula is situated in southern Europe where the clime is predominantly Mediterranean, alpine in the far north and dry in the south. From a touristic point of view, it is close to perfection as the country has both a mountain and a seaside.  The Apenine Mountains spread from the heart of the country towards the northern border. In the northern part of the land there is also a lagoon along thee Pad river, making that part of Italy a sought-after destination for winter sports. On the other hand, the long majestic coastlines are preferred by tourists for the spectacular beaches. As a consequence, Italy is one of the best destinations for tourists and its beauty and nature attract the international tourists which are more than welcomed as the significantly contribute to the country’s GDP and growth rate. 
[image: 12 Beautiful Towns In Southern Italy That You Must Visit - Hand ...]

Figure 1 Italy tourism
(Source: Privitera, et. al., 2020)




[bookmark: _Toc43240259]Engagement with Literature Skills
According to Alfandi (2020), in Italy, there are various travel options which provide different and attractive offers to the customers meant to attract travellers.  Italy has a population of approximately 60.34 million and most people work in hospitality and travel industries. Italy is famous for its culture and probably even more famous for the Roman Empire which attract millions of travellers all over the world. Most Italians are Christian and are optimistic towards their religion. That is why, religion tourism is another facet of this successful tourism model. 
As such, the government provides funds and loans to business owners which are related to tourism or hospitality (Fedeli, 2020). Either the tour & traveller industries or the government have developed different websites and blogs to display and present their culture and history. Basically, the rich art, fashion, food, history, beaches, mountains are the most common touristic attractions in Italy which are a dream of many travellers to visit there.  Italian people usually speak both English and Italian when communicating with foreigners. 
Italy has 55 UNESCO global heritage sites which is greater than any other country in the world. Most of the Europeans prefer to travel to Venice and Rome due to its attractive climatic condition and nature. From a social point of view, Italians are the most friendly and polite towards tourists and each other. Hence, it is also known as the most peaceful country in the world. 
[bookmark: _Toc43240260]Knowledge and Understanding Skills
According to Delic, et. al. (2020), Italy is one of those countries which are famous for the tourism and travel industries. According to the survey, it is found that most of the Italian people are involved in travel industries and dealing in to provide cost efficient packages to the travellers. The level of emphasis placed on the tourism as an industry is high because in Italy, there are many tourism companies who promote Italian tourism and offering the good packages to the customers at global level. In Italy, there are 34 thousand hotels and restaurants which are tourism related, making it a rapid growing industry which support the country growth and as per the estimation, Italy will earn the 268 billion euros at 2029. This is the most significant reason for the government of Italy to support the tourism industries in different aspects and also help them by providing the financial help. 
The current size of Italy’s tourism industry is quite large compared to other countries, as almost 42.3 % of the Italy population is involved in some type of tourism related businesses. What is more, in 2019, there were 63.2 million tourists visiting Italy annually which makes the country of the most visited from Europe. Basically, the turnover of tourism Italy is around 171 billion euros that is approximately 12% of the national GDP. Tourism supports the country’s growth by minimizing the unemployment factor in the country as the industry provides for approximately 1.52 million jobs. In addition, in 2019 the number of provided jobs in this sector has increased to 1.69 million.  
The tourism sector is the dominant sector in Italy where most of the country’s population is involved in this business (Martucci, et. al., 2020). Basically, in the tourism sector, there are private, public as well as voluntary businesses and organisations involved which are providing a variety of services to the customers. As for the public tourism sector, the government of Italy gets directly involved in promoting tourism in order to attract travellers from all over the world. On the other hand, the private tourism industry is comprised of organizations that are offering different packages to customers, most of them being focused on making profit. However, the voluntary tourism  is based on  companies that are providing cost efficient travel offers and work for the public welfare. 
[image: Italy to ease lockdown restrictions from May 4; will remain closed ...]
Figure 2 Italy tourism
(Source: Privitera, et. al., 2020)

Apart from this, market investment is one of the significant factors for tourism as it helps people to promote their services and products in an effective way. In Italy, most of the organizations seem to be preferring the digital way of market investing as people would rather promote their business on social media sites, blogs, web portals etc. The government is involved in this as well as business taxes are collected differentiated, depending upon the business size of the company. Moreover, it has developed specific strategies and policies regarding tourism which need to be followed for gaining further benefits. In addition to that, the local authorities also play an important role in developing the strategies for promoting their cities and local area which attract the tourist. 

The growth rate of tourism is slow in Italy because there are huge number of entities promoting and offering the same services (Potdar, et. al., 2020). Due to this, small and medium sized industries are facing issues when it comes to developing at a global level. That is why it is significantly challenging to promote a tourism related business at a global level. Most of the SMEs do not have an appropriate fund for promoting their services on a digital platform professionally. Not only is the competition is high but limited market size is also challenging for tourism businesses. 
[bookmark: _Toc43240261]Cognitive and Intellectual Skills
According to Festa, et. al. (2020), Italy is one of those countries that promotes and utilizes natural products and resources on a daily basis. In the beach side, peoples are using bicycle and solar powered vehicles which do not release toxic gases in the environment. In Venice, people use boats and cycle for traveling which are eco- friendly means of transport and help to maintain the city clean. That is why the country is also known for the use of sustainable resources and foods which are produced in different areas of the country. 

Italy’s location is advantageous as people can visit beaches, see greenery or go to the mountain side. Therefore, Italy is considered to be one of the most beautiful travel destinations as people can not only see spectacular sights but also enjoy Italy’s unique history.  Even though the prospects of prosperity are evident, if Italy’s government does not reduce tourism taxes, there is a chance that most of the low budget travellers will not visit the country anymore. Hence to this, the GDP as well as the country’s growth will be minimized. That is why development of the country can also attract the travellers towards the country. 
Tourists’ demographics – From a demographic point of view, most of Italy’s visitors are people who travel often and are part of the 22-47 age group of people. If the government of Italy are focus on the development, it will directly affect the tourism. However, if the government and tourism industries providing the attractive services in budget, so the travellers are prefer their services most. 
Market segments – the market segment of the tourism industries in Italy are very competitive because most of the tourism organization are offering the same services. In order to achieve future growth and development, tourism industries need to utilize different approaches to attract the customers towards their services (Lonardi, et. al., 2020). As for promotion, tourism businesses will utilize digital platforms to advertise their services in an effective way. 
Tourism product development – the tourism product development factor shows the services or product which are provided by the tourism organization to their customers. In the future, if tourism will provide additional services to their customers, the industry will grow. [image: Gray Malin: Italy: Malin, Gray: 9781419735974: Amazon.com: Books]Figure 3 Italy tourism
(Source: Privitera, et. al., 2020)

[bookmark: _Toc43240262]Practical Skills
According to Luo, et. al. (2020), it has been analysed that from the case study of the global tourism different strategies has been used by the tourism organization to attract the customers towards their services (Line, et. al., 2020). In case of the Italy tourism industries, they are more focused on providing the different hospitality as well as adventurous services to their customers. Although, Italy are also famous for their different variety of food and beverages which are also offered by the tourism industries. Below here are some potential tourism strategies which are used by the tourism industries in Italy. 

Efficient promotion strategies – In this day and age, organizations are using social media platforms as well as digital campaigns to promote their services in a unique, cost and user-friendly way. 
Feedback strategies – in Italy’s case, tourism businesses are using feedback strategies in order to get insights that later helps people to analyse the provided services and products and improve them accordingly. 
[bookmark: _Toc43240263]Transferable Skills for Life and Professional Practice 
Below here are some non – biased account of location which are beneficial for the industry professionals to gain the overview of the Italy tourism destination. 
· Analysis of the market – the analysis of the market is a significant tool that is useful for any tourism service-related provider. When analysing the market, tone can gain more knowledge about the prices and the trends in tourism industries. 
· Research about destination places – in order to gain the knowledge about a specific destination, an industry professional can use the research method (Eric, et. al., 2020). In this research, one can utilize different tools and techniques to gain the appropriate knowledge on the specific destination. 
· Exploring the diverse destinations – by exploring the diverse destinations is one of the significant factors which provide a generic overview on the industry professional. What is more, it also helps the professional to demonstrate and display by comparison a specific location from Italy in an effective way which can later attract the customers and also help to gain more benefits. 
[bookmark: _Toc43240264]Conclusions 
This report concludes the detailed knowledge of Italy’s tourism which provides different attractive offers to the customers at a global level. All in all, Italy is one of those countries which are mainly known for their tourism and culture. Nevertheless, Italy’s GDP and growth rate are mainly dependant on the tourism sector. At first, the report concludes the detail knowledge of the Italy and its unique culture which are centre of attraction to the travellers. Apart from this, report are also demonstrate the private, public as well as voluntary organization of tourism which are providing their travelling packages at global level. The Italy government are providing the fund facilities to these organization to enhance or establish their business.
Italians way of living is nevertheless a factor that makes the country an unforgettable travel destination. Their hospitability, willingness to serve and greet the visitors as well as the quality of the offered services has helped the country become not only one of the most important travel destinations in the world but also one that is genuinely likable by anyone and accessible with any budget.  At last, report concludes the non- biased account of location which help the industry professional to gain the proper knowledge about Italy. 
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