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INTRODUCTION

Tourism Planning and Management

Travelling is one of the best treasured and inspiring involvements in our lives, increasing our acquaintance, developing our minds, elevating our moods, spreading new ethical values, and it can be found in countless destinations in the universe that would satisfy our yearnings (Angeloni, 2013). But, if what you are seeking is a unique and unforgettable experience that will give you the chance to absorb a lot about new culture using, cultural events, art, archaeological treasures and historic sites, the place to visit is undoubtedly Italy. 
Italy is a varied and fascinating nation, in which explorers, together with guests from all around the universe, have continuously preferred to take part in a delightful ethnic familiarity. Visiting the attractions in Italy is old, individuals have travelled Italy for decades, in the early ages a lot of tourists from North Europe holidayed at Rome, in the eighteenth century, it turned into the normal terminus for teenage European nobles who desired to finish their learning with the known Grand Tour (Patterson et al., 2008). It is the innate property of the Roman Empire that has continuously fascinated a lot of explorers who come from every part of the world. The tourist industry has flourished under both national and international patronage. 
Italy is among the most desired destinations for tourism attraction both internationally and locally. Italy is deliberated as the utmost valued collection of both cultural heritage and luxury in the universe that attracts a lot of people from all over the world. It is often considered affordable and accessible by most of the travellers. Italy, in recent, has been a typical case of how a prominent tourist destination can lose effectiveness over the years (Presenza et al., 2013). With the nonexistence of destination plan that equally outlines the anticipated positions, the resource tends to pay attention to few pieces of stuff that are now made familiar by the overall public, with the adverse effects on convenience and worth of familiarity of staying.

Strategic planning

Strategic planning and management for tourism nowadays are considered as a vital responsibility, allowing a country to properly plan and grow and consequently survive in a tremendously competitive tourism setting. With the tourism business being put in danger by numerous uncertainties in the worldwide market place and mainly in the current financial climate, tactical preparation and organisation are a vital constituent for all republics offering tourism, to reflect and act upon.









Tourism attractiveness and Italy’s tourism strategies

Universal tourism attractiveness is described as the notch to which a nation can yield goods and chattels, which will encounter the test of global markets and maintains or expands the earnings of its inhabitants. To make sure tourism creates achievement and profits, the destination must be well organised, planned, led, and control-managed by tourism agreements with features such as organising, planning, controlling, and leadership skills. The structure, form, and direction of tourism development can be influenced by a tactical outline for the preparation and improvement of the terminus with specific societal and financial goals (Cracolici and Nijkamp, 2009). Tourism strategic planning is an integral part of the product set, demand supervision, and image formation. Tourism is, however, a multifaceted product made as a composite of several critical efforts. Competitiveness in tourist areas is a subject that has gained research interest because of the growing difficulty that locations have to face in order to attain, sustain or boost attractiveness.
The Italian destination shows many critical points due to the insufficient organisation of the offer. The Italian tourism sector had implemented strategies that were to develop the tourism sector. They created a substantial action of communication and marketing that was to promote Italy as a destination for tourism. This task force was implemented to better communicate with tourists when they visit the targets in Italy. Italy also signed strategic agreements with major international tour operators to improve the relationships in the global tourism sector. It ensured business-oriented management of the significant cultural events and sites that attracted tourists. Italy enhanced the interaction between the national and regional administrators to face challenges with supply, network services, infrastructure, and transport. They also included the professional training of the tour guides for them to know how to handle tourists without any complaints from them (Del Chiappa and Presenza, 2013). Italy has formally launched tourism plan 2017-2022. Innovation should play an significant role in improving the efficiency and development of policies to recover the economy with the initiative called Industry 4.0. The new Italian tourism policy motto will be "Quality and Sustainability". Destination marketing is an important strategy field for the growth of tourism. It is a result of the deeper role of tourist areas which is acknowledged by academics and practitioners alike. The new strategy reflects a break with the past, as it provides a vision and direction of the growth of tourism by identifying specific goals, financial impact and timeline for introduction. The Internet, devices and portable networking provide Travellers with the means of gaining urgent access to the right information of broader range and complexity than previously available about locations around the world.










Tourism strategies issues

There have been areas where the tourism expansion in Italy has problems especially with the implemented strategies like restrictions in being able to offer reasonable tourism goods, inadequate infrastructures, and the teaching of the tour guides haven't been active since the implementation of the policy, the sector governance structure where the tourism in the hybrid departments that deal with three issues which include tourism, regional affairs, and sports which are all different from each other and this leaves the tourism sector as a result not having a specific ministry to manage it (Angelomi, 2013). The minister is as well without a portfolio that has few controls and economic capitals that cannot direct the development of tourism since tourism is a sensitive sector, and it needs attention. Tourism is among the areas where Italy could have a resilient and long-lasting competitive gain in centuries to come, so it requires attention to detail. Italy has been losing competitiveness in tourism in the past years, even though it plays a significant role in the Italian GDP.


The country has a strategic plan of pumping up tourism and developing it to a higher level. The program has got three main objectives to manage the tourism sector of Italy, and these are to create new jobs in the service sector of tourism, to offer back the management of the ministry of tourism to the Italian government, and to allow Southern Italy to help in the development of the nation. The implementation of this strategy should be able to increase the GDP of Italian tourism and to increase the jobs by a reasonable number. The strategy enactment will also permit the destination of Italy to recover the market stocks and taking the tourism influence to the GDP to another level (Presenza et al., 2014). The strategic plan identifies areas where the issues are critical and should be dealt with. These include investments, sales channels, communication and promotion, governance, infrastructure and transportation, hospitality, regulatory framework, and product range,

The core governance problems are the absence of a strong dominant government and the disintegration of the conclusion making amid the primary and local governments. The nonexistence of planned mechanisms of coordination has caused replications and excess of funds in the tourism sector. The strategic plan has a defined action of dealing with this issue by restoring the permanent board for travel with the management, provinces, and the regions and establishing a task force for the enactment of the tactical plan by reporting straight to the tourism minister (Angeloni, 2013). The policy also states there will be the formation of workgroups in areas and trade connotations to the execution of the strategy.

The destination of Italy seemingly does not delight in synchronised promotion and communication since it does not give the tourism sector the freedom to represent itself. The plan will put in place resources to the state tourism board agency for the elevation of the tourism sector and using the agency as the promotional marketers. The program will also improve communication and development even with the local Italian tourists and also promoting the Italian calendar of cultural events. The sales channels have had issues of the deficiency of organised records at the state level with both outbound and international tour operators and insufficient use of digital supports. The strategic plan will focus on the valorisation of cultural sites with a high number of tour operators and involve the public-private partnerships for them to be able to access records and use more digital supports (Angeloni, 2013).



The limited segmentation of the marketplace and the lack of improvement have been the issues with the product offer in the Italian tourism sector. The government, in its strategic plans to develop the tourism sector in Italy, has made plans to curb this by developing an initiative that will be used in improving the distribution of tourism flow and the contribution of seasonal adjustments to tourism (De Carlo and Dubini, 2010). Accommodation's primary limits in Italy has been the little sizes of guesthouses and the small dependability of arrangement systems that are affected by the disagreements of the criteria between the regional rating systems that the strategic plan is hoping to solve by adapting in all local European standard classification systems for the hospitality industry. The push and facilitation of the consolidation of the tourist facilities will also help in the development of the accommodation segment.
            Italy's transport and infrastructure is behind due to the weak linkages within the areas which has prevented the high quality of tourist services. The strategic plan to curb this is by strengthening the air transport with modernised airports for the top tourist potentials. Besides, the development of the linking roads stuck between the major tourist sites and towns will improve the infrastructure and transport section in tourism. A grave criticality also distresses tourism investments. Great intensities of tax evasion and bureaucracy keep away overseas investments. The strategic plan has measures like the elimination of the bureaucracy for fresh business in the tourism business and hence increasing forecasts from the ministry of development and economic affairs (Angeloni, 2013).


In comparison with the Spanish tactical plan, the Italian document is very vital from the view of analysis and proposals. The report focuses on the issues that are affecting the tourism sector. Compared to the Spanish Plan, the Italian strategic plan does not have a lot of systems and qualitative pointers, and this has been reported in the Spanish strategic plan. The Spanish strategy offers numerous pointers for each of its objects. The strategic plan for Italian tourism development is structured in a way that it is underestimating the importance of making the right alliances with other nations (Angeloni, 2013). It is always considered that countries could become extra attractive in the global tourism industry when they compete effectively and proficiently, which is implemented by the Spanish strategic plan. 
The strategy lists numerous vital impacts such as
•	renovate the criticality of nationwide rules on tourism through devoted state tourism management
•	delegate the fundamental administration the authority of conveying an incorporated supervisory agenda and shared authority
•	idealise an effective and efficient usage of funds
•	link the quantity and quality crack in a teaching scheme to encounter the desires of the tourism sector and refined strains
•	rise in open savings, as a precondition to kindle reserved savings and modernisation (Seraphin et al., 2018).

Conclusion 

Tourism could be the backbone of the growth of the Italian economy if the country addresses the fundamental issues that are affecting the tourism sector. It will assist in the generation of success and improvements on the benefits that tourism brings into the country. Italy is a country that is globally recognised as one of the most attractive countries in regards to landscape cultural and artistic heritage (Garau, 2015). The study has enlightened the problems that the Italian tourism sector goes through, and it has analysed the new strategic plan that intends to respond to the issues well and eliminate them. The tourism sector in Italy has become a complex one in recent days compared to the past since globalisation has improved the level of competition on the supply part and has amplified the level of information and knowledge on the request side (Falcone, 2019). Detailed activities are wanted to improve and create the destination as merchandise economical.
For a growth in tourism in Italy, the current Strategic Tourism Plan recommends a significant amount of tangible arrangements that can rapidly advance the effectiveness of countrywide tourism (De Carlo and Dubini, 2010). The Premeditated Plan signifies an interruption with the earlier strategy, since it presents a visualisation and a way of Italian tourism expansion, by explaining dissimilar importance level, execution timeframe, and economic effect. Unquestionably, the strategy has a high value of altering a ethnic viewpoint by beginning to anticipate tourism as a massive chance for the Italian state and by synchronizing the determinations necessary to enhance worth to its unspoken perspective. Consequently, the study gave the first review of the forthcoming viewpoints delivered by the new Italian tactical agenda, recognising regions for additional exploration. Mainly it is significant to confirm if the current Premeditated Plan will be fulfilled and, generally, whether the application will permit Italy to deal with the harm of competitiveness in the tourism business and to reacquire market management (Cucculelli and Goffi, 2016).
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