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socio-economic context, it is analyzed and evaluated the innovative web portal "lacucinacampana.it", 

which proposes integrated information on the typical food of Campania, Italian region characterized 

by conspicuous tourist flows towards renowned destinations that could partially deviate towards less 

frequented destinations. 

The portal, realized by an innovative start-up, presents integrated content in 11 languages related to 

food products and their suppliers, local dishes with the restaurateurs offering them, associated places 

with their tourist attractions, itineraries, food and wine experiences, etc. 

The study shows that the examined web portal satisfies the needs of food and wine tourists, with a 

model that can be reproduced on a national and international scale, highlighting the fundamental role 

that ICT technologies can play in increasing food and wine tourism, especially in rural and inland areas. 

The study complements the modest literature on web portals aimed at tourism development, providing 

useful considerations and concrete proposals. 

The portal promotes the sale of typical food products and food and wine tourism, increasing the 

incomes of agri-food suppliers and registered restaurateurs. Overall, it promotes the economic 

development of the areas concerned, complementing the other initiatives of public institutions and 

trade associations.  

This study may also stimulate further useful analyses to address development issues in rural and inland 

areas. 

Keywords: Italian tourism; Rural tourism; Typical food; Campania cuisine; ICT technologies; Food 

and wine tourism. 

JEL Codes: I13; O18; Q17; Z32 

 

1. Introduction 

Contemporary tourists need timely, clear and comprehensive information, especially because they 

want to choose destinations that suit their specific desires and interests: ICT technologies can meet this 

need. 

Indeed, Cesario et al. (2022) correctly stated: 'Tourists have been strengthening themselves, evaluating 

their options and making more independent travel decisions, reducing their reliance on experts and 

generating more self-planned demand, requiring more information and guidance when arriving at their 

destinations'. 

The latest ICT technologies make it possible to manage the offer by orienting it towards the tourist's 

experience, increasing his or her satisfaction.  

It is therefore desirable for destinations to invest more resources in technology, also to enable the 

personalisation of the trip. 

Food and wine tourism, a driving force for the Italian economy (Garibaldi, 2023a), can take advantage 

of this prospect, enhancing the territories and promoting an increase in tourism and the agri-food economy. 

Indeed, one must consider that, despite the expansion of the international market, Italy remains a sought-

after destination that is gradually recovering from the crisis caused by the pandemic and the recent wars 

(Figure 1). 

http://www.lacucinacampana.it/
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Figure 1. Arrivals and presences trends in Italy (absolute values - June-September) 

 

Source: horecanews.it (2023) 

 

The trend in admissions between January and August 2023, compared to 2022, shows an overall +4%: 

foreign flows are +10%, and domestic flows -2% (Centro Studi TCI, 2023). 

In this overall upward trend, one must consider the prominence of food and wine tourism, which, 

according to the World Tourism Organisation (UNWTO), is a fast-growing segment everywhere especially 

in Europe, where there are hundreds of thousands of such holidays (Garibaldi, 2017). 

A recent survey (formazioneturismo.com, 2023) showed that interest in food and wine experiences is 

also on the rise in Italy: 21% of tourists stated that gastronomic activities were their main reason for 

travelling, while 58% chose a holiday linked to wine experiences. These trips are often enriched with visits 

to companies and wineries, participation in food-related festivals and events, etc. 

The most recent report on food and wine tourism and sustainability (Garibaldi, 2023a) also confirms 

this growth (Figure 2) of Italian travellers: food, wine, and beer are the most numerous motivations, 

together with natural landscapes. 

 

Figure 2. Food and wine tourism in Italy – Trend 

 

Source: Wass (2023)  
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This tourism also develops the cultural identity of the destinations, slow and green mobility, 

involvement in the experience and therefore the enhancement of small villages and rural realities.  

The Italian context is suitable considering that 79.9% of Italian municipalities are defined as 'rural' 

(ISTAT, 2022) and 53% of municipalities belong to 'inland areas' (Presidency of the Council of Ministers, 

Department for Cohesion Policies, 2017).  

Inland or not, rural areas are at risk of depopulation, to be avoided for intuitable socio-economic 

reasons, safeguarding the territory (Porrovecchio, 2023), landscapes (Agnoletti et al., 2011) and local 

traditions (Mastronardi et al., 2017) sought by tourists. In it only tourism thus seems to be the main lever 

of development (Distefano, 2001; Bencardino & Marotta, 2004; Lampreu, 2023), hoping however for an 

integrated action among public institutions (Bassi and Carestiato, 2016), Local Action Groups (LAGs) 

(Gargano, 2021) and social enterprises (Fazzi, 2021). It hampers the fragmentation of the territory and the 

distribution of attractions in different, though not very distant locations.  

The wine and food tourist, perhaps more than others, needs to build his or her itinerary, informing 

himself or herself in advance of local traditions combined with other attractions. ICT technologies and in 

particular integrated food and wine web portals, where all information on a specific territory can be 

obtained, can respond to this. They could be added to the generic tourism portals already operating in Italy 

as summarised in the 'Italy online' website (https://drintle.com/italia-online/), which allows quick 

connection to all official tourism portals of Italy and its regions. In particular, many tourists in Italy today 

search the web for information sources suggesting food and wine destinations and online intermediaries of 

food and wine experiences, such as GetYourGuide, Viator and others (Garibaldi, 2023b). Software 

solutions focused on certain products such as wine are also registered. Wine Suite, for instance, is a popular 

CRM and marketing software to improve sales and manage wine tourism (wine-suite.com, 2023); it is 

provided by Divinea, whose website divinea.com is also a major wine tourism portal in Italy. Similar 

experiences are also registered with digital portals where local products, especially wine, can be described 

and sold (Nomisma, 2022). 

In this dynamic and progressively evolving context, this paper illustrates the benefits that can be 

obtained from such technologies, aiming to answer this Research Question: 

 

RQ1: What role can new ICT technologies, in particular web portals, play in increasing wine and food 

tourism, which also benefits rural and inland areas? 

 

The response is developed by analysing the main bibliography that constitutes the necessary theoretical 

framework. It critically presents the main scientific contributions concerning rural and inland Italian areas, 

as well as wine and food tourism and digital tourism: these are the four themes that converge on the case 

study presented next. This is followed by an illustration of the method and materials used. A large paragraph 

is then dedicated to a detailed analysis of the context within which the portal is set. The context is outlined 

by focusing on the geo-economic and social characteristics of rural and inland areas, as well as the main 

and recent initiatives for their development, highlighting the contribution of food and wine tourism. Then 

the "case study" of the web portal "lacucinacampana.it" (Lausi et al., 2023; Migliaccio et al., 2023) is 

presented, showing how it can meet the needs of potential tourists. This portal is exportable, with 

adaptations, wherever food and wine tourism is to be fostered, enhancing the destinations where the finest 

food products are obtained in contexts attractive for their natural and social characteristics. In the end, the 

conclusions, the implications for science and operational practice, as well as the limits of the research and 

possible future developments.  
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2. Literature review and theoretical framework 

The innovative project of the 'lacucinacampana.it' web portal would like to meet the needs of tourists 

potentially interested in visiting the less touristically exploited areas, which are nevertheless rich in natural 

attractions and unique local traditions. A further element of interest could be the genuine foods and wines 

that have always characterised rural and inland areas. This is a world that still appears to be uncontaminated 

by unbridled modernism and thus offers a 'still in time' landscape with unique peculiarities that modernism 

has erased almost everywhere. The case study therefore stimulates evaluations of the environmental 

contexts relating to rural and inland areas, as well as reflections on how digital tourism can favour wine 

and food tourism, without affecting the typicality of places. The presentation of the theoretical framework 

therefore requires a separate analysis of the main scientific contributions relating to rural and inland areas 

and wine and food and digital tourism. These are in fact, we repeat, all aspects that affect the central theme 

of this contribution. 

2.1 Rural areas 

Rural areas are largely at risk of depopulation, which could be avoided first and foremost by 

safeguarding the territory that, due to its natural characteristics, could instead attract tourist flows provided 

it is adequately enhanced and protected, preventing natural disasters such as the one that unfortunately 

recently dramatically affected Amatrice (Porrovecchio, 2023). 

Such places are also characterised by agricultural and agro-industrial traditions in beautiful natural 

landscapes that are certainly unique and attractive (Agnoletti et al., 2011). 

In Italy, unfortunately, there is an obvious contradiction: there are wonderful landscapes little known 

to tourists and, conversely, accentuated flows where there is a lack of appreciable landscape (Mastronardi 

et al., 2017). 

The depopulation of areas rich in cultural, environmental, and historical resources can be tackled 

through tourism, even if the best results cannot be achieved despite development projects in some regions 

such for example, Sardinia (Lampreu, 2020) or Calabria (Verardi et al., 2023). Also worth mentioning is 

the praiseworthy Marche initiative for the implementation of the Agenda 2030 goals aimed at enhancing 

intangible cultural heritage in the context of sustainable tourism in rural areas (Cerquetti et al., 2022). 

The tourist enhancement of these areas requires a significant contribution from public institutions 

(Bassi and Carestiato, 2016), especially those that know the areas to be enhanced best, together with 

mountain communities and Local Action Groups (LAGs) that have demonstrated positive capacities in 

several European countries (Gargano, 2021). 

It seems, however, that social innovation is an important lever for the development of these areas 

(Dalla Torre et al., 2020; Navarro-Valverde, 2022). So are social agriculture (Elsen and Fazzi, 2021) and/or 

the presence of social enterprises (Fazzi, 2021), which would also have the task of preventing deviance and 

criminal drift. 

It would be necessary to leverage the traditional values strongly rooted in the culture of the populations 

of these areas. It is no coincidence that the family frequently contributes to the running of farms (De Rosa 

and Luca, 2016). This intangible heritage could be the strategic element for sustainable tourism 

development in rural areas (Cerquetti et al., 2022), fostering the diffusion of solidaristic principles as 

opposed to mere competition (Battino and Lampreu, 2019). 

Nevertheless, affection for tradition and its enhancement for tourism should not be at odds with the 
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spread of digital technologies wherever necessary. 

It seems anyhow necessary to focus on tourism for the development of rural areas (Distefano, 2001; 

Bencardino & Marotta, 2004; Lampreu, 2023). 

2.2 Inland areas 

Agri-food production is widespread in inland areas of Italy, where the risks of depopulation typical of 

all marginal areas with a predominantly agricultural vocation are accentuated (Macchi Jánica & Palumbo, 

2019). In these areas, there has always been a danger of rapidly focussing on' an empty Italy' (Tantillo, 

2023), with all the intuitable socio-economic risks. 

These areas have special characteristics that allow them to be considered a test bed for interpreting 

and designing marginal territories (Italian National Network of Young Researchers for Inland Areas 

Committee, 2021). 

In addition to hoping for renewed public policies (Lucatelli et al., 2022), it is also and above all 

possible to hope that typical traditional local values (PRiNT Collective, 2022) can foster associationism 

(Fusco, 2023) as a proactive alternative reaction to abandonment. 

For years, it has been correctly believed that inland areas can have a significant potential for the 

country's economic growth (Carlucci & Lucatelli, 2013), especially by enhancing their tourism potential 

(Meini, 2018), while also rethinking the urban layout of the numerous small villages that characterise them 

(Decandia & Lutzoni, 2016). They have been hard hit by the negative impacts of the post-pandemic socio-

economic crisis, but local food and wine tourism could be a key driver to sustain them, as culinary traditions 

identify the territory and can be a vehicle to experience the local natural and cultural amenities (Salustri et 

al., 2022), as well as to develop sustainable initiatives consistent with the 2030 Agenda goals (Cerquetti et 

al., 2022). 

In inland areas, as elsewhere, new technologies can play a fundamental role in enhancing the value of 

cultural heritage (Borin, 2023) and not only. 

2.3 Food and wine tourism in Italy and abroad 

Only a few notes can be devoted to the main bibliographical references concerning wine and food 

tourism in Italy. Numerous publications have developed on this theme (Bazzocchi et al., 2011; Guigoni, 

2019; Soletti, 2003; Soletti & Selmi 2006), a clear note of the growing importance it is assuming in the 

national economy. It is no coincidence that already in 2016 Fortis juxtaposed it with manufacturing and 

tourism in general, as the third fundamental pillar of the Italian economy. 

Food and wine tourism contributes to the so-called 'sustainable' development of the area by 

maintaining the relationship between tourism and food production. In it, the elements of environmental, 

social and economic sustainability guide the tourist to the awareness that the choice of food and wine 

experiences, such as visits to places of production, food/wine tours and food and wine events, are the 

means to enrich their knowledge but also to respect nature and the environment (Garibaldi & Pozzi, 

2022). 

In addition to the useful outcomes of local valorisation projects such as those cited in the Marche 

(Cerquetti et al., 2022) and Lazio (Salustri et al., 2022), the positive experiences in the Basilicata region 

(Bencivenga et al., 2017) and in the metropolitan city of Reggio Calabria (Salerno et al., 2023) should be 

mentioned. The typically Italian situations can and must be compared with international experiences, 
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among which the analyses proposed in Portugal, and more specifically in the city of Duoro (Salvado and 

Joukes, 2021), in Hungary in the city of Tokaj-Hegyalja, in Spain in the city of Penedès, and Mexico in the 

city of Queretaro (De Jesús Contreras and Xavier Medina, 2021) are certainly significant. There are still 

useful experiences previously recorded in Canada, England, France, New Zealand, South Africa and 

Scotland (Michael Hall, 2013). Instead, the most recent publication by Duarte Alonso et al. (2022) focuses 

on the wine-growing regions of Argentina and Chile. 

The stimuli deriving from the critical description of these positive experiences cannot disregard a 

previous acquisition of the fundamental concepts of co-creation of positive experiences in tourism, which 

in the food and wine sector takes on specific connotations, as is well pointed out in Rachão et al. (2021) 

and Carvalho et al. (2023), in close relation with the necessary synergies with other cultural and territorial 

resources as Garibaldi previously mentioned in 2019. 

It is perhaps unnecessary to point out that food and wine tourism can and must become the main driver 

of local development, as was already pointed out by Calabrò & Vieri in 2016 and more recently by Ferrari 

et al. in 2022. 

Talking about food and wine for tourism purposes also requires the use of modern, agile and fast 

means of communication, such as those offered on the web, which use specific languages that are 

immediate and direct (Meluzzi & Balsamo, 2021). 

2.4 Digital tourism 

Digital tourism refers to the online promotion of tourism (Tajeddini and Ratten, 2019; Duarte Santos 

and Lima Silva, 2019; Filieri, 2007). It is considered an evolution of traditional web marketing (Cervi, 

2009), with useful applications in nautical tourism (Benevolo and Morchio, 2015) and themed itineraries 

(Smiraglia and Diolaiuti, 2003), consistent with broader sustainability goals (Gonçalves et al. 2022; Tiago 

et al. 2022; Tan et al., 2021). 

Although frequently mentioned, web portals have rarely been analysed, despite their importance for 

the growth and development of the tourism business. 

Among the few specialised publications, those with a technology-informatics approach stand out. 

Among the most important is the one by Shrestha et al. (2020) that proposes "a UML-based approach for 

analysis and design of tourism web portal": a complete tourism web portal that would simultaneously meet 

the needs of users, companies, and public institutions. It can be considered a useful reference. 

A more 'economic' approach characterises, on the other hand, the work of Darmawiguna et al. (2019), 

who described an integrated tourist information portal implemented in Bali. It is characterised using web 

scrapping and clustering methods. 

Much attention is paid to the design of the web pages of portals (Ahmed and Amagoh, 2008), 

especially to organise the information in the best way to facilitate user choices. Similar aims characterise 

studies that focus on the semantics to be used, such as the contribution of Jrai et al. (2007) on tourism web 

portal interfaces. It follows an earlier 2001 study by Györkös and Leskovar that highlighted the 

customisation needs of tourism web portals. 

The 'semantic web e-portal for tourism' also characterises the analysis by Ahmed et al. (2012). 

One must also consider that portals are useful in tourism education (Zabala et al., 2012). 

A cataloguing of the main experiences of governmental web portals and social networks in the field 

of tourism is proposed by Altamirano et al. (2015), albeit referring only to Latin America. 

What is lacking, therefore, is a bibliographic source that focuses on a truly and fully integrated web 
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portal that can meet the information needs of tourists, such as the 'lacucinacampana.it' portal, which could 

therefore become an interesting case study. 

3. Materials and methods 

The case method frequently characterises business economics studies for teaching and research 

(Biancone, 2017; Turrini, 2002). 

Each case is typical because it is characterised by a close connection with the context that makes 

it unique. However, useful elements can be found in similar situations. 

After outlining a comprehensive bibliographical framework, this methodology describes, 

analyses and evaluates a concrete experience, emphasising the main economic and social aspects. 

Official documentation, the web portal and other qualitative information are analysed, which may 

uncover strategies not highlighted in official documents.  

The possibility of generalising the analysis is then considered, based on the detailed and up-to-

date information available. 

The following is the business case of a web portal that intends to foster the development of 

sustainable tourism in Campania, a region in the south of Italy characterised by typical local food and 

wine production, in natural and cultural contexts that are already by themselves attractive to tourist 

flows. It is verified whether the functionalities of the web portal and its Apps can meet the needs of 

wine and food tourists, also to promote tourism in rural and inland areas. 

The case method was chosen because it is a widely used approach in the economic and social 

spheres, also considering that it offers a unique opportunity to understand the specific dynamics and 

key factors influencing tourist flows. The portal has unique characteristics related to local production, 

and cultural and natural contexts, making it an ideal object for the application of this method, which 

explores in detail the complexity of economic and social interactions related to food and wine in rural 

and inland areas. 

This approach makes it possible to draw a complete picture of the web portal experience, 

analysing it together with the analytical description of the context, also in its typical qualitative aspects. 

The case method also offers the possibility of assessing the generalisability of the conclusions 

and, by proposing the export of the digital product to other similar situations, helps to suggest a possible 

solution, albeit partial to the atavistic depopulation problems of vast areas of our country. 

Access to the portal, which is not yet open to the public, was possible via login credentials 

obtained thanks to the fact that two of the three authors of these notes are its designers, and partners in 

the innovative start-up that conceived and developed it. 

4. The context  

4.1. Italy's rural areas 

The Organisation for Economic Co-operation and Development (OECD) defines 'predominantly rural 

areas' as places where more than 50 per cent of the population resides in rural municipalities, defined as 

areas with fewer than 150 inhabitants per square kilometre.  

This definition of 'rural area' was proposed by the European Commission for use by member states, 

but only a few countries have used it in national and regional Rural Development Programmes (RDPs). 
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Other states and regions have adopted their definitions, which can be grouped into 2 categories: sectoral 

(e.g. forestry and agriculture) and territorial (e.g. Measure 3 eligible areas) (Rete Europea per lo Sviluppo 

Rurale – RESR, no year). 

In Italy, in the National Strategic Plan (NSP) 2007-13, in agreement with the regions, a method similar 

to the OECD method was adopted, but with the addition of information on the altimetry of municipalities 

and the size of the agricultural land area in provincial capitals. Using this method, 3 types of rural areas 

and urban poles were defined, and it was found that more than 90% of Italy's territory consists of rural areas 

(Rete Rurale Nazionale 2014-2020, no year -a).  

In the 2014-20 programming (Rete Rurale Nazionale 2014-2020, no year -b), based on the above-

mentioned classification method of the 2007-13 NSP, municipalities were defined as 'rural' if they had a 

density value of less than 150 inhabitants per square kilometer or a rural area that is more than two-thirds 

of the total. Furthermore, Italian areas were divided into: 

 

A) Urban and peri-urban areas: comprise strictly urban provincial capitals and groups of 

municipalities where the rural population is less than 15% of the total; 

B) Intensively farmed rural areas: comprise rural municipalities (both urbanised and predominantly 

or significantly rural) located mainly in the lowlands of the country where, although the average density is 

high in some cases, the rural area occupies more than 2/3 of the total; 

C) Intermediate rural areas: comprise rural hill and mountain municipalities with higher population 

density and intermediate development (relatively rural mountain, significantly and predominantly rural 

north-central hill, urbanised hill and mountain);  

D) Rural areas with development problems: comprise southern (predominantly and significantly rural) 

hill and mountain rural municipalities with lower population density in all regions. 

 

In the ISTAT report 2022 (referring to 2020) on Inland Areas (ISTAT, 2022), 79.9 per cent of Italian 

municipalities are defined as 'rural', based on the European classification of the degree of urbanization. 

4.2. Italy's inland areas 

In the 2014-2020 Partnership Agreement (Presidenza del Consiglio dei Ministri, Dipartimento per le 

Politiche di Coesione, 2017), Section 1, paragraph "1.1.4 territorial challenges" defines both rural areas (in 

a similar way as described above) and inland areas, understood as "that majority part of the Italian territory 

characterised by significant distance from the centres of supply of essential services". 

The "Service Offer Centre" is identified as that municipality, or aggregate of neighbouring 

municipalities, able to offer simultaneously: all secondary school offerings, at least one hospital with a 

Level I DEA and at least one Silver railway station.  

The other municipalities are then subdivided into 4 bands: waist areas, intermediate areas, peripheral 

areas and outermost areas, based on an "accessibility indicator" corresponding to the minutes of travel time 

needed to reach the nearest hub. The bands are calculated using the tertiles of the distribution of this time 

in minutes, equal to about 20 and 40 minutes, and inserting a band of over 75 minutes (equal to the 95th 

percentile) to identify the outermost areas. 

Inland areas are those belonging to the bands of intermediate areas, peripheral areas and outermost 

areas: they make up about 53% of the Italian municipalities (4,261), in which 23% of the Italian 

population (i.e. more than 13 million inhabitants) resides according to the last census, corresponding 
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to more than 60% of the Italian territory (Table 1 and Figure 3). 

 

Table 1. Main characteristics of municipalities classified according to the proposed methodology 

Classification of 

Municipalities 
Number % Altitude 

Number of 

inhabitants 
%  

Variation % 

1971-2011 

Surface 

(km²) 
% 

Pole 219 2,7 145 21.223.562 35,7 -6,8 29.519 9,8 

Intermunicipal pole 104 1,3 166 2.466.455 4,1 22,7 6.251 2,1 

Waist 3508 43,4 215 22.202.203 37,4 35,8 81.815 27,1 

Intermediate 2377 29,4 395 8.953.282 15,1 11,6 89.448 29,6 

Peripheral 1526 18,9 607 3.671.372 6,2 -8,1 73.256 24,3 

Outermost 358 4,4 627 916.870 1,5 -5,3 21.874 7,2 

TOTAL 8092 100,0 358 59.433.744 100,0 9,8 302.073 100,0 

Source: DPS (Dipartimento per lo sviluppo e la coesione economica) processing of ISTAT data, Population and homes census 2011 

Figure 3. Map of municipalities classified according to the proposed methodology 

 

Source: DPS 

 

In particular, about 97 % of the inhabitants of the Inland Areas live in municipalities in rural areas of 

Zone C (Intermediate Rural Areas) and Zone D (Rural Areas with Development Problems); the latter 

coincides with mountain areas. According to the 2014-2020 Partnership Agreement - Italy - Sections 3 and 

4, the operational implementation of the Inland Areas National Strategy (“Strategia Nazionale per le Aree 

Interne” - SNAI) was divided into 2 phases:  
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1. Identification of areas on which to focus intervention and their inclusion in the European Structural 

and Investment Funds (EIS) 2014-2020 programming; 

2. preparation of Area Strategies and implementation of planned interventions. 

In 2014, the first phase was launched: the selection was carried out by all the regions and the 

Autonomous Province of Trento with a public inquiry, in agreement with the Inland Areas Technical 

Committee, reporting the information in the 'Area Strategies' section of each regional territory. Between 

2014 and 2017, Regional Council Resolutions were approved, which led to the selection of 72 inland areas 

(Figure 4): they include a total of 1077 municipalities, in which just over 2 million inhabitants live (Agenzia 

per la Coesione Territoriale, no year). 

 

Figure 4. Map of inland areas selected by SNAI in Italy 

 

Source: SNAI 

In particular, in Campania four areas were selected (Figure 5): Alta Irpinia, Inland Cilento, Tammaro-

Titerno, Vallo di Diano, with these overall numbers.  

https://www.agenziacoesione.gov.it/strategia-nazionale-aree-interne/strategie-darea-e-governance/
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Figure 5. Map of inland areas selected by SNAI in Campania 

 

Source: SNAI 

✓ Resident population in inland areas: 825,315 

✓ Number of municipalities in inland areas: 270 

✓ Resident population in the selected project areas: 206,156 

✓ Number of municipalities in the selected project areas: 86 

4.3 Initiatives for the development of rural and inland areas in Italy  

In rural and inland areas in Italy, there is a great lack of infrastructure and a serious demographic 

decline over the years. For example, in two provinces of Campania (Benevento and Avellino), the 2nd 

‘Campania Inland Areas Report. Focus Irpinia / Sannio' (Confindustria Centro Studi Campania, 2023) 

showed that in the period from 2016 to 2021, there was a loss of around 42,000 inhabitants (around 6%), 

most of whom were young people between the ages of 18 and 39 (around 30% in 2020). 

As this is an extremely felt problem, numerous initiatives have been launched to try to develop rural 

and inland areas. 

At the public level, the aforementioned National Strategy for Inland Areas (SNAI) is being 

implemented, which is investing in the enhancement of local communities to counter the demographic 

exodus by creating employment opportunities.  

There are other examples of public initiatives, such as the intervention for the regeneration of villages 

in the National Recovery and Resilience Plan (‘Piano Nazionale Ripresa e Resilienza’, PNRR), Mission 1 

- Digitisation, Innovation, Competitiveness and Culture, Component 3 - Culture 4.0 (M1C3). Measure 2 

'Regeneration of small cultural sites, cultural, religious and rural heritage', Investment 2.1: 'Attractiveness 

of historic villages', funded by the European Union - NextGenerationEU, structured in two components: 

 

• intervention line A, with funding for 21 major projects of EUR 20 million each, totalling EUR 

420 million, the selection of which was the responsibility of the autonomous regions/provinces; 
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• intervention line B for Local cultural and social regeneration projects in at least 229 historic 

villages, in line with the tab for investment 2.1 of the PNRR-M1C3-Culture, with available 

resources of EUR 580 million, of which: 

 

- 380 million reserved for local cultural and social regeneration projects submitted by 

municipalities 

- 200 million reserved for micro, small and medium-sized enterprises, profit and non-profit, 

located or intending to establish themselves in the selected villages. 

 

A further initiative is the five-year project '2023-2028 Return to Italy’, which is being carried out by 

the business network 'Destination South' (Migliaccio et al., 2018) and has involved numerous public bodies, 

associations and other private enterprises. It is aimed at Italians living abroad and eager to return to their 

native country to learn about their origins and traditions, generating 'Return Tourism'. The first year of the 

project is called the '2023 Year of Return Tourism' (Rete Destinazione Sud, 2023). This project promotes 

Italy's image abroad intending to attract tourism and investment, fostering business meetings and creating 

stable partnerships with Italians living abroad, to create fertile ground in the villages and inland areas to 

foster a demographic and social-economic repopulation, as these are the sites that have mostly been the site 

of migration in the last century. 

In line with this strategy is the 'Year of Italian Roots' initiative within the PNRR Project 'Tourism of 

Roots - An Integrated Strategy for the Recovery of the Tourism Sector in Post-Covid-19 Italy', set up by 

the Ministry of Foreign Affairs and International Cooperation with the involvement of Italian municipalities. 

This initiative, mainly aimed at municipalities with fewer than 5000-6000 inhabitants, provides funding 

for those that organise activities of interest to compatriots living abroad and then offer a discount in their 

reception facilities for this type of tourism. 

 

4.4 Needs to be met for further development of rural and inland areas in Italy  

 

Much of the rural and inland areas in Italy are characterised by a huge heritage of history, traditions 

and resources in terms of food and wine, nature and small villages. These areas could therefore benefit 

enormously by developing 'experiential tourism', 'slow', 'de-personalised', respectful of communities and 

the environment and leveraging the plurality of resources present. 

This tourism is therefore substantially different from mass tourism, but like it, it can be an important 

driving force for this part of the Italian territory, bringing out its riches and untapped potential.  

For example, the ‘Presentation of 2nd Report on Inland Areas of Campania’ (Lampugnale & 

Marotta, 2023), highlighted that for the provinces of Avellino and Benevento, the qualifying and most 

attractive factors are: 

 

- typical local products (agri-food, handicrafts); 

- sites of historical and cultural interest, such as historical-archaeological centres and rural 

villages; 

- natural resources in terms of parks, nature reserves and wine and olive cultures; 

- a discrete presence of rural accommodation facilities, such as agritourism. 

 

A fundamental boost to tourism in rural areas is given by agritourism, which represents one of 
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Italy's jewels in the crown by bringing together the concepts of typicality, culinary tradition and 

territory: with them, rural areas and their culture have found a means of promoting innovation and 

diversification in the agricultural sector. 

'Agritourism are a point of reference for an active tourist in search of outdoor experiences, 

particularly attentive and sensitive to issues of sustainability, typical and healthy food, and the 

rediscovery of rural traditions. 

Supporting their further growth will contribute to enhancing and relaunching minor villages and 

the rural hinterland, places of great charm but often less known to the tourist public' (Garibaldi, 2022a). 

An example of the concept of innovation applied to the rural sector is the establishment of so-

called educational farms, a classic example of experiential tourism, and the enrichment of experiences 

available in agritourism, based on: 

 

1) tasting of typical products;  

2) nature observations, coming into contact with nature by alternative means such as trekking and 

cycling.  

 

Tourists, both Italian and foreign, have in recent years shown a steadily growing desire for 

agritourism, which is an expression of a desire to discover small villages and their traditions, as an 

alternative to the better-known destinations crowded by mass tourism.  

The above therefore identifies food and wine tourism as the most suitable and congenial to rural 

and inland areas. It is a strong help in combating the depopulation of such areas, providing a significant 

means of socio-economic development that is also sustainable, all while meeting the real demand of 

tourists. 

The needs to be met to promote food and wine tourism were highlighted in the recent ‘Report 

Food and Wine Tourism and Sustainability 2023’ (Garibaldi, 2023a).  

From this, it can be deduced that to promote this type of tourism in rural and inland areas, it is 

necessary to: 

 

1) make all the information tourists need available simply and immediately (possibly in their 

native language); 

2) uniting small villages into complete tourist routes that, building on local resources, allow 

tourists to explore new destinations by decongesting areas subject to 'over-tourism' and 

deseasonalising tourism; 

3) inform about healthy and sustainable lifestyles, such as the Mediterranean Diet; 

4) promote 'sustainable' productions by informing tourists and accompanying them on guided 

tours of production sites. 

5. The Case Study on the integrated web portal 'lacucinacampana.it’ 

5.1 Portal Structure and Functionalities 

This section examines the case of the web portal 'La Cucina Campana' (hereafter referred to as 

'Portal'), developed by the innovative StartUp 'La Cucina Campana srl' (established on 18/1/2022 with 

a registered office in Salerno). 
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The Portal is based on an innovative model, for now, applied to Campania but easily extendable 

to other Italian and foreign regions.  

This model offers tourists in an integrated manner almost all the information they are interested 

in, with a focus on food and its ecosystem, satisfying their needs and at the same time promoting the 

socio-economic development of the territory.  

The Portal is accessible on the web at www.lacucinacampana.it address, for the time being via 

credentials, waiting for its public opening (together with the publication of the relevant Android and 

IOS APPs in the appropriate libraries) which will take place shortly, accompanied by a communication 

campaign especially on social media.  

The Portal makes available fully interconnected sections, between which one can move easily 

(Figure 6), thus finding everything useful for food and wine tourists. 

 

Figure 6. Multi-access and 360° integration feature of the Portal 

 

Source: Author elaboration 

In this way, one can find agri-food products of interest and the suppliers qualified to offer them, 

local dishes with their recipes and the restaurateurs where they can be enjoyed, and associated places 

with their cultural, natural and artistic attractions.  

In addition, the Portal contains examples of complete food and wine itineraries (with descriptions 

of each stage), events, food and wine experiences, and articles on food culture. 

The information content is organised in 'sheets', according to a common layout where the colours 

and structure of the sheets are congruent with the information covered. 

Each sheet contains the main information, links to other specialised sites for more in-depth 

information, and links to the other sheets of the portal related to the subject matter. 

The integrated '360°' approach is made possible by a sophisticated Software architecture, which 

also offers the 'multi-entry' functionality with which, from the Portal's home page (Figure 7) and using 

the available advanced search tools, one can jump directly to the sheets of interest. 

 

  

http://www.lacucinacampana.it/
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Figure 7. Portal home page 

 

Source: Author elaboration 

For example, from the home page, those interested in a local dish can find its sheet, and from 

there move on to its recipes (Figure 8), the restaurants where it can be enjoyed, the places associated 

with it, and any related itineraries. 

 

Figure 8. Example of a dish and its recipe 

Source: Author elaboration 

 

Similarly, anyone interested in an agri-food product can find its sheet and then view the recipes 

that use that product, the companies that sell it, the places of origin, the itineraries and the experiences 

that allow them to get to know that product. 

The 'Places' section now contains sheets for more than 250 municipalities in Campania, mostly 
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relating to small towns in rural and inland areas. Each sheet is designed from the tourist's point of view 

and offers information of interest (how to get there, what to see, links for more in-depth information 

on cultural and naturalistic aspects, and so on). 

In addition, information associated with the location can be selected with a 'click':  

 

- typical food products  

- suppliers where you can buy them 

- characteristic dishes with recipes 

- restaurateurs where such dishes can be enjoyed 

- food and wine experiences 

- itineraries for visiting the surroundings. 

 

As an example, the sheet of Postiglione (Figure 9), a small village in the province of Salerno, in 

a rural area of about 2,000 inhabitants, is shown.  

The sheet shows general information and, at the bottom, links to other sites (on the left) and 5 

links to associated sections (on the right), among which that of typical products is selected, to show 

the "preview" of the sheets of the 3 products associated with Postiglione. 

 

Figure 9. Example of a small rural municipality sheet 

 

Source: Author elaboration 

The Portal's 'Itineraries' section proposes routes in stages for tourists, often leading them to little-

known rural and inland areas.  

For example, an itinerary is proposed (Figure 10) that revolves around the centre of Cava de' 

Tirreni, highlighting the small hillside hamlets and surrounding places, proposing the art, history, 

religion, landscapes and nature typical of these little-known areas. 
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Figure 10. Example of a route through unfamiliar areas 

 

Source: Author elaboration 

 

All this is associated with local food and wine through links with local dishes and typical products. 

The 'Experiences' section seeks to meet the growing demand for 'experiential tourism' by offering 

more than 100 possibilities for various types of wine and food experiences (tastings, cooking courses, 

visits to wine cellars or oil mills etc., (Figure 11), especially in the rural areas of Campania, such as 

Sannio, Cilento and Alta Irpinia. 

Figure 11. Example of a food and wine experience with associations to places and products 

 
Source: Author elaboration  
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The 'Agri-food Suppliers' and 'Restaurateurs' sections contain more than 2,500 entries with 

detailed information on their products and dishes: in practice, the Portal offers an 'online shop window' 

with e-commerce possibilities to help these activities make the 'digital transition', be competitive and 

overcome geographical barriers, even in the most disadvantaged areas. The Portal offers advanced 

searches that make it easy to find suppliers and restaurateurs with specific characteristics, such as 

agritourism with certain quality labels that are located in a certain municipality. 

The Portal greatly facilitates internationalisation because its contents are available not only in 

Italian but also in 10 foreign languages (English, French, German, Spanish, Portuguese, Russian, 

Ukrainian, Arabic, Japanese and Chinese). For example, each typical product is presented to tourists 

in its native language, ensuring that its characteristics are better understood and appreciated, and 

increasing its attractiveness, stimulating tasting and a fully informed purchase. Since the Portal is 

available to all, without geographical limits, it is a powerful vehicle for Campania's agri-food products, 

which can be purchased anywhere, online, in one's language. 

The Portal also has a cultural section called 'Knowledge', which contains hundreds of sheets on 

various topics of general interest related to the world of food, such as the 'Mediterranean Diet', the 

description of geographical denomination marks, the rules of healthy eating, sustainable agriculture 

and the health benefits for consumers, the fight against food waste, etc. The Portal's software 

architecture is completely scalable and reusable. Its first application concerns Campania, so for the 

time being the information data of that region has been entered, but the same model can easily be 

replicated at any geographical level, loading only the data relating to the territory of interest. In this 

regard, the Start-Up has planned the 'Scale Up' at a national and international level, following the first 

experimentation in Campania. 

5.2 Aims and achievable objectives 

From the concepts expressed above, it emerges how the www.lacucinacampana.it portal fully 

contributes to satisfying the needs of wine and food tourists and thus can contribute to the development 

of Campania's rural and inland areas, with a model that can be reproduced on a national and 

international scale. 

In particular, the Portal promotes tourism and agriculture, which are key levers for the 

development of these areas, contributing mainly to these objectives: 

 

‐ promote local agri-food products, focusing on typicality and quality and favouring the ‘km0’ 

supply chain; 

‐ make local dishes known and the restaurants where they can be enjoyed; 

‐ provide a digital showcase for all restaurateurs and suppliers of agri-food products; 

‐ enable suppliers to have access to international markets; 

‐ boosting food and wine and experiential tourism, bringing tourists to areas that are currently 

less visited; 

‐ help consumers choose healthy, quality food, contributing to improved health and reduced 

health expenditure; 

‐ raise consumer awareness of sustainable agricultural products, highlighting their benefits. 

 

The Portal thus contributes to the evolution towards more responsible tourism and the mitigation 

http://www.lacucinacampana.it/
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of the following problems of 'Boosterism': 

 

• over-tourism→ in fact it motivates tourists to go to areas with fewer visitors, and all year round 

(promoting the deseasonalisation of tourism)  

• inequality→ it promotes small food suppliers and quality restaurateurs  

• environmental degradation and negative social consequences experienced by host 

communities→ it promotes the sale of ‘km0’ products (reducing the smog caused by transport), 

raises citizens' awareness of environmental care and the reduction of food waste, enhances the 

value of environmentally sustainable agri-food suppliers, creates jobs by allowing agri-food 

suppliers access to national and international markets and promoting the development of 

tourism-related activities and the related allied industries. 

 

The web portal (with its mobile applications) is an effective digital technology that enables the 

creation by operators of new tourism experiences in line with tourists' needs and allows the latter to 

co-create customised itineraries, promoting experiential tourism. 

6. Discussion, conclusions, and future implications 

The analysis of the training needs of contemporary tourists, especially those coming from other 

nations, the observation of a significant and growing attention towards food and wine tourism in Italy 

(Bazzocchi et al, 2011; Fortis, 2016; Guigoni, 2019; Soletti, 2003; Soletti & Selmi 2006, Garibaldi, 2023a) 

and the pressing need to foster the development of rural areas (Bencardino & Marotta, 2004; Lampreu, 

2023; Distefano, 2001), especially if also internal (Carlucci & Lucatelli, 2013; Meini, 2018), prompted 

this study, which firstly proposed a conceptual framework related to the different interconnected 

themes dealt with. The subsequent description of the innovative portal showed that new 

communication technologies can integrate a great deal of information, facilitating tourist choices and 

thus favouring the movement of visitors from well-known traditional destinations to notoriously 

neglected areas. 

Based on what is presented in this paper, it is possible to state that this study fully answers the 

research question (RQ1) by showing the fundamental role that web portals can play in increasing food 

and wine tourism, especially in rural and inland areas. 

The preservation of agricultural and agro-industrial traditions in beautiful natural landscapes 

(Agnoletti et al., 2011) can thus be concretely realised by displacing tourists from areas that are more 

frequented, but lack an appreciable landscape (Mastronardi et al., 2017). The Campania experience 

can be added to those described of Sardinia (Lampreu, 2020), Calabria (Verardi et al., 2023) and 

Marche (Cerquetti et al., 2022), characterised by the similar objective of preventing the depopulation 

of inland areas.  

The outcomes of the dissemination of the 'lacucinacampana.it' portal can only be assessed after 

its actual diffusion, hoping however for the favourable reception of the Campania Region and other 

local institutions, considering the fundamental role of public institutions repeatedly invoked by the 

doctrine (Bassi and Carestiato, 2016; Gargano, 2021; Lucatelli et al., 2022). It is also hoped that social 

development actors will overcome frequent prejudices towards the new digital tools, modernising their 

useful action already under analysis (Dalla Torre et al, 2020; Navarro-Valverde, 2022; Elsen & Fazzi, 2021; 

Fazzi, 2021), while preserving the typical values of rural areas, especially if they are also internal (De Rosa 
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and Luca, 2016; Battino and Lampreu, 2019; PRiNT Collective, 2022), which have always had a prevalent 

agricultural vocation in Italy (Macchi Jánica & Palumbo, 2019) and are at risk of depopulation (Tantillo, 

2023; Coordinamento Rete Nazionale Giovani Ricercatori per le Aree Interne, 2021). 

The hope for a positive contribution of these areas to the country's economic growth (Carlucci & 

Lucatelli, 2013) necessarily transits through tourism development (Meini, 2018; Salustri et al., 2022; 

Bencardino & Marotta, 2004) consistent with the most widespread principles of sustainability (Cerquetti 

et al., 2022). 

Italy could thus add a hopefully positive outcome also in the Campania region, which could thus hold 

a positive comparison with wine and food development experiences already recorded in other nations 

(Salvado and Joukes, 2021; De Jesús Contreras and Xavier Medina, 2021; Michael Hall, 2013; Duarte 

Alonso et al., 2022). 

In any case, it seems clear that new information technologies can and should play a fundamental role 

in tourism enhancement (Borin, 2023; Tajeddini and Ratten, 2019; Duarte Santos and Lima Silva, 2019; 

Filieri, 2007; Cervi, 2009). Digital food and wine tourism could thus add to the positive experiences of ICT 

use already recorded in nautical tourism (Benevolo and Morchio, 2015) and in themed itineraries 

(Smiraglia and Diolaiuti, 2003). 

The study of this portal adds to the rare contributions related to tourism portals (Shrestha et al., 2020; 

Darmawiguna et al., 2019; Ahmed and Amagoh, 2008; Györkös and Leskovar, 2001; Altamirano et al., 

2015), fostering the development of studies and research on topics that will surely characterise the future 

hinging on the diffusion of artificial intelligence. It thus certainly contributes to the current and prospective 

scientific debate, even considering that the theoretical implications of these notes emphasise the 

fundamental role of web portals in promoting many economic initiatives. The case study approach also 

provides a solid theoretical basis for understanding how new communication technologies can be 

exploited to enhance agricultural traditions and landscape resources. 

The description of an innovative portal cannot exhaust the broader issue of technology 

dissemination in tourism. However, it can represent a valid example because it is applicable in a region 

that has a natural vocation for tourism due to its natural, historical and cultural beauty. 

Other limitations of the research are related to the methodology of the cases, which have an 

ordinary 'limited generalisation'. That is, the specific dynamics of the Campania region may differ from 

other areas, although the flexibility of software could easily overcome this difficulty and the current 

other specificities of the portal. Current technologies are subject to rapid obsolescence, but the 

emergence and spread of artificial intelligence can only further validate and enhance the philosophy 

behind the current product, favouring the automated construction of itineraries concerning the tourist's 

characteristics and changing needs. 

It will be necessary to assess the economic sustainability of this initiative in the coming years and, 

above all, its popularity among tourists. It will also be necessary to estimate how much of the hoped-

for tourist development of rural and inland areas will be attributable to the portal: much will also 

depend on the computer culture of tourists and their predisposition to use portals and apps as tools for 

obtaining the necessary information to map out their itineraries. The portal operators should take care 

to accurately record data on its use, to allow useful relations with statistical data on the dynamics of 

tourist flows.  

The success of the initiative will also depend on the sensitivity of local economic operators to 

digital tools of this type, helping to enrich the information already present, innovating, detailing and 

updating it with food and beverage events, which should also be the main attraction.  
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These desirable managerial implications go beyond the mere observation of the potentially 

positive role of web portals. Several additional opportunities for the local economic operators and 

institutions involved are highlighted. Potential collaborations with the 'lacucinacampana.it' portal 

could be enhanced with marketing initiatives and partnerships with local businesses, aimed at 

improving the tourist experience and stimulating the local economy. In other words, operators in the 

sector should adopt a proactive approach to digital tools, modernising their actions without 

compromising the typical values of rural areas. Careful management of portal usage data can provide 

valuable information to adapt and continuously improve the offer, ensuring the best long-term 

economic sustainability. 

References 

Agenzia per la Coesione Territoriale (no year). Strategia Nazionale Aree Interne. From the site: 

https://www.agenziacoesione.gov.it/strategia-nazionale-aree-interne/ (26/3/2024). 

Agnoletti, M., Cargnello, G., Gardin, L., Santoro, A., Bazzoffi, P., Sansone, L., Pezza, L. & Belfiore, 

N. (2011). Traditional landscape and rural development: Comparative study in three terraced areas 

in northern, central and southern Italy to evaluate the efficacy of GAEC standard 4.4 of cross 

compliance. Italian Journal of Agronomy, 6(SUPL.1), 121-139; DOI: 10.4081/ija.2011.6.s1.e16 

Ahmed, F.F., Hussain, S.F., Hameed, S. & Ali, S.M. (2012). Semantic web E-portal for tourism. 2nd 

International Conference on Digital Information and Communication Technology and its 

Applications, DICTAP 2012, Bangkok, 16-18 May 2012, art. no. 6215342, 154-158; DOI: 

10.1109/DICTAP.2012.6215342 

Ahmed, S. & Amagoh, F. (2008). Heritage tourism portal web page design with factor and correlation 

analysis. In Zhao, F. (Ed.). Information Technology Entrepreneurship and Innovation, IGI Global, 

New York, 38-58; DOI:10.4018/978-1-59904-901-4.ch003 

Altamirano, V., López, M.T. & Paladines, F. (2015). Communication 2.0 to promote tourism in 

Iberoamerica: Analysis of government web portals and social networks. 10th Iberian Conference 

on Information Systems and Technologies, CISTI 2015, 17-20 June 2015, art. no. 7170590, 1-6; 

DOI: DOI:10.1109/CISTI.2015.7170590 

Bassi, I. & Carestiato, N. (2016). Common property organisations as actors in rural development: A 

case study of a mountain area in Italy. International Journal of the Commons, 10(1), 363-386; 

DOI:10.18352/ijc.608  

Battino, S. & Lampreu, S. (2019). The role of the sharing economy for a sustainable and innovative 

development of rural areas: A case study in Sardinia (Italy). Sustainability (Switzerland), 11(11), 

art. no. 3004, 1-20; DOI: 10.3390/su11113004 

Bazzocchi, G., Capanaga, P. & Piccioni S. (2011). Turismo ed enogastronomia tra Italia e Spagna. 

Linguaggi e territori da esplorare. Angeli, Milan. 

Bencardino, F. & Marotta, G. (2004). Nuovi turismi e politiche di gestione della destinazione. 

https://www.agenziacoesione.gov.it/strategia-nazionale-aree-interne/
https://doi.org/10.4081/ija.2011.6.s1.e16
http://dx.doi.org/10.4018/978-1-59904-901-4.ch003
http://dx.doi.org/10.1109/CISTI.2015.7170590
https://doi.org/10.3390/su11113004


Volume 32, Issue 3(79-107). Digital tourism and sustainable development of rural and inland areas with food and wine 

tourism: the role of web portals 

101 

 

 

Prospettive di sviluppo per le aree rurali della Campania. Angeli, Milan. 

Bencivenga, A., Giampietro, A.M. & Percoco, A. (2017). Food and wine tourism in Basilicata: The 

positioning map in tourism product development. Rivista di Studi sulla Sostenibilità, (1), 219-235; 

DOI: 10.3280/RISS2017-001014   

Benevolo, C. & Morchio, E. (2015). La qualità della comunicazione via web per la promozione del 

turismo nautico. Economia e diritto del terziario, (2), 391-313. 

Biancone, P. (2017). Introduzione al metodo dei casi. In Biancone, P. & Cisi, M. (Eds.). Scoprire 

l'azienda. Casi di management. Giappichelli, Turin, 1-8. 

Borin, E. (2023). Nuove tecnologie per i beni culturali: un'opportunità di rilancio per le aree interne: 

i risultati del progetto Culture.Edu. Bardi, Rome. 

Calabrò, G. & Vieri, S. (2016). The food and wine tourism: A resource for a new local development 

model. Amfiteatru Economic, 18(Specialissue10), 989-998. 

Carlucci, C. & Lucatelli, S. (2013). Aree Interne: un potenziale per la crescita economica del Paese. 

Agriregionieuropa, anno 9, (34), from the site 

https://agriregionieuropa.univpm.it/it/content/article/31/34/aree-interne-un-potenziale-la-

crescita-economica-del-paese (1/12/2023) 

Carvalho, M., Kastenholz, E. & Carneiro, M.J. (2023). Co-creative tourism experiences–a conceptual 

framework and its application to food & wine tourism. Tourism Recreation Research, 48(5), 668-

692; DOI:10.1080/02508281.2021.1948719 

Centro Studi Tci (2023). Come sta andando il turismo in Italia nel 2023, from the site 

https://www.touringclub.it/news/come-sta-andando-il-turismo-in-italia-nel-2023 (20/12/2023). 

Cerquetti, M., Ferrara, C., Romagnoli, A. & Vagnarelli, G. (2022). Enhancing Intangible Cultural 

Heritage for Sustainable Tourism Development in Rural Areas: The Case of the "Marche Food & 

wine Memories" Project (Italy). Sustainability (Switzerland), 14(24), art. no. 16893, 1-21; DOI: 

10.3390/su142416893 

Cervi, F. (2009). Turismo: il web marketing. Qualità, (2), 8-13. 

Cesario, M.P., Brambilla, A. & Vanzella, E. (2022). Contemporary Tourism Challenges. Proceedings 

of the International Scientific Conference, 12 May 2022, Technologies in smart tourist 

destinations and customer success actions: ways to enable a better tourist experience?. Avangard 

Prima, Sofia, 389-396. 

Collettivo PRiNT (2022). Aree interne e comunità. Cronache dal cuore dell'Italia. Pacini, Pisa 

Ospedaletto. 

Confindustria Centro Studi Campania (in collaborazione con l'Università del Sannio) (2023). Rapporto 

Aree Interne della Campania. Focus Irpinia|Sannio. Confindustria Campania, Naples, 1-118, from 

the site: https://www.confindustria.campania.it/sites/default/files/2023-

01/Rapporto%20Aree%20Interne%20Campania-Focus%20Irpinia%20Sannio_light_2.pdf 

http://dx.doi.org/10.1080/02508281.2021.1948719
https://www.touringclub.it/news/come-sta-andando-il-turismo-in-italia-nel-2023
https://www.confindustria.campania.it/sites/default/files/2023-01/Rapporto%20Aree%20Interne%20Campania-Focus%20Irpinia%20Sannio_light_2.pdf
https://www.confindustria.campania.it/sites/default/files/2023-01/Rapporto%20Aree%20Interne%20Campania-Focus%20Irpinia%20Sannio_light_2.pdf


Volume 32, Issue 3(79-107). Digital tourism and sustainable development of rural and inland areas with food and wine 

tourism: the role of web portals 

102 

 

 

(23/9/2023). 

Coordinamento Rete Nazionale Giovani Ricercatori per le Aree Interne (2021). Le Aree Interne 

Italiane. Un banco di prova per interpretare e progettare i territori marginali. LIStLAB, Trento. 

Dalla Torre, C., Ravazzoli, E., Dijkshoorn-Dekker, M., Polman, N., Melnykovych, M., Pisani, E., Gori, 

F., Da Re, R., Vicentini, K. & Secco L. (2020). The role of agency in the emergence and 

development of social innovations in rural areas. Analysis of two cases of social farming in Italy 

and the Netherlands. Sustainability (Switzerland), 12(11), art. no. 4440, 1-25; DOI: 

10.3390/su12114440 

Darmawiguna, I.G.M., Pradnyana, G.A. & Santyadiputra, G.S. (2019). The Development of Integrated 

Bali Tourism Information Portal using Web Scrapping and Clustering Methods. Journal of Physics: 

Conference Series, 1st International Conference on Vocational Education and Technology, 

ICONVET 2018, 3 November 2018, 1165 (1), art. no. 012010, 1-9; DOI: 10.1088/1742-

6596/1165/1/012010 

De Jesús Contreras, D. & Xavier Medina, F. (2021). Food and wine tourism in rural areas: a critical 

theoretical reflection from the anthropology of food perspectives. International Journal of Tourism 

Anthropology, 8(4), 416-435; DOI: 10.1504/IJTA.2021.10047581 

De Rosa, M. & Luca, B. (2016). Adoption of rural development policies in rural areas of Italy: Between 

family and farm strategy. Agricultural Economics Review, 17(2), 70-81. 

Decandia, L. & Lutzoni, L. (2016). La strada che parla. Dispositivi per ripensare il futuro delle aree 

interne in una nuova dimensione urbana. Angeli, Milan. 

Distefano, S.L. (2001). Turismo sostenibile. Aree interne e sviluppo possibile di ruralità ed 

agriturismo. Atti di convegno Antasicilia-Onlus. Anninovanta, Milan. 

Duarte Alonso, A., Martens, W. & Ong J.L.T. (2022). Food tourism development in wine regions: 

perspectives from the supply side. Current Issues in Tourism, 25(12), 1968-1986, DOI: 

10.1080/13683500.2021.1935791 

Duarte Santos, J. & Lima Silva, O. (Eds) (2019). Digital Marketing Strategies for Tourism, Hospitality, 

and Airline Industries. IGI Global, New York. 

Elsen, S. & Fazzi, L. (2021). Extending the concept of social farming: Rural development and the fight 

against organised crime in disadvantaged areas of southern Italy. Journal of Rural Studies, 84, 

100-107; DOI: 10.1016/j.jrurstud.2021.03.009 

Fazzi, L. (2021). Sviluppo legale ed ecosostenibile nelle aree rurali svantaggiate del sud Italia: il ruolo 

delle imprese sociali. Urban and Rural Sociology, (126), 27-44; DOI: 10.3280/SUR2021-126002 

Ferrari, S., Nicotera, T., lo Presti, A. & Biasone, A.M. (2022). Local Development Through the 

Connection Between Roots Tourism, Local Food and Wine. In: Calabrò, F., Della Spina, L. & 

Piñeira Mantiñán, M.J. (eds) New Metropolitan Perspectives. NMP 2022. Lecture Notes in 

Networks and Systems, vol 482. Springer, Cham, 2301-2312; DOI: 10.1007/978-3-031-06825-

http://dx.doi.org/10.1088/1742-6596/1165/1/012010
http://dx.doi.org/10.1088/1742-6596/1165/1/012010
http://dx.doi.org/10.1504/IJTA.2021.10047581
https://doi.org/10.1016/j.jrurstud.2021.03.009
https://doi.org/10.3280/SUR2021-126002
https://dx.doi.org/10.1007/978-3-031-06825-6_221


Volume 32, Issue 3(79-107). Digital tourism and sustainable development of rural and inland areas with food and wine 

tourism: the role of web portals 

103 

 

 

6_221 

Filieri, R. (2007). Verso la seconda generazione del web nel turismo. Turistica, 16(3), 87-118. 

formazioneturismo.com (2023). Il turismo enogastronomico in Italia, un fenomeno di successo, from 

the site https://www.formazioneturismo.com/turismo-enogastronomico-italia-un-fenomeno-

successo/ (20/12/2023). 

Fortis, M. (2016). The pillars of the Italian economy: manufacturing, food & wine, tourism. Springer 

Nature, Berlino; DOI: 10.1007/978-3-319-40186-7 

Fusco, C. (a cura di) (2023). Associazionismo e attuazione: la governance nelle aree interne. Formez, 

Rome. 

Gargano, G. (2021). The bottom-up development model as a governance instrument for the rural areas. 

The cases of four local action groups (lags) in the united kingdom and in Italy. Sustainability 

(Switzerland), 13(16), art. no. 9123, 1-47; DOI: 10.3390/su13169123 

Garibaldi, R. & Pozzi, A. (2022). How to create sustainable tourism experiences? The tourist's 

perspective. Turistica - Italian Journal of Tourism, (4), 9-25. 

Garibaldi, R. (2017). In viaggio per cibo e vino. Opportunità di un nuovo turismo integrato. Aracne, 

Rome. 

Garibaldi, R. (2019). Best practices in gastronomy tourism: synergies between food, wine, culture and 

tourism. In S. K. Dixit (ed.). The Routledge Handbook of Gastronomic Tourism. Routledge, 

Londra, 553-561, from the site: https://www.robertagaribaldi.it/best-practices-in-gastronomy-

tourism-synergies-between-food-wine-culture-and-tourism/  

Garibaldi, R. (2022a). 2010-2020, Il decennio d’oro dell’Agriturismo Italiano: I cinque Trend vincenti 

del comparto. From the site: https://www.robertagaribaldi.it/2010-2020-il-decennio-doro-

dellagriturismo-italiano-i-cinque-trend-vincenti-del-comparto/ (20/8/2023). 

Garibaldi, R. (2022b). Rapporto 2021 sul turismo enogastronomico, trend e tendenze. Associazione 

Italiana Turismo Enogastronomico, Bergamo, 16-24 from the site: 

https://www.robertagaribaldi.it/Progetti/ITA_RTEI_2021_TREND%20E%20TENDENZE.pdf 

(19/7/2023). 

Garibaldi, R. (2023a). Rapporto sul turismo enogastronomico italiano 2023, Bergamo, from the site: 

https://www.robertagaribaldi.it/rapporto-sul-turismo-enogastronomico-italiano-2023/ 

(19/7/2023). 

Garibaldi, R. (2023b). Rapporto sul Turismo Enogastronomico italiano 2023: Tendenze & Scenari. 

Associazione Italiana Turismo Enogastronomico, Bergamo, from the site: 

https://academy.robertagaribaldi.it/lp-download-report-tendenze-scenari (1/2/24) 

Gonçalves, A.R., Dorsch, L.L.P., & Figueiredo, M. (2022). Digital Tourism: An Alternative View on 

Cultural Intangible Heritage and Sustainability in Tavira, Portugal. Sustainability (Switzerland), 

https://dx.doi.org/10.1007/978-3-031-06825-6_221
https://www.formazioneturismo.com/turismo-enogastronomico-italia-un-fenomeno-successo/
https://www.formazioneturismo.com/turismo-enogastronomico-italia-un-fenomeno-successo/
https://www.robertagaribaldi.it/rapporto-sul-turismo-enogastronomico-italiano-2023/
https://academy.robertagaribaldi.it/lp-download-report-tendenze-scenari


Volume 32, Issue 3(79-107). Digital tourism and sustainable development of rural and inland areas with food and wine 

tourism: the role of web portals 

104 

 

 

14(5), art. no. 2912, 1-10; DOI: 10.3390/su14052912 

Guigoni, A. (a cura di) (2019). Foodie con la valigia. Il turismo enogastronomico in Italia. Aracne, 

Rome. 

Györkös, J. & Leskovar, R.T. (2001). Intelligent user-centred information management in tourism Web 

portals. Informatologia, 34(1-2), 78-80. 

horecanews.it (2023). Turismo. Record per l'estate 2023: superati anche i numeri pre pandemia, from 

the site https://horecanews.it/turismo-record-per-lestate-2023-superati-anche-i-numeri-pre-

pandemia (20/12/2023). 

ISTAT (2022). La geografia delle aree interne nel 2020: vasti territori tra potenzialità e debolezze, 

Rome, 1-22, from the site: https://www.istat.it/it/files//2022/07/FOCUS-AREE-INTERNE-

2021.pdf (21/9/2023). 

Italy in data (2023). Il settore del turismo in Italia. From the site: https://italiaindati.com/turismo-in-

italia/ (18/11/2023). 

Jrad, Z. & Aufaure, MA. (2007). Personalized Interfaces for a Semantic Web Portal: Tourism 

Information Search. In: Apolloni, B., Howlett, R.J., Jain, L. (eds) Knowledge-Based Intelligent 

Information and Engineering Systems. KES 2007. Lecture Notes in Computer Science, vol 4694. 

Springer, Berlin, Heidelberg, 695-702; DOI: 10.1007/978-3-540-74829-8_85 

Lampreu, S. (2020). Strategies for territorial development and tourism against the depopulation of rural 

areas in Sardinia (Italy). Revista Galega de Economia, 29(2), art. no. 6908, 1-20; DOI: 

10.15304/rge.29.2.6908 

Lampreu, S. (2023). Aree rurali e turismo. Politiche, strumenti e strategie di sviluppo territoriale. Tab 

editions, Rome. 

Lampugnale, P. & Marotta, G. (2023). Rapporto Aree Interne Campania. Focus Irpinia Sannio. From 

the site: https://www.confindustria.campania.it/sites/default/files/2023-

01/Slide%20Presentazione%20Rapporto%20Aree%20Interne%20Campania_30.01.2023.pdf 

(18/11/2023) 

Lausi, C., Baldi, M. & Migliaccio, G. (2023). ICT technologies to improve and personalise tourist 

experience: the case of integrated web portal 'lacucinacampana.it. In Varadzhakova, D. (Ed.). 

Proceedings of the international scientific conference on 'Tourism for sustainable future', Bulgaria, 

18-19 May 2023. Avangard Prima, Sofia, 219-231. 

Lucatelli, S., Luisi, D. & Tantillo, F. (a cura di) (2022). L'Italia lontana. Una politica per le aree interne. 

Donzelli, Rome. 

Macchi Jánica, G. & Palumbo, A. (a cura di) (2019). Territori spezzati. Spopolamento e abbandono 

nelle aree interne dell'Italia Contemporanea. CISGE – Centro Italiano per gli Studi Storico-

Geografici, Rome. 

https://doi.org/10.3390/su14052912
https://horecanews.it/turismo-record-per-lestate-2023-superati-anche-i-numeri-pre-pandemia
https://horecanews.it/turismo-record-per-lestate-2023-superati-anche-i-numeri-pre-pandemia
https://www.confindustria.campania.it/sites/default/files/2023-01/Slide%20Presentazione%20Rapporto%20Aree%20Interne%20Campania_30.01.2023.pdf
https://www.confindustria.campania.it/sites/default/files/2023-01/Slide%20Presentazione%20Rapporto%20Aree%20Interne%20Campania_30.01.2023.pdf


Volume 32, Issue 3(79-107). Digital tourism and sustainable development of rural and inland areas with food and wine 

tourism: the role of web portals 

105 

 

 

Mastronardi, L., Giaccio, V., Giannelli, A. & Stanisci, A. (2017). Methodological Proposal about the 

Role of Landscape in the Tourism Development Process in Rural Areas: The Case of Molise 

Region (Italy). European Countryside, 9(2), 245-262; DOI: 10.1515/euco-2017-0015 

Meini, M. (a cura di) (2018). Terre invisibili: esplorazioni sul potenziale turistico delle aree interne. 

Rubbettino, Soveria Mannelli. 

Meluzzi, C. & Balsamo, S. (2021). The language of food and wine tourism on the web. Online Journal 

of Communication and Media Technologies, 11(2), art. no. e202104, 1-11; DOI: 

10.30935/ojcmt/10821 

Michael Hall, C. (2013). Wine, food, and tourism marketing. Routledge, Abingdon, 1-176. 

Migliaccio, G., Lausi, C. & Baldi, M. (2023). The integrated web portal 'lacucinacampana.it' for rural 

development: an evolving project. Proceedings of the International Scientific-Practical 

Conference 'Economic growth in the conditions of globalization', XVIIth edition, Republic of 

Moldova. October 12-13, 2023, National Institute of Economic Research, str. Ion Creanga 45, 

Chisinau, 154-168; DOI: 10.36004/nier.cecg.II.2023.17.1 

Migliaccio, G., Lurgi, M. & Aufiero, V., (2018). Business networks in Italian tourism. Case study: 

‘Rete Destinazione Sud’. International Journal of Leisure and Tourism Marketing, 6(2), 117-135; 

DOI: 10.1504/IJLTM.2018.10018272 

Navarro-Valverde, F., Labianca, M., Cejudo-García, E. & De Rubertis, S. (2022). Social Innovation in 

Rural Areas of the European Union Learnings from Neo-Endogenous Development Projects in 

Italy and Spain. Sustainability (Switzerland), 14(11), art. no. 6439, 1-18; DOI: 

10.3390/su14116439 

Nomisma (2022). Osservatorio nazionale del turismo del vino. Aprile 2022. From the site: 

https://www.enit.it/storage/202206/20220623154555_xviii_rapporto_turismo_vino.pdf 

(28/12/2023). 

Ottimo, E. (2001). Obiettivi di comunicazione e variabili progettuali di un sito web: il caso del turismo 

leisure. Micro & macro marketing, (3), 495-534. 

Porrovecchio, C. (2023). An Analysis Procedure for the Surviving Rural Architecture, Built with Raw 

Earth Mortars, in the Amatrice Area (Italy) as a Starting Point for the Development of 

Conservation Strategies. Heritage, 6(3), 2333-2354; DOI: 10.3390/heritage6030123 

Presidenza del Consiglio dei Ministri, Dipartimento per le Politiche di Coesione (2017). Accordo di 

Partenariato 2014-2020 Italia, Section 1A, Rome, 1-292, from the site: 

https://www.agenziacoesione.gov.it/wp-

content/uploads/2019/09/accordo_di_partenariato_sezione_1a_2017.pdf (18/9/2023).  

Rachão, S.A.S., Breda, Z., Fernandes, C. & Joukes V. (2021). Food-and-wine experiences towards co-

creation in tourism. Tourism Review, 76(5), 1050-1066; DOI: 10.1108/TR-01-2019-0026 

Rachão, S.A.S., de Jesus Breda, Z., de Oliveira Fernandes, C., Joukes, V.N.P.M. (2021). Drivers of 

https://www.enit.it/storage/202206/20220623154555_xviii_rapporto_turismo_vino.pdf
https://www.agenziacoesione.gov.it/wp-content/uploads/2019/09/accordo_di_partenariato_sezione_1a_2017.pdf
https://www.agenziacoesione.gov.it/wp-content/uploads/2019/09/accordo_di_partenariato_sezione_1a_2017.pdf


Volume 32, Issue 3(79-107). Digital tourism and sustainable development of rural and inland areas with food and wine 

tourism: the role of web portals 

106 

 

 

experience co-creation in food-and-wine tourism: An exploratory quantitative analysis. Tourism 

Management Perspectives, 37, art. no. 100783; DOI: 10.1016/j.tmp.2020.100783 

Rete Destinazione Sud (2023). 2023 Year of Return Tourism. Discovering the Origins. Giroauto Travel, 

Salerno, from the site: www.retedestinazionesud.it/wp-content/uploads/2022/05/ENG-Brochure-

2023-Anno-del-Turismo-di-Ritorno-28.04.22-PDF-40-MB.pdf (29/12/2023) 

Rete europea per lo sviluppo rurale (RESR) - Gruppo di lavoro tematico 1 (TWG 1) (No year), 

Definizione di aree rurali. Commissione europea, Bruxelles, 1-2, from the site: 

https://ec.europa.eu/enrd/enrd-static/fms/pdf/82E212E6-AAF0-F826-7111-F71E97FE8A42.pdf 

(18/7/2023). 

Rete Rurale Nazionale 2014-2020 (No year, a). Le aree rurali in Italia: tipologie e bisogni sociali. 

Ministero delle Politiche Agricole, Alimentari e Forestali (MIPAAF), Rome, 1, from the site: 

https://www.reterurale.it/flex/cm/pages/ServeBLOB.php/L/IT/IDPagina/551#:~:text=The%20ru

ral%20areas%20in%20Italy%20represent%20over%20the%20measure%20of%20202020202020

20 (21/9/2023). 

Rete Rurale Nazionale 2014-2020 (No year, b). Le aree rurali 2014-2020. Ministero delle Politiche 

Agricole, Alimentari e Forestali (MIPAAF), Rome, 1, from the site: 

https://www.reterurale.it/areerurali (21/9/2023). 

Salerno, G., Palladino, M., Cafiero, C., Romeo, G. & Marcianò, C. (2023). Gastronomy and Tourism 

in Remote European Areas: Toward a Food and Wine Atlas of the Metropolitan City of Reggio 

Calabria. In: Bevilacqua, C., Balland, PA., Kakderi, C., Provenzano, V. (eds) New Metropolitan 

Perspectives. NMP 2022. Lecture Notes in Networks and Systems, vol 639. Springer, Cham, 405-

421; DOI: 10.1007/978-3-031-34211-0_20 

Salustri, A., Cocco, V. & Mawroh, H. (2022). Mixing culture, food and wine, and rural development 

to cope with the COVID-19-related crisis of the tourism industry in Italy. Journal of Foodservice 

Business Research, 25(6), 702-724; DOI: 10.1080/15378020.2022.2058312 

Salvado, J. & Joukes, V. (2021). Build sustainable stakeholders’ interactions around wine & food 

heritage: The Douro Wine Tourism case. Journal of Tourism and Development, (36), 93-112; DOI: 

10.34624/rtd.v1i36.7877 

Shrestha, D., Wenan, T., Maharjan, S., Gaudel, B., Chun, J. & Jeong, S.R. (2020). A UML based 

approach for analysis and design of tourism web portal. Proceedings - International Conference 

on Smart Electronics and Communication, ICOSEC 2020, 10-12 September 2020, Institute of 

Electrical and Electronics Engineers Inc., art. no. 9215380, 236-243; DOI: 

10.1109/ICOSEC49089.2020.9215380 

Smiraglia, C. & Diolaiuti, G. (2003). Visite virtuali, itinerari a tema, web gis: i nuovi scenari del 

turismo sostenibile. SLM: sopra il livello del mare, (11), 57-61. 

Soletti, F. & Selmi L. (2006). Turismo gastronomico in Italia. Touring, Milan. 

https://ec.europa.eu/enrd/enrd-static/fms/pdf/82E212E6-AAF0-F826-7111-F71E97FE8A42.pdf
https://www.reterurale.it/areerurali


Volume 32, Issue 3(79-107). Digital tourism and sustainable development of rural and inland areas with food and wine 

tourism: the role of web portals 

107 

 

 

Soletti, F. (2003). Turismo del vino in Italia. Gli Itinerari-I vini e le cantine scelti dal seminario 

permanente Luigi Veronelli. Touring, Milan. 

Tajeddini, K & Ratten, V. (Eds) (2019). Tourism, Hospitality and Digital Transformation: Strategic 

Management Aspects. Taylor & Francis, Oxfordshire. 

Tan, W., Shrestha, D. & Jeong, S.R. (2019). Digital tourism development and sustainability model for 

Nepal. Proceedings of the 2019 IEEE 23rd International Conference on Computer Supported 

Cooperative Work in Design, CSCWD 2019, Porto, 6-8 May 2019, art. no. 8791852, 182-187; 

DOI: 10.1109/CSCWD.2019.8791852 

Tantillo, F. (2023). L'Italia vuota: viaggio nelle aree interne. Laterza, Bari-Roma, 2023. 

Tiago, F., Gil, A., Stemberger, S. & Borges-Tiago, T. (2021). Digital sustainability communication in 

tourism. Journal of Innovation and Knowledge, 6(1), 27-34; DOI: 10.1016/j.jik.2019.12.002 

Turrini, A. (2002). Il caso come metodologia di ricerca in economia aziendale. Azienda pubblica, (25), 

67-85. 

Verardi, F., Angrisano, M. & Fusco Girard, L. (2023). New development policies for the internal areas 

of Southern Italy. General principles for the valorization of rural areas in Calabria Region. Values 

and Valuations, (33), 105-116; DOI: 10.48264/VVSIEV-20233308 

Wass E. (2023). Le novità del Rapporto sul Turismo Enogastronomico Italiano 2023. From the site 

https://www.ilforchettiere.it/le-novita-del-rapporto-sul-turismo-enogastronomico-italiano-2023/ 

(20/12/2023). 

wine-suite.com (2023). Report Enoturismo e vendite direct-to-consumer 2023 (Revisione dati 2022). 

Divinea, Milano. From the site: https://winesuite.divinea.com/it/report-enoturismo-vendite-direct-

to-consumer-2023 (1/2/2024). 

Zabala, S., Escalona, T. & Marcano, I. (2012). Portal web dinámico y estandarizado para las Escuelas 

de Hotelería y Turismo, una alternativa para la universidad posmodernista venezolana [Dynamic 

and standardised web portal for hotel and tourism school, an alternative to the Venezuelan 

postmodern university]. Espacios, 33(12), 1-14. 

 

Turistica - Italian Journal of Tourism applies the Creative Commons Attribution (CC BY) license to 

everything we publish. Developed to facilitate Open Access, this license lets authors maximize the impact 

or their research by making it available for anyone, anywhere in the world to find, read and reuse. Under 

this license, authors agree to make articles legally available for reuse, without permission or fees, for 

virtually any purpose. Anyone may copy, distribute, or reuse these articles, as long as the author and original 

source are properly cited. 

https://www.ilforchettiere.it/le-novita-del-rapporto-sul-turismo-enogastronomico-italiano-2023/
http://creativecommons.org/licenses/by/4.0/

