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1. FRIENDLY URBAN SETTINGS: WAYS OF LIVING / VISITING CITIES 

A city can provide a mixture of impressions and stimuli to create a subjective image for each resident or 
visitor. First impressions are particularly important for the visitor, both when appraising their 
surroundings and when deciding any eventual future return. For residents and temporary visitors1,  the 
continually developing image of the place where they live is a determining factor in the perceived quality 
of life or in the receptiveness of the location, ideas which are influenced by both the physical and the 
immaterial city.  The physical surroundings that make up a city - its buildings, public spaces, colours, 
smells and functions - amalgamate with the city of sensations and perceptions.   

 

In recent decades, the city (and urban settings 
in general) has taken on a central role at both 
international and local levels, due to the fact 
that today, more than ever before, cities act as 
magnets for populations, resources, wealth and 
wellbeing.  Rural areas are no longer the 
yardstick used to measure quality of life; it is 
now the cities, urban settings and metropolises. 

About 80% of inhabitants in the OCSE states 
live in urban settings, whether smaller urban 
conurbations or cities, which have the largest 
economic growth, attract foreign investments 
and boast high work productivity. More than 81% of all patents come out of urban settings. 

However, urban settings are also responsible for the highest levels of pollution and have daily problems 
of security and safety, social cohesion and ethnic integration. 

In terms of average per capita income, 22 of the world’s 25 richest cities are in the United States, while 
the others are London (13th), Paris (18th) and Dublin (23rd). 

It is essential to consider the requirements (and needs) of inhabitants and visitors when evaluating “the 
health” of a city, intervening in its urban or architectural planning, developing social or economic plans, 
or simply promoting a territory.  What makes the dialectic between the material and immaterial city 
attractive to new residents and visitors?  Why is a particular city chosen by businessmen and by young 
talents for their activities?  

To answer these questions, the concept of urban quality must be explored.  Here, quality refers to the 
effective response to the needs of those who live or travel through an urban setting, those wishing to 
                                                           
1 Some of the better known theoretical developments in the subject of temporary residents include work by G. MARTINOTTI, 
Metropoli, Il Mulino, Bologna 1993 and N. COSTA, Produzione e consumo della memoria: Città, immagine, turismo, 
Fondazione Sum. 

Tab. 1- The city image, from perception to action  
City Uniqueness  Appeal  Visit  
Rome and Vatican City 100% 89% 41% 
Venice 100% 81% 32% 
Milan  100% 13% 24% 
Florence and Tuscany  100% 85% 23% 
Palermo and Sicily  93% 57% 16% 
Turin 35% 7% 15% 
Naples  65% 47% 14% 
Genoa  33% 13% 9% 
Bologna and Emilia Romagna  21% 13% 7% 

  
Paris 100% 96% 85% 
Barcelona  100% 81% 77% 
Source: N. Costa,  Produzione e consumo della  memoria: Città, 
immagine, turismo, Fondazione Sum 
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invest, do business or set up an activity within that setting.  Quality represents the quest for a balance 
between the material and immaterial components of an entire urban system in continual change. 

This research intends to offer a general overview, with some in-depth studies into the most relevant 
issues concerning the link between the city and tourism, re-examining all aspects of the city, given its 
role as a productive component with a strong influence on tourism-generated income.  The most recent 
scientific and popular research material has been examined, and an extensive analysis of several Italian 
cities will be undertaken. It should be made clear that this is not a comparison of urban settings but a 
collection of stories about cities, often very different to each other, aiming to contribute to the “City and 
Tourism” debate providing data and points for discussion. 

Urban centres (from metropolises to suburbs) are one of the most important links in the tourism chain 
thanks to their role as places where both short and long-term tourists consume goods, services, 
experiences and activities. It is during this consumption process that the visitor perceives and appraises 
the destination, impressions that will later create the image which remains once the holiday is over. In 
recent years, the reduction in travel costs and lifestyle changes have led to a boom of ‘city breaks’, short 
holidays spent either in a capital city or even in smaller and lesser-known urban centres. 

In 2007, 42% of the 44 million foreign tourists visiting Italy spent time in the 6 largest cities: 7.3 million in 
Rome, 4.4m in Milan, 2.9m in Venice, 2m in Florence, 1.1m in Turin and 640,000 in Naples. Venice 
(70%), Florence (70%) and Rome (61%) attract mainly leisure visitors, while business travel dominates 
visitors to the destinations of Turin (78%), Milan (75%) and Naples (66%). 

An indication of a city’s good health is provided by a metropolitan population including the presence of 
tourists, young people and entrepreneurs from the creative class or Tuareg generation2, the new breed 
of managers generating innovation, the business class that has gone beyond the idea of the fixed 
location, to take advantage of the network of global cities, according to the definition coined by Saskia 
Sassen in 1997.  The vivacity and efficiency of a city determines its attractiveness, while the variety of 
its population of residents and users is an inherent part of its competitiveness and ability to be 
welcoming. 

The institutions in the majority of OCSE states are increasingly attentive to the needs of their 
inhabitants, who want a better quality of urban life and to live in an urban setting that provides concrete 
solutions to their requirements.  This is proved by the local, national and international government 
policies that indicate ways to make urban settings more efficient.  Programs concentrating on improving 
quality of life have been developed in the United States, the European Union and in individual nations 
like Great Britain and Japan, as a way of providing real responses to the needs of the post-modern 
citizen. 

                                                           
2 Francesco Delzìo used this term to define the generations of 30-40 year-olds who are facing the challenge of finding their 
way in today’s world with a very different approach to previous generations. F. Delzìo, Generazione Tuareg: giovani, flessibili 
e felici, Rubbettino, 2007. 
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Great Britain’s Urban Regeneration Programme has developed a system of indicators to analyse the 
liveability of cities and to calculate the allocation of national resources, awarded on the basis of a points 
system. 

The factors that contribute to making an urban setting welcoming and, therefore, competitive are: public 
spaces, quality of public services, safety, presence of green areas, pollution levels, pedestrian areas, 
mobility etc.  

According to the ‘State of the English Cities’ paper, the level of liveability of cities can be measured in 
four separate dimensions:  Environmental quality, which measures the level of noise pollution and of 
vehicle and pedestrian traffic, cleanliness and waste-processing methods, and the construction quality 
of the buildings;  Physical place quality, which evaluates the built environment ‘product’, i.e. the physical 
city as a whole, taking into account the quantity of derelict land, the level of conservation and care for 
green areas and urban parks, and the quality of the public domain;  Functional place quality, which 
considers the pedestrian, and the ease or difficulty of the pedestrian journey, the efficiency of public 
transport and the vitality and viability of services; and, finally, Community safety, measured by the 
number and type of crimes committed and the level of anti-social behaviour shown by residents. 

The Bank of Italy’s tourism survey shows a substantial inertia in the appraisal of Destination Italy 
between 2000 and 2007.  A foreign tourist’s average final vote is 8.3 out of 10, the same as in 2000.  
Analysis of the individual components of this score generally show increasing approval in terms of 
accommodation facilities and safety, and a marked decrease in the votes awarded for cost of living and 
services. 

It is notable that the highest ratings for the general quality of life go to the smaller urban centres, i.e. not 
the main cities in a province. 

However, a comparison of this steady vote with Italy’s loss of market share in recent years highlights the 
difficulties and vital issues urgently needing to be resolved so the country can win back a level of 
competitiveness, in turn increasing tourism’s contribution to the GDP. 

This must start with the cities and the single elements that determine liveability for residents and, 
therefore, tourists. This is demonstrated by a well-known international example like Barcelona, rather 
than the lesser-known cases such as Seoul and Vancouver. 

So, two different indicators are used as guidelines when establishing a city’s level of liveability:  
observed changes and perceived changes.  These allow for a differentiation between aspects that 
can be measured by direct observation and those linked to perception, which are more subjective in 
nature3. 

Mercer HR Consulting used 39 indicators to rank cities in the 2008 Quality of Living Survey, grouping 
them into the following categories: 

                                                           
3 Source: Department for Communities and Local Government, State of the English Cities: liveability in English Cities, 2006.  
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 - Political and Social environment (political stability, crime level, law enforcement, etc); 

 - Economic environment (currency exchange regulations and banking system etc.); 

 - Socio-Cultural environment (censorship, limits to personal freedom etc.); 

- Medical and Health Considerations (medical assistance and services, infectious diseases, 
water potability, sewage, environmental pollution etc.); 

 - Schools and Education (level and availability of international schools etc.); 

 - Public Services and Transport (electricity, water, public transport, traffic congestion etc.); 

 - Recreation (restaurants, theatres, cinemas, sports centres etc.); 

 - Consumer Goods (availability of food / daily consumption of items, automobiles etc.); 

- Housing (accommodation, appliances and furniture, household maintenance and repairs etc.); 

- Natural Environment (climate, record of natural disasters). 

These factors place the city of Zurich at the top of the list, followed by Vienna and Geneva.  Milan ranks 
41 in terms of quality of living, while the United States is the leading nation with 8 cities in the top 50 
worldwide.  Germany follows with 6, including some of the country’s largest cities - Berlin, Frankfurt and 
Hamburg – while Canada and Australia both have 5 cities apiece and Japan has 4. Switzerland has 3 
cities in the list, lying in 1st, 2nd and 9th positions. 

  
Tab.2- Top cities for Quality of Living– 2008 
1 Zurich 108   20 Stockholm 104.3 
2 Vienna 107.9   29 San Francisco (CA) 103 
2 Geneva 107.9   32 Paris 102.9 
4 Vancouver 107.6   36 Lyon 101.9 
7 Frankfurt 107   38 London 101.6 
10 Sydney 106.3   41 Milan 100.8 
11 Copenhagen  106.2   42 Barcelona 100.6 
13 Amsterdam 105.7   43 Madrid 100.5 
16 Berlin 105   49 New York (NY) 100 
Source: Mercer's 2008 Quality of Living survey highlights 
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Switzerland has invested heavily in urban quality and, in recent years, has intensified its policies on 
general tourism promotion and on projects aimed at increasing the average quality level of services 
offered.   

An analysis of Swiss cities shows that in the areas taken into consideration, there is a greater density of 
services and higher numbers of staff in tourist areas than in the other urban centres.  In fact the 
infrastructures in these tourist areas have been strengthened to benefit not only the resident population 
but also the temporary visitor.  For example, these areas have 125 restaurants and bars for every 
10,000 inhabitants (while the Swiss average is 37), 16 food shops (compared to the Swiss average of 
7.5), 3 pharmacies (compared to 2.3) and 10 banks (the average is 4.4) 4.  

2. FACTORS OF URBAN QUALITY  

Urban quality depends enormously on transportation and mobility infrastructures, but also on public 
spaces, on the presence and accessibility of green belts, public fittings and fixtures and on the ability of 
resident and tourist services to improve and adapt to the needs of citizens (and eventual city users) and 
even intervene in areas needing revitalization.  The difficulty inherent in this choice is represented by 
the risk of ‘denaturalizing’ the destination, removing its identity and distinctive local character by 
                                                           
4 Source: Office fédéral de la statistique, Communiqué de presse Medien Metteilung – Press Eelease, 2005. 
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modifying the existing space, services and public areas.  This risk, however, decreases as the city 
grows.  It is hard for a great metropolis to lose its identity and what tends to happen is that a tourist 
ghetto is created, which eventually isolates visitors from residents5.  

The most recent surveys into consumer behaviour in cities (residents, tourists and city users) and the 
supply of urban services confirm the importance of a place’s local identity and unique character.  In 
recent years, there has been an important change in the preferences of urban destinations and the use 
of services: from a reduction in the length of the holiday (city breaks) to the criteria used to choose the 
destination; from the tailor-made offers available through the most innovative information systems (thus 
reducing the role of intermediaries) to the mass spread of low cost air travel, with flights accessing the 
most important European cities through their minor airports. 

We have listed the main factors in the choice of a destination for both tourist and business travel.  The 
table below shows the results of survey involving 5,000 people, looking at the main disadvantages for 
an Italian city. The study compares the appraisal of a destination from a tourist and business traveller’s 
point of view.   It is interesting to see how public transport efficiency (i.e. the ease with which one can 
travel within the city) is given much more importance than the price-quality ratio of the cost of living and 
accommodation. 

This information indicates that both the business and leisure traveller are prepared to pay for a quality 
transport system. 
Tab.3 – Competitive disadvantages of an Italian city - comparison tourist / business traveller 

          Tourist Business 
Public transport system     56% 63% 

Cost of living and accommodation – price quality ratio    23% 14% 

Crime and corruption      12% 11% 

Low level of professionalism and availability of staff   2% 9% 

Climate and pollution        7% 3% 

Source: Conference on Informed Mobility, Vision&Value, 2007.    

                                                           
 
 
5 This model of ‘separate’ urban tourism can be found in many cities in the world, Rio de Janeiro, Sao Paolo, Buenos Aires, 
Caracas, Lima are some of the Latin American examples. 
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Table 4 lists the essential factors in 
the choice of locating a business 
and their importance ranked in 
percentage terms.  It should be 
noted that the list of the best cities 
for locating a business, compiled by 
the Europe Cities Monitor, is created 
from sample interviews with 500 
leading international businesses. 
Compared to the 2006 survey, three 
factors have increased in 
importance: the quality of 
telecommunications  - up by 5%; the 
availability of qualified staff – rising 
from 59% to 62% and the quality of 
life for employees, which has grown from 19% to 21%. 
 
Public space is an essential factor in urban quality because it has a direct influence on the liveability of 
the city.  Compared to other competitors, Italy has an advantage linked to its historic buildings and 
monuments, which create a unique setting.  However, while this space is unique, the needs of a post-
modern resident and/or tourist immediately highlight all the critical issues surrounding it, which range 
from accessibility problems and lack of information, to the ability to adapt the space for different 
activities, lack of cleanliness and adequate illumination.    
The model developed by Project for Public Spaces analyses the quality of public spaces to identify the 
critical factors where intervention is needed.  The model uses the following four factors, broken down 
into multiple elements: 
 

� Accessibility and linkages:  the space is visually and physically accessible, well defined and 
linked to the transportation system; 

� Comfort and Image:  the image is connected to the physical and architectural aspects, while 
comfort is the result of its ability to meet the needs of the various target groups that use it. This 
ranges from cleanliness to the availability of seating, to areas of shade, i.e. a space that is 
welcoming and can be lived in at all times of the day; 

� Uses and Activities: the space can be used for various activities, from young people studying 
to older people sitting in the sun, where children can play and tourists can rest.  It is a living 
space where groups of city users co-exist and where everyone finds room for their own activity; 

Tab.4 – Essential factors for locating a business  
  

          2007 
Availability of qualified staff    62% 

Easy access to markets, customers or clients   58% 
Quality of telecommunications     55% 

Transport links with other cities and internationally   52% 
Cost of staff       36% 
Languages spoken   29% 
The climate governments create for business through tax 
policies or financial incentives   27% 
Value for money for office space   26% 
Availability of office space     26% 
Ease of travelling within the city   24% 
Quality of life for employees     21% 

Freedom from pollution   16% 
Source: Europe Cities Monitor 2007, Cushman&Wakefield.    
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� Sociability; a space that favours dialogue and interaction between people. 

The importance of intervening in the individual elements of the urban areas in Italy, in both larger cities 
and smaller centres, to transform what is today a potential resource into welcoming services and spaces 
is clear.  The increase in the amount of time spent outside the house makes it necessary for the city to 
offer the possibility of carrying out activities that once took place within the domestic framework.  
Therefore, both residents and tourists need better equipped and better distributed public spaces in the 
urban centre, to socialize, play, work and rest. 

The Italian cities, used to being natural attractions thanks to their monumental and historic heritage, 
have repeatedly fallen into the temptation of waiting for visitors to arrive and spend, and if they didn’t 
return (because the setting was not welcoming or the quality-price ratio was inadequate), to await for 
others to arrive.  Various surveys show that the reality is different and cultural heritage alone is not 
enough to make a city destination successful.  While Italy has a vocation towards tourism, culture and 
history, with advantageous structural conditions compared to other countries, the evolution of the 
market and the offer of competing destinations should not be underestimated. 

Once again, OCSE data shows how urban settings that fail to invest in transportation, regeneration 
projects and new technology risk decline, and it mentions several Italian cities, including Naples, as 
examples. 

For a long time, many Italian cities were able to compete for first place in favourite tourist destinations.  
In 1950, Italy was the third most visited destination in the world and in 1970 it took the undisputed top 
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slot.  In 1990 it was overtaken, first by France, then the United States, then by Spain.  In 2004-5, Italy 
dropped another position in the rankings, ending up behind China. 6 

Competition has become even tougher on the urban metropolitan scale. In recent years many cities 
have developed ‘attractions’ and perfected their welcome. Bilbao, for example, counted 313,000 arrivals 
when its urban revitalization plan was launched in 1992. This figure grew to 560,000 in 1997, when the 
Guggenheim Museum opened (which saw a record-breaking number of 1,300,000 visitors).  In 2004, 
incentives were introduced to boost conference tourism and the organisation of 735 events brought 
136,000 visitors and business worth 87 million Euros to the city.  In 2005, there were over 1 million 
arrivals, 60% from abroad.  Between 1992 and today, the city’s accommodation and event hospitality, 
airport and public transportation systems have been completely restructured and the riverbanks at the 
heart of the city cleaned and re-launched. 

Bilbao had 360,000 inhabitants in 2007, slightly fewer than Florence, and it covers 41.2 km2, less than 
half the size of Cagliari.  The most significant urban infrastructural transformation was the building of two 
metro lines that cover 32.24 km and link 34 stations.  The first phase started in 1988 and was 
inaugurated in 1995, while the second was opened in 2002.  Work on extending the metro system is still 
ongoing7.  

In Italy, the cities with metro systems are Rome, Milan, Naples, Genoa and Catania.  Catania has a 
population comparable to Bilbao, but is almost 4.5 times larger.  Its first metro line there was opened in 
1999, covering 3.8 km.  A comparison of Bilbao’s metro network to those in these Italian cities highlights 
a huge lack of infrastructure for urban mobility. 

Furthermore, Italy is one of the most motorised countries in the world, a trend that continues to grow.  
According to a Legambiente survey in 2007, 51 of the 63 monitored cities exceeded the permitted legal 
limit of 35 days where the concentration of 
PM10 particulate pollution superseded 
allowed levels. These included Turin 190, 
Cagliari 162, Milan 149, Venice 120 and 
Rome 118.  When the Italian average 
stands at 67 days per year where there is 
excessive PM10 emission, it is clear that 
this country’s environmental situation is not 
one of the best. 

The Bilbao example shows the importance 
played by the single elements in the urban 
system, such as mobility and 

                                                           
6 Banca IMI, Società Bain&Company, Nuove Sfide del Turismo Globale. La grande opportunità dell’Italia: dal primato nel 
brand a quello sui mercati, Il Sole 24 Ore, Milan, 2007. 
7 Source: Metro Bilbao official website, http://www.metrobilbao.net/cas/home.jsp  

Tab. 5 -  Metro system: comparisons with Bilbao  

City 
Population 
comparison 

Dimension 
comparison 

 km of metro 
network 

 

Bilbao 1 1 32,24 

Turin 2,5 3,2 7,8 
Milan 3,6 4,4 74,6 
Genoa 1,7 5,9 5,5 
Venice 0,7 10,1 0 
Florence 1,0 2,5 0 
Rome 7,6 31,7 36,6 
Naples 2,7 2,8 28,9 
Bari 0,9 2,8 0 
Palermo 1,8 3,9 0 
Cagliari 0,4 2,1 0 
Source: Re-elaboration of data in Rapporto Cittalia 2008; Official 
website Metro Bilbao, www.metrobilbao.net;   
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transportation, in the overall appraisal of a city.  When analysing the 5 cities viewed as the best 
locations for business and among the best for tourist arrivals and innovation (denoting a high presence 
of the creative classes), we find that metro transportation plays a central role in mobility within the city.  
London has the oldest and most extensive metro network in the world, covering 414 km and linking 274 
stations.  New York follows, with 368 km of track and 468 stations8, a network that stays open 24-hours 
a day, 365 days a year.  In Europe, Madrid lies in 2nd place, with 309 km of track and 267 stations. The 
Paris metro opened in 1900 and today covers 213 km with 298 stations, while Barcelona has 113 km 
and 148 stations. 

3. THE CITY AND ICT  

Information Communication Technology and the city means services for those who use the city, 
(residents, tourists and businesses) and support instruments for the urban area’s local governments.  
Both aspects are essential, and in most cases, the availability of advanced information tools to support 
local government is a necessary condition to develop innovative services for the other above-mentioned 
groups of users. 

Today, a city user, in the metropolis and the town, generally uses technology to: 

� reduce the time spent in low value activities, such as researching information, booking or buying 
goods or services, etc.; 

� socialise, using social networking tools; 

� be entertained, whether watching a video or playing games; 

� improve their cultural level, visiting a virtual museum or using an interactive guide to the area 
that provides little known information about places. 

There is now a widespread belief, especially among the younger generations, that it is possible to carry 
out any of the above-mentioned activities anywhere in the city, and it is now common to see people 
using their computers while in public spaces in major cities.  However, alongside the establishment of 
wireless networks providing an internet connection anywhere in the city, economic and cultural 
operators need to develop new models for dispensing services through the net. Singapore, for example, 
is a leader in the management of local services through new technology, offering a large number of 
citizen services on the web. 

The use of new technology in urban territory management represents a challenge for public 
administrations.  It is not merely a question of installing automatic systems for urban management and 
control (speed cameras, pollution monitoring, cameras in the limited-traffic areas), it is also about the 
need for a new, innovative logic where the transformation starts at the moment of analysis and planning 
and continues during implementation of the systems and on to their established daily use.  This process 
is becoming increasingly necessary, and involves various levels of public administration and private 
                                                           
8 An extension to the metro network is being built which will bring it to 1056 km, making it by far the longest in the world.   
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sector businesses.  Both ICT and hardware technology can be used in almost all the work and services 
carried out in urban areas.  Some of the main areas where technology can play an essential role are: 

- City services (waste collection, public illumination, public fixtures and fittings, park and garden 
maintenance, checking the state of monuments and controlling of advertising).  In Pamplona, 
for example, a territorial information system has been developed that is centred around the 
council. It is used by all local public service suppliers and provides updated information on the 
city, below and above ground, and has had an important effect on the costs of public and 
private planning and infrastructure maintenance; 

- Public transportation (by road, rail, air and sea); 

- Management of private transport (parking areas, traffic, control of traffic-restricted areas and 
pollution monitoring); 

- Urban safety (checks at areas where people gather, stations and streets); 

- Information systems (information centres for tourists and residents, cross referencing of airport 
date and arrival data, information gathering for statistics plus GIS and SIT systems). An 
interesting case, given the context and traditions, is a short term project analysing tourist flows, 
activity and resources in the Scottish Highlands, in order to improve understanding of urban 
dynamics in real time and foresee future possible synergies through information exchange. The 
project intends to demonstrate how technology can help tourists, local institutions and 
individuals in their planning by demonstrating the circulation of information with the new 
communication tools.  In the longer term, the project aims to establish sustainable technologies 
that can create independent networks in the rural areas to manage tourist resources and 
information about climate and weather, accommodation etc.; 

- Monitoring systems (air and water quality, noise and visual pollution). In Copenhagen, for 
example, the ICT system CopenCycle analyses urban dynamics by mapping the flow of people 
and resources through the city in real time; 

- Management engineering (intelligent management of public works and urban management of 
events). 
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3. PUBLIC LIGHTING, REVITALISING THE URBAN SETTINGS 

Illumination is one of the ways to improve urban quality.  In this context illumination does not only refers 
to street, monument and public lighting, but also to has to do with an emphasis on urban lighting that 
considers the behaviour models of the people using the city, implemented above all to ensure visibility, 
safety and use of public spaces. 

But light does more than just provide lighting.  It brings life to little-known and unused parts of the city, it 
tells stories, creates itineraries and creates suggestive atmospheres.  If one looks at French cities - from 
Paris to Lyon to the very smallest towns – one can see how lighting is used to show a different face of 
the cities by night.  Today, the term “urbanisme lumière” defines a specific approach to urban 
illumination, and the useful techniques and tools that can help lighting become an element of urban 
regeneration and re-qualification. 

Lighting is not a show that the resident passively watches; it recreates an atmosphere through which 
one can move to enjoy areas, an atmosphere that follows changes in spatial use and evolves along with 
the city. The city user and all their characteristics must be put at the centre of the lighting project, to 
create an experience also through illumination. 

Of course, illumination is also directly linked to aspects of tourism exploitation and the design of a 
destination; whether artistically applied to monuments or a more general urban project of overall lighting, 
it serves to re-amalgamate parts of the city and to make lesser-known areas available for tourists to 
exploit.  

New technologies in this field have led to great progress, both in the development of planning tools and 
in the creation of solutions that allow the application of dynamic illumination adapted to the structure and 
the history of a city.  No less important to the Italian context is the theme of environmental sustainability, 
with all the solutions, from the use of solar panels to low consumption LED light sources.  The use of 
sustainable solutions in public lighting can save up to 40% of energy. 

A touch screen 
video booth in the 
Scottish Highlands 
that offers real time 
information on 
transport, hotels etc.   
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4. FINAL CONSIDERATIONS  

In conclusion, it is not only necessary but also right to look to the future. The forecast for 2020 presents 
a scenario where the world economy will grow two-thirds over today’s levels and will see the new Asian 
powers taking centre stage.  The difficult task for the United States and the European Union will be to 
maintain the levels of development reached so far. This can be done by investing in the expansion of an 
economy based on knowledge, strengthening the role of creativity, research, innovation, qualified work 
opportunities and the talent of the younger generations. 

The 2020 forecast for tourism flows is striking.  More than 1.5 billion international arrivals are expected 
worldwide: almost 50% in Europe, around 25% in the Pacific and East Asia and less than 20% in the 
Americas, with the remainder spread between Africa, the Middle East and Southern Asia.  South and 
East Asia, the Middle East and Africa will be the destinations with the highest percentage of growth, 
over 5% a year9. 

A transformation in this direction cannot help but bring great change to society as a whole and so we 
are obviously now facing new opportunities.  Italy needs to prepare, and its cities need to contribute to 
the creation of a favourable urban,  economic and social landscape.  The risk is that bad change 
management will have a negative impact on the quality of life for Italian residents, decreasing and 
weakening the present economic and social system.  Cultural rigidity and the depletion of society’s 
common values and principles can lead to results that are even worse than one imagines. 

Local governments, economic players and civic society have a serious responsibility to participate in the 
ongoing process of change.  This participation should show us and our children a country that in 2020 is 
characterised by quality urban settings, that fully respect the countryside, the environment and the 
population, and conserve the greatest cultural and historic heritage in the world. 

                                                           
9 Source: World Tourism Organisation, Tourism Highlights, 2008 


