


   The re-organization and 
rewriting of tourism 
discourse from a politic-
power-institutional point 
of view 

 



Who 
What  
Where 
How 
When  



Brand Image v Brand Identity 



 Features of customers/travelers 

 Culture, age, gender 

 Technology – knowledge & degree of engagement, 
Internet access, roaming charges  

 Timing  

 Types of info and functions 

 

 

 Definition of tourist needs and needed information 



Nature 

 Testimony of the past 

 People and traditions 

 Sport and wellness 
 



 Tourist guides 

 Websites 

 Apps 

 Promotional brochure, leaflets, guides 

 Advertising & Video 

 

 Before the trip, During the trip, After the trip 

 Textual features, Verbal and visual devices 

 Reading Paths 

 Communicative purposes 





 Postcards from Sardinia (2007) 
 Map of Sardinia’s Ports and Marinas (2007) 
 Cultural Heritage Guide (2008, 2010) 
 Cycling guide of Sardinia (2008, 2010) 
 …e cammina cammina… (2008, 2010) 
 Meeting and Congress Centres (2008, 2010) 
 Mines in the Sun (2008) 
 Travel Guide (2008) 
 Travelling around Sardinia by public transport 

(only online, 2008) 
 Writer’s Landscape (2008, 2010) 

 





www.sardegnaturismo.it/en 









Let’s 
analyze 
this TT 
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