
Ticino Turismo’s digital transformation has been carefully constructed

to not only cater to the needs of the current user but of the future user.

At the moment, the predominant focus of the strategy is the website

ticino.ch. Most content is published on the website and is then

distributed to other channels, like a newsletter or social media. The

website has been orientated around the mobile user, representing 60%

of their total users.

Tucino Tourism have made provisions for the future and have planned

to create projects that will have a strong digital footprint, such as AR

and VR. Therefore, the website will be one of many elements, not the

main element. Ticino Tourism have made this revision, from the

prediction that websites will lose traffic from the rise of virtual

assistants, like Google Home.

DMOs have lost control over a number of touchpoints, as a result of

platforms like Tripadvisor and online reviews. So, they have

strengthened their connection with the local suppliers to gain authentic

information to use as competitive advantage and reach consumers.

The main goal of Ticino Ticket was to gain data about their visitors,

giving the user discounts and free transport in exchange. This

enabled the DMO to build profiles of their visitors, aiding their efforts to

target their potential consumers successfully. 

Ticino Turismo's Rebranding Journey

Ticino - The New Brand 

Ticino is the Italian-speaking canton of Switerzland. Ticino has been

recognised as a tourism destination since the 19th century.

However, a prestigious reputation can lead to brand stagnation. So, after

30 years, Ticino Turismo decided to rejuvenate its brand with a complete

rebranding.

Digital Transformation Strategy

Current Strategy 

Social Media Transformation

Yet they are also 'Always On',

meaning that they are highly

adaptable. Due to the proximity of

their visitors, for example, they

adjust their content based on the

weather forecast. 

#ticinomoments 

Takeaways

Design Thinking was used as a means to co-create the brand. The

rebranding process for TT was highly inclusive and saw the participation

of many collaborators and stakeholders from the region. 

1

The brand is not just a logo but the logo represents the brand. Ticino’s

logo is a graphic representation of all the characteristics of the region

that emerged in the co-creation process, from the shape to the colours.

2

Storytelling is key. Ticino Turismo were able not only to make use of

great storytelling to promote the destination but to build the whole

experience of Ticino around narration and storytelling.

3

Data is important for the DMO but also for the industry. Thanks to the

Ticino Ticket, the DMO was able to start building a database of profiles of

their travellers and use the data for marketing and sales purposes. This is

part of a greater project to build a regional tourism data hub.

4

UGC is the means to create a sense of community. The DMO did not

only use UGC to have free content to promote the destination, they used

it as a means to create a sense of belonging within their community.

5

The old Ticino logo represented the colours of the lake and the warm sun

of the region, yet, it did not represent a brand. In 2018, the DMO opted

for a complete rebranding, a bold but necessary decision for tourism.

The creative process was highly inclusive, with participation from various

stakeholders from the entire region. Sketchin, a design agency, aided the

process and implemented design thinking to elaborate on the definition

of the brand.

Ticino has a variety of elements but does not have one iconic

characteristic, like the Eiffel Tower. Ticino's many elements are made up

of various unique experiences that are attached to their people and

surroundings.

Therefore, they came to the conclusion that the rebranding should

incorporate a mosaic to represent the various experiences you can live in

the region. The green, yellow and blue squares of the T are to represent

the events, the gastronomy and the nature of the valleys.

The connection to Switzerland is indicated with the Swiss flag and the

curby shape of the N represents the Gotthard tunnel, the connection to

Ticino from the inner Switzerland.

Additionally, there are different versions for different languages, to make

it easier to target international markets.

Future Strategy

Touchpoints 

Ticino Ticket 

365 Planning

'Always On'

100% Ticino Challenge

Ticino Turismo’s social media content is consistently planned and posted.

Ticino Turismo exclusively features User

Generated Content on their Instagram,

utilising free quality images and

creating a community with their visitors.

To communicate with their customer

base and view their posts, Ticino

created the hashtag #ticinomoments.

Ticino Turismo posted 100 videos by 100 users over 100 days. The project was

coordinated by the DMO who provided volunteers with a set of cameras to capture

Ticino as they experienced it during their free time. From the footage, an editor

created 100 videos showing the beauty and richness of life and culture in Ticino. 

Experiences

Each experience is described to convey the emotions and sensation

that can be felt  at the location. They also cater to those who d not

stay long on the page, with a succinct list of '5 Reasons Why it is Worth

It". 

A curious choice to show

experiences is the ‘Feel Lucky?’

option on the home page, which

provides a random list of experiences

that can be selected or rejected in a

very Tinder-inspired modality.

Micro-Experiences

The icons of Ticino are the people and experiences that can be lived.

So, rather than a list of activities, Ticino Tourism have created 'Micro

Experiences' and have named them based on the thoughts and

feelings that are evoked during the activity. The activities can also be

filtered by the feeling they evoke, like, "suprised".

This helps to establish an emotional bond with visitors and attracts

them to come back to experience more in the destination. 

Stories

Parallel to the Micro Experiences are the 'Stories'. Here, the website distinguishes the

ambassadors who are representative of Ticino and showcases them to the potential

visitor.

They describe the local’s life and provide certain quirks that can only be witnesses in

Ticino. The potential visitor may feel more connected to the destination and

simultaneously gather information on where to stay and what to do.

This engenders the feeling that they have had the ‘local’ experience rather than the

‘tourist’ experience. 

Ticino Turismo utlises 365 content planning. Their content is released

thematically related to the season. For example, in the summer there are mainly

images of hiking and swimming in the lake.


