
OTIE Conference 2014 
Palermo Chamber of Commerce 

Michel Sudarskis 
Secretary General 
International Urban Development Association  

Silent revolution shaking  local 
tourism policy 

1 
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International Urban 
Development Association 
 Founded in 1976, INTA is a network of multiple 

professional expertise brought by its 
membership such as government and public 
institutions, local authorities, urban practitioners, 
industrialists, investors, developers, and 
researchers  

 These practical resources are made available to 
political, economic and social urban actors to 
better manage the city of today and anticipate 
(and make) the city of tomorrow  
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International Urban Development 
Association 

 An non-profit association founded in 1976 with 
the aim of bringing together highly qualified 
public and private urban actors in an 
international network of practitioners being 
policy-makers and practitioners engaged in 
urban and territorial development 



OTIE2014 

INTA Membership 

  4 500 members, associates and 
partners in about 100 countries 

 5 categories of membership:  
 national authorities, government agencies 
  local governments at all territorial levels  
 public and private enterprises, development 

corporations  
 knowledge institutions  
 professionals: architects, planners, city 

engineers, etc. 



OTIE2014 

INTA 

 Organises: 
 the international, multidisciplinary and cross-

sectoral exchange of experiences, 
  the sharing of practices  
 the transfer of methods on innovative urban 

development 

 Provides members with state-of-the-art 
knowledge, advice, professional skills 
development, study visits, networking, … 



OTIE Conference 2014 
Palermo Chamber of Commerce 

Michel Sudarskis 
Secretary General 
International Urban Development Association  

Silent revolution shaking  local 
tourism policy 

6 



OTIE2014 

Silent revolution… 

 Street marketing, collaborative consumption, 
alternative marketing ... the tourism industry is 
undergoing a fundamental change of 
professional practices.  

 Collaborative consumption that transforms the 
practices of tourist offices  

 A territorial reform that shakes the territorial 
tourism organizations  
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Tourism professionals face a 
beneficial but profound changes 
 Traditional communication ways are getting more 

expensive and with lower impact or return 

 Scarce public money forces promotion campaigns to 
be more than just communication, local tourism offices 
are reducing costs to increase benefits and efficiency 

 Need to innovate, and innovation is not reserved to 
large commercial brands  

 The challenge is to break the codes of classical 
communication made by local authorities, and 
especially their tourist offices 
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Tourism of the future 

 Three main playgrounds: personalization, social 
interactions and new technologies  

 Technology to enhance the organization’s 
processes and products (augmented demand) 
and which facilitates interactions among the 
various stakeholders 

 Co-creation that empowers travellers to design 
their own tourist experiences (self supply) by 
contributing ideas about a product or service, 
discussing with others, personalizing the products 
they are offered, etc 
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Tourism of the future 

 The growing impact of technology  
 The 'connected car', which allows consumers to retrieve 

information at any time or make hotel reservations.  
 NFC, mobile payment are rapidly becoming popular 
 The wearable technologies that, just born, are 

already proving a huge interest like the smartwatch, 
or Google glasses that can be activated by near-field 
apps.  
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Tourism of the future 

 Today, the offer is still too standardized, and 
whoever is able to customize and interpret the 
data will stand out from the competitors in a 
clear way.  

 Big data, in the coming years, will be analysed 
in a more rapid and effective way and allow 
the operator to predict what the potential 
traveller will do in the future, based on past 
habits  
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Collaborative tourism 
strategies  
 New models of consumption and production are 

redefining the competitive environment of tourism. 

  Organizations that use collaborative approach are 
ahead of the pack because they are identifying 
consumer expectations and getting innovative ideas 
from their community  

 Thanks to numerous dedicated websites and apps, car 
sharing, carpooling, but also the rental or exchange of 
rooms, apartments and second homes are on the rise.   
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Collaborative tourism 
strategies 
 The collaborative tourism meets the budgetary logic of 

the customer, who is looking for the right travel plan 
with a search for genuine tourist experience often 
more beneficial to host communities, authenticity and 
social networking.  

 Networks such as AirB'n'B or Home Away increase 
both offer and visibility of any given territory 
particularly in the rural areas and in the dense cities  

 Tourist Offices should integrate these new factors into 
their development strategies  
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Brand logic against 
destination logic?  
 Another challenge is the territorial reform.  

 We should not oppose tourism and administrative 
logic. Operators have to recognise that political 
alliances are needed and should consider giving 
up a 'brand' in order to promote a 'destination'.  

 The aim is to highlight the interest(s) of a territory 
as a whole, for ex. several territories sharing 
major equipments like an airport or a port, but also 
a Museum, a natural asset, a cultural event …  
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Territorial reform, reform of 
tourism 
 Tourism in France is already affected by the 

territorial reforms much like Italy  
 The law of 16 December 2010 accelerated inter-

communal cooperation through institutional bodies 
(intercommunalités )receiving on a voluntary basis the 
jurisdiction - the competence - to manage and handle the 
tourism policy on behalf of their municipal members.  

 The law of 27 January 2014 on the modernization of 
territorial public action and the recognition of Metropolises 
("MAPTAM" law) went farther making tourism a 
compulsory jurisdiction for the Metropolises.  
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Key tourist figures impacted 
by territorial reform 
 In France alone 
 2 800 tourist offices 
 € 500 million cumulative budget invested in tourism 

development planning 
 12,000 employees 
 7.3% of gross domestic product generated by the 

tourism sector 

Source: National Network of Tourist Offices  
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Territorial reform, reform of 
tourism 
 The merging of regions (from 20 to 10 regions) opens 

up new debates and new perspectives for tourism 
policy. But it also generates a lot of uncertainties. The 
territories have the choice between two attitudes: 
either to anticipate or to wait and see. 

 The evolution of inter-municipal organisations may 
lead to the enlargement of the territories around the 
main city with a drastic reduction of the number of 
Tourism Offices in the name of rationalization. 
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Data on French case: national 
level and Corsica 
 Sources: Etudes Economiques octobre 2014  

 INSEE, Direction régionale de Corse, avril 2014 
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Structure of tourist spending 
2012 
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Corsica Island 2011 / 2012 

  3 millions tourists per year :  2,7 from May to September , 2,1 millions non 
Corsican  
  7 387 000 passengers - 65 % maritime - 35 % air, 5 350.000 (72 %) over 5 months 

(May September) 

  30 millions nights maximum capacity : 104.000 beds 
  Hôtels : 2.900.000 nights - 59 % occupation rate 
  Camping : 4.100.000 nights  - 46 - 40 % occupation rate  

  Distribution by nationalities: French 70%  - Foreigners 30 %.  

  Expenses/day/ person (travel and lodging excluded) ≈ 45 €  

  Turn over : 1,8 milliard € including transports rental sector = 13 % Island GDP 
and 21 %  of the value created 

  In 2011, 23 500 jobs of which 20 000 seasonal 
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Corsica: preparation of travel 

 Plus de 3 mois à l’avance pour plus de 50 % 
et 20 % plus de 6 mois 

 La préparation du voyage est aisée: 91 % l’estiment «simple» 
75 % des touristes passent par Internet pour la réservation de leur transport 
50 % pour l’hébergement 
 8 % réservent par Agences et Tour Operators 
 5% optent pour une formule packagée 

 Une clientèle familiale, plutôt aisée: 
 40 % viennent en famille 
 50 % des touristes ont plus de 50 ans (Age moyen : 48 ans) 
 Revenus : 60 % > 24 000 € - CSP + à ++ 

 Par avion, la dépense par groupe est de 475 € et 397 € par bateau 

 L’objet du séjour ce sont les loisirs (80 %), suivi par les voyages 
familiaux, seulement 3 % des séjours ont un motif professionnel 
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Corsica: welcoming the tourists 
  L’accueil est jugé satisfaisant par 93 % des touristes 

16 % louent une voiture sur place 
38% des touristes résident chez des parents, des amis ou en résidence secondaire 20 % vont à l’hôtel et 12 
% en camping 

  Les activités pratiquées sont liées au repos/farniente (plage, nature), aux activités physiques de 
pleine nature et aux visites culturelles 
20 % des touristes pratiquent les activités de plaisance/nautisme (13%) et de plongée (7%) 

  La dépense moyenne sur place est d’un peu plus de 1 000 € par groupe de touristes (couples, 
familles, voyageurs individuels, hors hébergement et transports)  
780 € : moyenne de dépense par groupe de tourists pour l’hébergement 
Coût de l’hébergement pour un week-end : 270 € 
la dépense sur place, par jour et par groupe est de 150 €, soit 45 € environ par personne 
25% des touristes dépassent leur budget en raison du coût de la vie sur place 

 Hormis pour la visite des grands sites, l’itinérance (hébergement sur plusieurs territoires) est 
relativement faible, 25 % des touristes restent sur leur lieu de résidence, 15 % déclarent visiter 
tout le territoire 
84 % des séjours supérieurs à la semaine, 36 % plus de 2 semaines 

 Un séjour satisfaisant et conforme aux attentes pour 97 % des touristes, mais un rapport qualité/
prix à améliorer (33 % d’avis négatifs) 



Grazie per 
l'ascolto 
intainfo@inta-net.org 

www. inta-aivn.org 
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