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The  “Fondazione Santagata for the Economics of  Culture” was founded on April 13 2018, on  initiative of  the 
Silvia Santagata Research Centre (CSS-EBLA).

The Foundation gathers all the know-how and experiences of  CSS-EBLA and of  the studies activities carried 
out by Walter Santagata, pioneering scholar of  Culture Economics.

The Foundation’s main working areas are two: a first one linked to the models for the management of  cultural 
heritage, with a specific reference to the economic dimension of  development and to UNESCO related 
programs, and a second one linked to the production of  culture and cultural innovation. Furthermore, the 
Foundation’s mission is to enable cooperative networking among culture and other sectors operators, to support 
the internationalization of  Piedmontese and Italian economic and cultural operators, in order to generate 
positive socio-economic impacts.

Organization:
Alessio Re, Secretary - General
Paola Borrione, Head of  Research
Martha May Friel, Head of  Milan’s office

Scientific coordination:
Francesco Bandarin, ICCROM’s Special Adviser and member of  the Steering Committee of  the Aga Khan 
Trust for Cultures
Enrico Bertacchini, University of  Turin
Sergio Foà, University of  Turin
Angelo Miglietta, IULM University
Giovanna Segre, University of  Turin
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The document presents a synthesis of  the outcomes resulting from the workshop organized by Fondazione 
Santagata in the quality of  technical partner of  the master in “World Heritage and Cultural Projects for 
Development” (a.y. 2019/2020), managed by ITC-ILO/Turin School of  Development, University and 
Politecnico di Torino, in partnership with UNESCO World Heritage Centre and in collaboration with ICCROM, 
the University Paris 1 Sorbonne – Pantheon and the Macquarie University of  Sydney – Australia.

The contents result from the student’s works, for this they may contain a few inaccuracies in the description of  
the context and in the data processing.

The document, concluded on 30 April 2020, is edited by: Alessio Re (coordinator), Giulia Avanza, Paola 
Borrione, Erica Meneghin and Andrea Porta.

Workshop participants: Yoshino Abe, Zhuo Chen, Elisabetta Delmastro, Kashif  Essa, Vanessa Fraga Prol, Danilo 
Francisco Petrovich Jorquera, Sergio Gardenghi Suiama, Diogo Maroja Ribeiro, Tomofumi Nishida, Reme 
Sakr, Aminata Salifou Mody, Antonio Sante Giulietti, Alma Sarahi Castro Mauries, Montakarn Suvannatap 
Kittipaisalsilp, Zihan Yang, Zhi Ye, 

The working team would express their gratitude for the precious contribution of  professor Paolo Bianconce 
(University of  Turin and Fondazione Ordine Mauriziano), Jonathan Baker, (UNESCO BRESCE, Head of  
Science Unit) and Valentina Dania (Fondazione CRC) taking part to the workshop.

The team would also like to thank the Fondazione Ordine Mauriziano (FOM) and Monviso Pak.

Photo credits: See single photos credits
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inTrOdUCTiOn

The workshop was organized by Fondazione 
Santagata in the quality of  technical partner of  the 
master in “World Heritage and Cultural Projects for 
Development” (a.y. 2019/2020) managed by ITC-
ILO/Turin School of  Development, University and 
Politecnico di Torino, in partnership with UNESCO 
World Heritage Centre and in collaboration with 
ICCROM, the University Paris 1 Sorbonne – 
Pantheon and the Macquarie University of  Sydney 
– Australia. 

The activity was aimed at transferring the capacities 
of  the participants of  the course in drafting a cultural 
project for development, having the possibilities to 
work on a real case study.

The study case for this workshop, in accordance 
with the scientific directors of  the master, was the 
cultural-natural heritage of  the Staffarda Abbey 
in the Monviso UNESCO Biosphere Reserve 
context.

All the activities were made in online modality due to 
the public health emergency caused by the Covid-19 
Pandemic. Students had the possibility to investigate 
the site through web-seminars and distance learning 
materials, and to work in online groups to test and 
apply the project methodology acquired during the 
course lectures, with specific regard to the project 
management (problem analisys, objective analisys, 
actions and feasibility). Considering the inability 
to visit the place, the framework and context 
information, such as the complex components 
description, or the stakeholder analysis, were 
presented to the class in dedicated webinars through 
specifically prepared materials and virtual visits.
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1. The Staffarda Abbey
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The Staffarda Abbey is a Cistercian monastery 
located near Saluzzo in north-west Italy. The Abbey, 
together with the surrounding rural village and the 
agricultural fields, forms the so-called “Concentrico”, 
one of  the very few remaining examples of  
medieval village that preserves an integral structure, 
comprising both religious architecture and buildings 
functional to the agricultural activity.

The Staffarda Concentrico is situated in the core 
zone of  the Monviso Transboundary Biosphere 
Reserve, inscribed in the UNESCO Man and 
Biosphere Programme in 2013, and hosts the Site of  
Communitarian Interest (SIC) of  the “Forests and 
colonies of  chiropters of  Staffarda”.

The Staffarda system is composed by three main 
components:

1. the Abbey;
2. the rural compound (farmhouses);
3. agricultural fields and surrounding forests.

Staffarda is strategically located at the entrance of  
the Po Valley and has the potential to attract tourists 
directed to mountain villages.

Concentrico of  Staffarda

Location of  the site

The Staffarda Abbey is open to the public and visitors 
have increased of  an overall +50% from 2010 to 
2015. The growing trend, though, has stopped since 
2016, levelling to a volume of  about 20.000 visitors 
per year.

The highest season corresponds to the spring 
months among March and May (altogether, 39% of  
visitors); the months of  June and July registered a 
decline of  presences, with a following increase for 
the month of  August and a decreasing trend for the 
following months. Altogether, the winter months of  
January, February and December only account for 
7% of  the annual visitors.
In 2018, the touristic arrivals in the Province of  Cuneo 
were 364.000, 74% italians and 26% foreigners.
A survey on visitors conducted in 2019 by the 
visitors’ management operator registered that 4% of  
the visitors is 0-11 years old; 7% is 12 to 18 years old; 
3% is 19 to 26 years old; 15% is 27-40 years old; 35% 
is 41-64 years old and 32% is 65 years old or older.

Currently the Staffarda Abbey is facing major issues 
related to its management and on the connections 
between being a cultural heritage site and an 
agricultural productive place.
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Map of  the Site (Data processing carried out by the working team on Geoportale data)

Number of  visitors to the site, 2010-2019. 
*In 2014 the Abbey closed during the month of  august 
for repairing damages due to a storm.

(Data processing carried out by the working team on 
FOM data)

Visitors distribution per month to the site, year 2019

(Data processing carried out by the working team on 
FOM data)
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Rural Compoud (Data processing carried out by the working team on FOM documentation)
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Staffarda Abbey (Data processing carried out by the working team on FOM documentation)
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Following the list of  the main stakeholders wich 
were identified for the workshop:

• Fondazione Ordine Mauriziano,
• Monviso Park,
• Municipality of  Revello,
• Dialogart association,
• Restaurant and farmers,
• Monviso Biodistrict,
• Terres Monviso Project,
• CRC and CRSB and Foundations,
• Local cultural associations.

Fondazione Ordine Mauriziano (FOM) is the 
owner of  the complex, it was founded as Ordine 
Mauriziano in 1573, since 2005 has become an 
indipendent foundation. Its main activities related 
to Staffarda are the management of  the cultural site, 
cultural offer and economic activities (rents of  the 
farmhouses) of  the rural compound. 

Objectives and needs: Conservation, diffusion and 
valorization of  its cultural heritage sites as well as its 
history. Economic Sustainability.

Monviso Park is the owner of  the agricultural fields 
historically part of  the Staffarda complex, responsible 
of  the protected areas included in the complex (natura 
2000). It is the authority of  the Monviso Biosphere 
Reserve. Its main activities related to Staffarda are 
the protection of  the endangered species of  the 
area (bats in the abbey, forests, wetlands) and the 
management of  the agricultural fields and sustainable 
development projects. 

Objectives and needs: Enhance the environmental 
sustainability of  the area. Promote the Monviso 
Transboundary Biosphere Reserve.

Municipality of  Revello is the municipality where 
is located Staffarda. Its main activities related 
to Staffarda are the management of  the area, 
infrastructures and services; the socio-economic 
development of  projects for its citizens. It is part of  
cooperation projects for the touristic promotion of  
the area.

Objectives and needs: Attract funding, people, 
firms on its territory. Promote Revello as a touristic 

destination. Enhance the citizens well being.

Dialogart Association is the private association 
encharged by FOM to manage the ticketing and 
cultural activities in the complex. Its main activities 
related to Staffarda are ticketing, promotion of  
Staffarda through a Facebook page, guided tours, 
activities for schools and families. It is also encharged 
of  the promotion and ticketing of  the other cultural 
sites in the Municipality of  Revello.

Objectives and needs: Attract more visitors and 
school groups. More spaces for its activities. Attract 
fund for its activities.

Restaurant and farmers rent the spaces in the 
compound. The restaurant, well known in the area, 
organizes events and weddings in the opern spaces 
of  the abbey, and sells Staffarda labelled products. 
Farmers located in the rural compound conduct 
traditional activities, not considering their cultural 
value.

Objectives and needs: The restaurant needs to 
mantain the use of  the spaces. The farmers need a 
renovation of  the structures, not legally acceptable 
for their activities.

Monviso Bio District is composed by around 20 
bio farms of  the area, it is born in 2020 and its 
representative headquarter is Staffarda. The Monviso 
Park is promoter and partner of  the district.  Its 
main activities related to Staffarda are the promotion 
of  local traditional agriculture and products, 
the promotion of  sustainable development, the 
organization of  related events.

Objectives and needs: Enlargement of  the district 
and number of  bio labelled farms. Spaces in the 
complex such as an info point or shop.

Terres Monviso Network is a network of  60 
municipalities of  the area, led by Saluzzo, as well as 
the Monviso Park. It was an EU Interreg project to 
promote the creation of  the Monviso sustainable 
tourism destination. Its main activities related to 
Staffarda are the creation of  communication material 
and strategies and the organization of  events/
festivals and participation to international tourism 
fairs.

Objectives and needs: Attract international touristic 
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flows. Need of  networking and cooperation. 
Engagement of  the local community.

CRC and CRS Bank Foundations are involved 
in the project because they encharged Santagata 
Foundation to design a development plan of  the 
Staffarda complex. Its main activities related to 
Staffarda are funding of  local development projects 
and direct promotion and management of  projects 
and events. 

Objectives and needs: Promotion of  the area. Well 
being of  the population. Conservation of  cultural 
heritage. Economic sustainability of  the funded 
projects.

Local cultural associations are based in Revello 
municipalities, they consider Staffarda as the main 
cultural attraction of  the area. Its main activities 
related to Staffarda are organizing events such 
as successful “Battle of  Staffarda” historica re-
enactment (stopped in 2016). 

Objectives and needs: Promotion of  the area and 
well being of  the local population. Restarting of  
their activities in Staffarda. Funding.

Source: Wikicommons
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2. The program of  the 
workshop
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WORKING TOPICS

Five working groups were identified to elaborate 
ideas on the following topics: 

1. Place attractiveness.
2. Tourism positioning.
3. Visitor management.
4. Engagement, networking, fundraising.
5. Business development and cultural 

innovation.

ACTIVITIES

The program of  the workshop was articulated in 5 
day:

• April 20th, 2020: 
presentation of  the case study: “the Monviso 
Transboundary Biosphere Reserve and the Staffarda 
Abbey”.

Webinar with Paolo Biancone (University of  Turin 
and FOM).

• April 21st, 2020: 
working groups and assisted work.

• April 22nd, 2020:
 working groups and assisted work / problem and 
objective analysis.

• April 23rd, 2020: 
working groups and assisted work/results and 
activities.

Online seminar: The Man and Biosphere Programme, 
Jonathan Baker, (UNESCO BRESCE, Head of  
Science Unit).

• April 24th, 2020: 
Presentation of  the group works, with the 
participation of  Valentina Dania (Fondazione CRC)

PARTICIPANTS

The students of  the “World Heritage and Cultural 
Projects for Development” masterclass, a.y. 
2019/2020, were taking part to the activities:

Yoshino Abe, JAPAN
Zhuo Chen, CHINA
Elisabetta Delmastro, ITALY
Kashif  Essa, PAKISTAN
Vanessa Fraga Prol, SPAIN
Danilo Francisco Petrovich Jorquera, CHILE
Sergio Gardenghi Suiama, BRAZIL
Diogo Maroja Ribeiro, BRAZIL
Tomofumi Nishida, JAPAN
Reme Sakr, SYRIAN ARAB REPUBLIC
Aminata Salifou Mody, NIGER
Antonio Sante Giulietti, USA
Alma Sarahi Castro Mauries, MEXICO
Montakarn Suvannatap Kittipaisalsilp, THAILAND
Zihan Yang, CHINA
Zhi Ye, CHINA

TEAM AND CONTRIBUTORS

The working team was composed by Fondazione 
Santagata for the Economics of  Culture:
Ottavia Arenella
Giulia Avanza
Paola Borrione
Erica Meneghin
Andrea Porta
Alessio Re

Other contributors and resource persons:
Jonathan Baker, UNESCO BRESCE.
Paolo Biancone, University of  Torino and FOM.
Valentina Dania, Fondazione CRC.
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3. Results
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Each of  the five group works results is presented 
through the following steps: 

A) problem analysis,
B) objective analiysis,
C) outputs and activities,
D) benchmarking and good practices,
E) feasibility questions.

1. plaCe aTTraCTiveneSS

Team: Zhou Chen, Vanessa Fraga Prol, Reme Sakr, 
Montakarn Suvanatap Kittipaisalsilp

The group worked on place attractiveness considering 
social-economic and touristic aspect. The aim of  the 
topic is the identification of  objectives, strategies and 
activities to mitigate and solve problems on attractivity 
of  the Staffarda Abbey and rural compound.
The sub-topics addressed in the analysis are:
• image and branding of  the site, considering 

the way of  generating an attractive and strong 
brand image. Staffarda was considered by the 
group as an attractive place as i) a centre for 
leisure for people exploring nature and ii) a 
centre for botanical, biological and cultural 
research. Staffarda can be for upper middle-class 
italians and foreigners, seeking peaceful refuge 
and quality organic farm product.

• reputation of  the site through the recognition 
of  values from cultural institutions on a regional, 
national and international level. Staffarda is 
a place for economic activities, social and 
educational wellbeing and environmental 
conservation (sustainabe development values).

The group discussion revealed some elements:
• New realms of  target groups: e.g. Foodies, farm-

to-table enthusiasts, outdoorsies, road-trippers, 
eco-freaks, youngsters, vintage oldies.

• Explore possibility with FOM to recreate 
coherent brand image through logos of  its three 
properties. Strengthen FOM’s brand presence at 
site level.

• Explore more educational and touristic potentials 
with the bat colony.

• How to make stronger association with 

UNESCO, EU and regional labels (e.g. MaB, 
Terres Monviso, Bio District, etc.)

• How to make clear the image of  Natural and 
Cultural Heritage of  Staffarda?

• How to make stronger link to people in Revello 
municipality? (Community development).

• How to reflect Agri-Tourism at brand image and 
reputation?

• Make more use of  Facebook, Instagram, Google 
Business / Google Art&Culture (social media) 
without relying on separate website.

These elements were the basis of  the analysis on 
place attractiveness.

A) PROBLEM ANALYSIS 

The problems that Staffarda is facing today were 
analysed through the problem tree. The main 
problem was identified as “Staffarda’s poor branding, 
attractiveness and reputation do not attract sufficient number 
of  visitors to support its conservation and functioning”.

B) OBJECTIVE ANALYSIS

After defining the main problem, the group 
managed to come up with a core objective through 
the objective tree: “Staffarda has stronger branding, 
attractiveness and reputation to attract sufficient number of  
visitors to support its conservation and functioning”, with 
three main outputs:

1. Staffarda has higher visibility and attractiveness 
to wider groups of  preferences and ages. 
(Marketing).

2. Staffarda has publicly identifiable brand image, 
utilizing related designations. (Communication).

3. Staffarda has value added to its reputation on 
environmental, economic and social aspects. 
(offer = value, function = reputation).

For each outputs they identified indicators, source 
and means of  verification and the assumptions.
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Problem tree analysis on Place Attractiveness

Objective tree analysis on Place Attractiveness
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Outputs

Activity Zoning
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C) OUTPUTS AND ACTIVITIES

OUTPUT 1: Staffarda has higher visibility and 
attractiveness to wider groups of  preferences 
and ages.

Activity 1.1. Develop a position strategy for Staffarda:
a positioning model that encompasses all aspects 
related to Staffarda as a complex, not just abbey. The  
proposal is a positioning model based on “Ora et 
Labora” (Pray and Work) to connect people, nature 
and built heritage with theri values: mind and body 
wellbeing, traditional agriculture and symbol of  
territory.

Activity 1.2. Conduct media research, including 
traditional media:
number of  identified relevant media outlets e.g. 
brochures, promotional video documentary (in line 
with MaB #ProudToShare), digital invasive flash-
mob, road signages, specialized travel and sports 
magazines (e.g. Time Out), radio programme, etc.

Activity 1.3. Develop marketing strategy:
inclusion of  the following topics:
• Marketing planning and management.
• Offline integration (brochure, traditional media).
• Online integration: Digitize existing promotional 

materials, translated and made interactive.
• Website design (particularly to accommodate 

online ticketing, event calendar, GIS+virtual 
services).

• Social media content setting-up.
• Traffic building to the website and social media 

(via paid service of  TripAdvisor, Google and 
FB).

• Optimization process.
• Conversion analysis.
• Measure results and improve.

The inputs identified to develop these activities 
are: a marketing coordinator or content developer, 
a communication and social media specialist and 
outsourcing on specific services as designs, event 
organizaing, renovation, etc.

The position strategy “Ora et Labora”

The proposal of  the new Staffarda logo
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OUTPUT 2: Staffarda has publicly identifiable 
brand image, utilizing related designations. 

Activity 2.1. Conduct competitor analysis:
mapping cultural, social and education offers within 
the area of  Monviso and Piedmonte Region.

Activity 2.2. Conduct target group analysis:
profiling diverse groups of  people in Italy and France 
and potential travelling nations and Categorize 
into groups, e.g. foodies, farm-to-table enthusiasts, 
outdoorsies, road-trippers, eco-freaks, youngsters, 
vintage oldies.

Activity 2.3. Develop communication strategy:
a strategy or set of  different types of  materials that 
send message on all values of  Staffarda to relevant 
alliances / stakeholders.

Activity 2.4. Seek alliance with designations and 
events at local, national and international levels:
use the communication materials to communicate 
with potential alliance at local / national level and 
international level

The inputs identified to develop these activities are 
the same of  the output 1, with the addition of  a 
partnership and public relations officer. 

Stakeholders relationships
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OUTPUT 3: Staffarda has value added to its 
reputation on environmental, economic and 
social aspects.

Activity 3.1. Increase on-site offers for economic 
wellbeing (quality):
create quality label to Staffarda’s agricultural products 
to match the SFM and Bio District demands and 
renew the farmhouses for local businesses to rent 
out. 
The inputs identified to develop the activity are:  a 
liaison team with partners, a restoration contractor 
and FOM administration.

Activity 3.2. Increase on-site offers for education 
(innovation):
• the Abbey as museum: Display collections, 

organize regular site tours and reate and digitize 
historical contents.

• The Farmhouses: Set up hands-on learning 
centre on traditional agricultural practices.

The inputs identified to develop the activity are:  an 
exhibition curation team and a museum education 
team.

Activity 3.3. Increase on-site offers for natural/
environmental conservation (sustainability):
Use the abbey and farmhouses to hold awareness-
raising contents on the wildlife and valley landscape. 
The inputs identified to develop the activity are:  an 
exhibition curation team and a museum education 
team.

Activity 3.4. Increase on-site offers for social 
functions (inclusiveness and diversity):
• Bring in festivals on ethnic and migrant cultures, 

art and creativity and slow food movement.
• Provide areas for sports activities. 
The inputs identified to develop the activity are: 
an event organizers and an area management team 
(FOM).

D) BENCHMARKING AND GOOD 
PRACTICES

The benchmarking has brought out that many foreign 
places attract visitors with strong thematic and serve 
particular niche markets, recurring elements are:
• have clear targets and target-specific activities;
• have well-developed websites (different 

languages; online booking and event calendar 
-well diversified to cover the seasons, week/
weekend or day-night-; virtual tours to see 
facilities; user friendly and easy to navigate.

Staffarda can combine two valuable aspects:
• Education, conservation and environment 
(Biosphere and bats)
• Culture, and quality living. Nearby accommodation 
offer luxury, peacefulness and wine and food.

International instruments involved with Staffarda 
could be:
• Interweave with campaigns like One Planet 

Network: cross-border agricultural land supports 
sustainable ways of  using land; show natural and 
healthy way of  life which should be protected by 
all people.

• Relate to Sustainable Development Goals 
through activities.

• Attach value to the heritage site from the angle 
that it contributes to understanding a larger 
region like Europe.

Organigram planned



THE STAFFARDA ABBEY

28

[Culture at work]

GOOD PRACTICES ON PLACE ATTRACTIVENESS

Parchi Reali: A royal park with outdoor and sport activities connected to
nature = Family-friendly
• Clear diversification of  target groups and activities (events and tours) with very specific activities for 

target groups, e.g. Night tours
• Use of  UNESCO branding and other designations, visible in the website.
• Interactive website with online booking and event calendar
http://www.parchireali.gov.it/parco.mandria/

Cilento Bio District: Food lovers connected to quality food and culinary experience.
• Website translated in many languages.
• Too rich in information, though… good initiative but poor communication.
https://biodistretto.net/bio-distretto-cilento/

Farm tourism in the Netherlands:
• Events to attract families during the weekend as the farming activities continue during the week.
• Restaurant + shop + possibility to participate in agricultural activities + Space rented for 

celebrations.
https://www.olmenhorst.nl/

A Medieval theme park: www.archeon.nl

Boutique natural experience: luxurious accommodation combining food and relax experiences
https://relaischateaux.com/us/
www.paradores.es

Library of  Cistercian monks’ musical codex

Occit’Amo Festival

Beautiful accommodations nearby
https://www.vistaterra.it/it/la-nostra-filosofia/lastoria-del-castello-di-parella.html

DOC wine near Staffarda
https://www.quattrocalici.it/denominazioni/colli ne-saluzzesi-doc/?fbclid=IwAR13gwrQhP_JXVob
Yrqb7uxSqBJNFr35Vqp9nPZoYgfp4uuBjKEoEkbXPzY

UNEP/EUROBATS Agreement on the Conservation of  Populations of  European Bats
https://www.eurobats.org/summaries_of_condu cted_projects/bats_lighting_monumental_
buildings_2010

European Route of  Cistercian Abbey
https://www.coe.int/en/web/cultural-routes/theeuropean-route-of-cistercian-abbeys
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E) FEASIBILITY QUESTIONS

The feasibility has been addressed through the 
definition of  partnerships and human resources.
The local and national partnerships identified to 
develop the activities are:
• With FOM’s other properties
• Occit’Amo Festival: “Look, Listen, Taste”, to 

offer farmhouse area to be a venue for festival 
and farmer’s market

• Cycling Area 24: to be a stopover for the cycling
• route/itinerary, to build infrastructure for 

cyclists at Staffarda
• Monviso bio district: to link the ‘bio’ image to 

farmlands and farmers of  Staffarda
• Slow food movement network: to uplift Staffarda 

farmers’ products by joining the network on 
behalf  of  the farmers to get them to supply 
products; collaborate with Il Sigillo restaurant; 
tie in to D.O.C. Colline Saluzzesi to improve the 
image of  the area as quality food provider.

• Resurrecting the Battle of  Staffarda with local 
associations.

The international partnerships identified to develop 
the activities are:
• EU-funded Route for Cistercian Abbeys: to 

promote Staffarda in Roman architecture 
itinerary; collaborate with library of  Cistercian 
monks’ musical codex.

• EU Terres Monviso: through Commune di 
Revello, to elevate the role in the campaign as 
one of  the beneficiaries.

• UNESCO MaB: through Monviso Park and 
Santagata Foundation, seek to become a centre 
for biodiversity education (e.g. bats being a 
controversial topic due to coronavirus, bat 
conservatory can have educational function and 
be interpreted in the world’s history of  virus 
battle.): join #ProudToShare campaign; get the 
Monviso Youth Camp to Staffarda.

• 2030 Agenda (SDGs) and Sustainable Tourism: 
carbon reduction by promoting local and 
proximity tourism / Sustainable mobility; reduce 
visitor concentration (hygienic and economic 
decentralizing aspects).

• Turin – UNESCO Creative City of  Design: to 
run design contests / “Staffarthon” (12 March) 
for Staffarda’s logo, slogan (graphic designers), 
promo video (digital and documentary artists) 
and farmhouse adaptive reuse (interiors and 
architects).

Human resources planned
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2. TOUriSM pOSiTiOning

Team: Zhi Ye, Elisabetta Delmastro, Tomofumi 
Nishida

The group worked on identifying objectives, strategies 
and activities to improve Staffarda positioning as a 
touristic destination, considering local, national and 
international markets.
The focus of  this topic is first of  all the definition 
of  the touristic targets and publics and the strategies 
needed to attract them, as well as the adaptation, 
renovation, characterisation of  the offer (considering 
the post COVID 19 scenarios).

The sub-topics on tourism positioning are:
• the individuation, description of  touristic targets 

and markets (current and potential) of  Staffarda 
complex (considering also rural compound and 
natural heritage);

• initiatives of  promotion of  the Staffarda 
destination, both at national and international 
level, envisaged at attracting new public;

• storytelling, characterization, diffusion of  the 
touristic offer of  the complex.

A) PROBLEM ANALYSIS

The problems that Staffarda is facing today were 
analysed through the problem tree. The main 
problem was identified as “The tourism positioning and 
strategy of  Staffarda are not clearly defined or communicated 
to target markets”.

B) OBJECTIVE ANALYSIS

After defining the main problem, the group 
managed to come up with a core objective through 
the objective tree: “The tourism positioning and strategy 
of  Staffarda are clearly defined and communicated to target 
markets”. 

The main output is:

• Kick-off  promotion campaign targeting at the 
priority groups.

The major source mark markets identified for the 
medium term (3-5 years) are:
• Domestic market (Piedmont inhabitants, 

Italian residents outside Piedmont),
• Neighboring countries, e.g. France, Germany.

In the long term, Northern Europe (Sweden, 
Finland, Ireland, Denmark, UK) can also be the 
source market.
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Problem tree analysis on Tourism positioning

Objective tree analysis on Tourism positioning



THE STAFFARDA ABBEY

32

[Culture at work]

C) OUTPUTS AND ACTIVITIES

OUTPUT: Kick-off  promotion campaign 
targeting at the priority groups

The priority groups are:
1. piedmont inhabitants, especially school students 

and families (See Staffarda as a nice option for 
weekendsto have educational activities and enjoy 
countryside scenery);

2. cultural/Eco-tourists from neighboring 
countries (Pin Staffarda on their map as an nice 
stop to refresh in their itinerary in Piedmont).

Activity 1. Website establishment:
• design a visually pleasant website with 

multilingual (IT, EN, FR, etc) introduction to the 
complex, on-site interpretation services, contact 
info of  the site managers, ainteractive map of  
all the WH/BR sites in the proximity, sufficient 
information on on-site tourism services.

• Event calendar and e-newsletter to communicate 
the latest events.

Activity 2. Brochure dissemination:
• design a visually pleasant brochure with 

multilingual (IT, EN, FR, etc) introduction to 
the Abbey, a map of  all the WH/BR sites in the 
proximity, and sufficient information on on-site 
tourism services.

• Liaise with the WH/BR sites in the proximity, 
especially Racconigi, Pollenzo, Stupinigi, 
Monviso, Langhe, and the French fort WHS, 
and provide hard copies of  the brochure in their 
ticket offices.

• Liaise with schools and universities in Piedmont 
and disseminate the hard copies and e-version.

Activity 3. YouTube channel operation:

• Launch a short film competitionwith the theme 
of  “exploring Starffarda”, aiming at university 
students in Turin.

• Build a film and operation crew consisting of  
winners and local volunteer farmers to run a 
YouTube channel dedicated to introducing 1) 
traditional Italian countryside lifestyle, 2) local 
agricultural products and3) the knowledge of  
Staffarda Abbey and bat conservation.

• Promote the channel through local 
authorities’website and social media, celebrity 
YouTubers’channels etc.
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GOOD PRACTICES ON 
TOURISM POSITIONING
Montserrat Monastery
https://www.montserrat-tourist-
guide.com/

San Fruttuoso Abbey 
https://www.sanfruttuoso.eu/
index.htm

Abbey de Sénanque
https://www.senanque.fr/en/

Dominus Tecum
http://www.dominustecum.it/

Benchmarking for the Website establishment

Benchmarking for the Brochure dissemination

D) BENCHMARKING AND GOOD 
PRACTICES
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E) FEASIBILITY QUESTIONS

The group have developed two different scenarios, 
taking into account the sanitary emergency due to 
COVID - 19.

Scenario 1
Key assumptions:
• Two-yearexpenses and income on the table are 

relevant only to promotion.
• 40% increase in the number of  visitors.
• Some increase in ticket prices.

Potential Partnerships:
• Local authorities
• WH/BR sites
• Museums
• Cultural associations

Questions to address feasiblity:
How much of  the income from the Turin + Piedmont 
card could be distributed to The Staffarda Abbey?

Extracts of  simulation elaborated
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Scenario 2

Key assumptions:
• 20% increase in the number of  visitors.
• Some costs associated with international 

promotion are reduced.
• Some increase in ticket prices.
• Duration of  the COVID-19 impact: 3 months 

for Italian visitors and 1.5 yrs for foreigners.
• Closely monitor the situation + continue online 

promotion + adjust flexibly

Potential Partnerships:
• Local authorities
• WH/BR sites
• Museums
• Cultural associations

Questions to address feasiblity:
Is it possible to keep the interest level of  foreigners 
with this promotion in spite of  the continued border 
closure which hinders them from visiting Staffarda?

Extracts of  simulation elaborated
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3. viSiTOrS ManageMenT

Team: Yoshino Abe, Kashif  Essa, Antonio Sante 
Giulietti

The group worked on the visitor management 
system of  the Concentrico (the heritage site of  
Staffarda Abbey and the rural heritage site of  rural 
compound).
Visitor management focus on:
• Accessibility: physical accessibility, online 

information access, transportation. Domestic vs 
foreign visitors information, network with other 
nearby sites.

• Interior access: easy to understand for children, 
for elderly/disabled, safety and movement 
within the site.

• Exhibit: more information on site easily 
explained, technology/digital tools.

• Visitor information site: gift shop/retail, 
museum/gallery, history (thematic storytelling) 
different for children visiting from schools.

• Visitor experience: external activities, natural 
site/biosphere connection and recreational 
opportunities to connect site to context in the 
biosphere to enhance experience.

• Community involvement: historical context 
and story, agricultural production.

• Hospitality: hotels in area, on site accomodation 
potential, distance, driving, bus service.

• Food: restaurant, local food production 
cooperation, who owns/works in food service.

A) PROBLEM ANALYSIS

The problems that Staffarda is facing today were 
analysed through the problem tree. The main problem 
was identified as “The Staffarda Abbey Complex suffers 
from underutilization of  site spaces and presentation of  
information negatively impacting visitor experience”.

B) OBJECTIVE ANALYSIS

After defining the main problem, the group 
managed to come up with a core objective through 
the objective tree:  “The Staffarda Abbey complex benefits 
from enhanced utilization of  site spaces and presentation of  
information improving visitors experience.”. 

The main outputs are:

• Staffarda abbey has high quality facilities and 
a comprehensive range of  furnishing and 
presentation equipment that covers wide range 
of  groups and visitors.

• Staffarda abbey has a long term impacts on 
local economy and community from the abbey 
contribution to the creation of  new products 
and creativity.

• Staffarda abbey develops new solutions for 
attracting visitors, with ideas that arise from 
community members and visitors.
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Problem tree analysis on Visitors Management

Objective tree analysis on Visitors Management
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Map of  the activities

Visitors Itinerary
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Visitors Itinerary

Various Signage Typologies
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Main outputs

Activities of  the output 1
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C) OUTPUTS AND ACTIVITIES

OUTPUT 1: Physical Interventions

The initial activity phase will consist of  major 
physical interventions around the interior of  the 
Abbey complex, a visitor information center, the 
education gallery, the local market, the restoration 
of  farmhouses to working condition and several for 
guesthouses,the parking lot, as well as new signage 
around the site to help guide visitors. 

Activity 1.A. Restoration of  interior abbey spaces 
and conversion of  unused spaces:
The first phase will restore damaged parts of  interior 
abbey complex. This phase will also include updating 
the existing education room into an interpretation 
gallery and education center, as well as creation 
of  gift shop. On the first floor of  the abbey, some 
unused rooms will be converted to accommodations 
during this phase.

Activity 1.B. Refurbishing rural compound buildings 
and nearby village houses:
Some of  the agricultural processing building will be 
refurbished to operational standards. Other buildings 
of  the compound will be converted to guest houses. 
An additional space will be used for interactive 
classes guests can attend to learn about the local 
agricultural practices. Nearby villages with unused 
houses will also be converted into accommodations.

Activity 1.C. Creation of  new visitor information 
center:
New visitor center will be built at the main road to 
guide visitors and attract people to the site. The new 
center will have information about the site, including 
brochure and other free information before visitors 
enter.

Activity 1.D. Sign and parking lot improvement:
New signs nearby to the site, on the road and on the 
site will be added to attract a variety of  visitors and 
to guide visitors once at the site. The parking area 
will up clearly defined and sings and marked parking 
spaces will be added to prive clarity when arriving.

OUTPUT 2: Recreation and Local Activities

Connection of  the site to nearby recreational 
activities and organizations, as well as an emphasis 
on connecting the site to a camping area by the river.  

Activity 2.A. Creation of  camping area:
An area near the river at the closest acces with the 
abbey will be made into a camping site for use by 
various groups (roadtrippers, cyclists,…). Access 
to the river can include use for swimming, boating, 
BBQ...

Activity 2.B. Farmers Market:
An area in the rural compound can be used on a 
regular periodic basis for local to sell goods at the 
market. This regular event can be used to connect 
the site with the local community and the slow food 
organization.

Activity  2.C. Promotion and Network connections
Staffarda will increase communication and 
advertisement with nearby recreation activities to 
promote itself  and others as part of  the recreation 
circuit. The various groups will communicate 
together to enhance the appeal of  their activities to 
visitors.

Activity 2.D.  Slow Food Emphasis:
The Abbey will work with the Slow Food organization 
to promote itself  as well as the SFM. The local 
community will participate in periodic farmers 
markets to sell their local goods. Demonstrating 
connection to SFM. On site agricultural experience 
classes will be provided by farmers using the rural 
compound to share SFM values with guests.
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Activities of  the output 2

Activities of  the output 3



THE STAFFARDA ABBEY

43

[Culture at work]

OUTPUT 3: 3. Research and Visitor Data

Work to enhance visitor experience by gathering 
data about visitors experience and demographics, 
and research about local products and history for the 
gallery.

Activity 3.A. Research of  local history, communities
and organizations:
Further research of  local cultural and agricultural 
practices and history will be done which will be 
showcased in various presentations throughout 
the site. The connection will be showcased to 
contemporary communities and organization to 
further enhance network connections and showcase 
them to visitors. The large varieties of  history, 
local products and network can be presented in 
part as “storytelling” to create a stronger perceived 
connection to area and local history.

Activity 3.B. Creation of  visitor survey:
A survey will be created to assess the visitor experience 
on the changes made to the site. The survey will also 
ideally incorporate gathering visitor information for 
better understanding of  visitor demographics. The 
survey will be optionally presented at several areas 
around the site including the information center, the 
accommodation, the rural compound classes, and 
the gift shop.

The main outputs are:

• Implementing more cultural-based activities to 
attract consumers and visitors.

• Encouraging local communities to actively 
engage in economic activities by establishing 
private business.
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D) BENCHMARKING AND GOOD 
PRACTICES

E) FEASIBILITY QUESTIONS

The Staffarda Abbey implementation is designed to 
be lead and organized by the Staffarda Abbey, farms 
and local community. In terms of  visitor management, 
it should pay close attention to the comprehension 
and use of  furnishing and presentation equipment 
that covers wide range of  groups and visitors.
The visitor management will be initially responsible 
for :
• Ensuring the feasibility and sustainability of  the 

visitor management (i.e Physical Interventions, 
Recreation and Local Activities and Research 
and Visitor Data).

• Maintaining proper physical maintenance of  the 
on site.

• Ensuring the optimal development of  the work 
plan.

• Monitoring the performance of  the different 
actors.

• Ensuring internal and external communication 
during the project’s implementation.

• Managing the formalization of  collaboration 
agreements with enterprises and institutions.

• Managing the hiring of  the technical services.
• Liaising between the Staffarda Abbey, the local 

community and local government.
Once created, the association will be responsible for:
• Maintain visitor management sustainable in the 

long term.
• Discussing further promotion strategies with the 

Staffarda Abbey, private and public entities.
• Periodically review reports to ensure the 

visitor management is on track regards targets, 
objectives.

Covid 19 reponse:
• In a situation such as the current covid 19, the 

site would focus on further enhancement of  
online materials, presentation and access to 
photographs and archival information.

• It should also be used as a time to further process 
feedback from visitor survey, or creation of  
better survey questions, design and improvement 
of  promotional materials.

• Outreach should be done to further promote 
the site in the context of  supporting the local 
community, would be greatly impacted.

• Participate in Airbnb online experiences, which 
have been adopted during this crisis, to allow 
local farmers to continue giving agricultural 
experience classes online.
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4. engageMenT 
neTwOrking fUndraiSing

Team: Sergio Suiama, Diogo Maroja, Danilo Petrovich

The group worked on identifying objectives, 
strategies and activities to improve Staffarda Abbey’s 
capacity to relate with stakeholders through actions 
of  engagement, networking and fundraising.
The group addressed the topic mapping the nodes of  
the network (identifying stakeholders, partnerships 
and possibilities in heritage, tourism and community 
development).

A) PROBLEM ANALYSIS

The problems that Staffarda is facing today were 
analysed through the problem tree. The main 
problem was identified as “Weak network of  cultural 
cooperations have led to a poor engagement of  stakeholders”.

B) OBJECTIVE ANALYSIS

After defining the main problem, the group 
managed to come up with a core objective through 
the objective tree: “The engagement of  stakeholders 
is strengthened through the improvement of  the cultural 
networking with other institutions”. 
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Problem tree analysis on Engagement Networking Fundraising

Objective tree analysis on Engagement Networking Fundraising
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C) OUTPUTS AND ACTIVITIES

OUTPUT 1: Networking

Activity 1.1. Map all relevant stakeholders through a 
database:
Building of  a comprehensive database with relevant 
info on international, national and local stakeholders.

Activity 1.2. Set individual meetings:
Definition of  an agenda and organization of  
meetings.

Activity 1.3. Increase participation in cultural events:
• Map of  the cultural agenda of  events.
• Info material on the Abbey and business cards 

are produced and distributed.
• Participation - networking.

OUTPUT 2: Communication

Activity 2.1. Set a communication plan to improve the 
website, social media participation and newsletter:
• Hire a social media manager.
• Plan is developed and executed.

Activity 2.2. Launch a social media campaign to 
relaunch the place:
• A onsite billboard communicating the launch of  

the project of  renovation.
• Production of  audiovisual material for social 

media.

OUTPUT 3: Fundraising

Activity 3.1. Apply for cultural projects call to benefit 
from private and public funds:
• Hire a project manager.
• Set of  an agenda of  calls for funding.
• Apply for actual calls.

Activity 3.2. Increase the revenues from the tickets:

Develop a common strategy with group 5 (business 
development and cultural innovation).

Activity 3.3. Launch a crowdfunding campaign on 
the Internet:
Design of  the campaign.

Activity 3.4. Perform a fundraising campaign 
targeting corporations and funding institutions:
Organization of  a special event for fundraising. 
Invitation of  VIP stakeholders.

OUTPUT 4: Social Development

Activity 4.1. Improve the interaction between the 
community and the site:
• A forum with local representatives is set.
• Conduction of  a survey to assess the needs and 

concerns of  the community.

Activity 4.2. The community is benefiting 
economically and socially from the project:
• Special activities for the community are schedule 

(workshops for entrepreneurship, etc).
• A monthly fair for local products is established
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D) BENCHMARKING AND GOOD 
PRACTICES

Mercati della Terra
Connection with local producers + slow food 
movement
https://slowfoodpiemonte.com/cosa-facciamo/
mercati-della-terra/

Sacra di San Michele
Religious heritage site
https://www.sacradisanmichele.com/it/

Parrocchia di Santa Maria di Elva
The masterpiece of  the Maestro of  Elva
https://www.visitmove.it/parrocchiale-di-santa-
maria-di-elva/

Mercati della Terra, Slow food
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5. bUSineSS develOpMenT 
and CUlTUral innOvaTiOn

Team: Zihan Yang, Aminata Salifou Mody, Alma 
Sarahi Castro Mauries

The group worked on identifying objectives, 
strategies and activities to improve Staffarda Abbey’s 
capacity to generate revenues, in order to guarantee 
its economic sustainability.
The focus of  the topic is on:
• the development of  business initiatives 

(considering the current situation);
• new uses and attraction of  possible investors 

and economic activities for the empty spaces of  
the complex;

• individuation of  innovative practices, capable of  
improve the offer of  the complex and generate 
new revenues.

A) PROBLEM ANALYSIS

The problems that Staffarda is facing today were 
analysed through the problem tree. The main 
problem was identified as “Low enhancement to the 
creation and variety of  local business activities in the Staffarda 
Abbey area, UNESCO Monviso Biosphere Reserve”.

B) OBJECTIVE ANALYSIS

After defining the main problem, the group managed 
to come up with a core objective through the objective 
tree: “Enhanching the creation and variety of  local business 
activities in the Staffarda Abbey area, UNESCO Monviso 
Biosphere Reserve”. 
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Problem tree analysis on Business development and cultural innovation

Objective tree analysis on Business development and cultural innovation
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Outputs



THE STAFFARDA ABBEY

52

[Culture at work]

C) OUTPUTS AND ACTIVITIES

OUTPUT 1: Culture-based activities

The output aims to implement more cultural-based 
activities to attract consumers and visitors. The 
expected results are:
• Strengthen the interrelation (both financially & 

socially) among different sites.
• Increase the economic benefits by attracting 

more cultural tourists.

The activities include:
• Build a system of  Staffarda PASS for local 

visitors to actively participate in the activities 
and events held in the Abbey.

• Provide good policy and fund for cultural 
activities.

• Develop cultural activities that provide unique 
experience.

Activity 1.1. Annual International Competition on 
“A cappella Sacred Music Choirs”:
• In the Church of  Staffarda Abbey.
• Amateur A cappella choirs from all over the 

world will sing on 3 songs related to the nativity 
period.

• Duration of  4 days, the first week of  December.  
5 Categories: A. Mixed adult choirs (26 years 
onwards) B. Female choirs (26 years +) C. Male 
choirs (26 years +) D. Youth Choirs (up to 25 
years) E. Children’s choir (up to 16 years).

• One 1st winner prize per category (Each prize is 
a basket of  local products for each participant & 
prize with access to local activities all year).

• Jury composed of  2-3 international experts on 
A cappella music.

Activity 1.2. Develop a Drama Play Tour:
• Evaluate the complex of  buildings, identify 

appropriate spaces (in respect of  conservation) 
for the theater presentation.

• Create the scripts based on history story (i.e. 
the battle. It’s would be nice to have more than 
just one story or more storylines in one show, so 

visitors might stay overnight or revisit to see the 
other one) and recruit actors & actresses from 
nearby places.

• Performing in current low-visitor seasons.
• When audiences/visitors follow the actors and 

actresses, they not only get to know the finely 
structured history story, but also get to enjoy a 
great tour of  this heritage itself.
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OUTPUT 2: Local Communities & Farmers 
Products

Activity 2.1. Farm Re- Creative activities:
The activities planned are:
• Workshops about farming
• Tractor rides in surrounding farms of  the Abbey 

complex
• Bio-cooking courses
• Planting techniques & importance
• Feeding animals
• Outdoor playground for kids
• Perhaps a Gift Shop & Bio-cafeteria
• Food tasting & catering for adults

Activity 2.2. B2B: Bio brand for local products sold 
to Restaurants:
• Creation of  a company with a brand for all 

food products of  current interested bio-farm 
producers.

• Exclusivity contracts with restaurants nearby as 
distributors.

• Discount for customers with tickets of  Farm 
Workshops or Staffarda PASS.

• Providing personalised meal plans to employees 
of  partner restaurants.

• Website with a searcher of  partner restaurants 
where you can taste the local food (EN-IT-FR)

Activity 2.3. Christmas Local Agrimarket:
• It will take place in the main square “Roma” of  

the Staffarda Abbey complex.
• The sellers will only be local producers, farmers, 

restaurants, community members.
• Only bio products & ingredients.
• Duration of  1 week, the second week of  

December.
• Selling traditional winter time regional dishes.



THE STAFFARDA ABBEY

55

[Culture at work]



THE STAFFARDA ABBEY

56

[Culture at work]

E) FEASIBILITY QUESTIONS

D) BENCHMARKING AND GOOD 
PRACTICES

• Amy’s Kitchen Family Company: https://www.amys.com/
• Dolomites Christmas Markets, Italy: https://www.dolomites.org/things-to-do/christmas-markets/
• Grieg intl. choir festival, Bergen-Norway: https://griegfestival.no/grieg-international-choir-

festival/
• Hall Hill Farm Company, UK: http://www.hallhillfarm.co.uk/
• Scuola di Musica Saluzzo, Saluzzo-Italy: https://www.scuolaapm.it/
• Sleep no more, theatre play, NY-USA: https://en.wikipedia.org/wiki/Sleep_No_More_(2011_play)
• Top 10 of  the best British farm attractions: https://www.theguardian.com/travel/2017/apr/06/

top-10-british-farm-attractions-easter-holidays-family-trips
• Trierer, Germany Christmas Market: https://www.trierer-weihnachtsmarkt.de/en/
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