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and the tourism sector overall. The need to develop 

an interdisciplinary platform for diverse stake-

holders around this ever-changing sector (Ferraris,  

Belyaeva, & Bresciani, 2018; Shams, 2016b; Vrontis  

& Viassone, 2013) called for contributions that 

advance our understanding of ongoing topics for 

improving tourism destination management, which 

combine sustainability, measurability, increased 

awareness, value recognition, and technology. In  

particular, this special issue aims at developing aca-

demic works and applied research around manage-

rial tools and strategies for improving and reshaping  

business models in tourism destination manage-

ment. The five issues mentioned above are fun-

damental to achieve an effective management of  

more effective and integrated tourism strategies.

The range of articles includes conceptual, empir-

ical, and case studies dealing with the following 

key themes:

�1.	 Sustainability in tourism: it involves the promo-

tion of sustainable tourism strategies including, 

but not limited to, innovative firm–territory rela-

tionship, value cocreation, sustainable financial 

business models and operations.

Smart use of technology (Atembe, 2015; Cortese, 

Giacosa, & Cantino, 2018; Gretzel, Sigala, Xiang, 

& Koo, 2015), sustainability (Alfiero, Lo Giudice, 

& Bonadonna, 2017; Barber, Deale, & Godman, 

2011; Cantino, Giacosa, & Cortese, 2019; Choi & 

Turk, 2011; Parsa & Narapareddy, 2015; Shams, 

2016a; Tuohino & Honkanen, 2015), shared supply 

chain (Harewood, 2008; Zhang, Song, & Huang, 

2009), and digital layout of business models for 

tourism destinations management (Martins, Salazar, 

& Inversini, 2015; Park, Gretzel, & Sirakaya-Turk, 

2007) are the mainstreams of new and traditional 

companies’ practices as well as academic research 

(Vrontis, Thrassou, & Czinkota, 2011; Vrontis, 

Thrassou, & Vignali, 2006). In addition, devel-

opment of tourism businesses may be reached 

through tailored ICT-driven innovations that might 

empower tourism entrepreneurs and strengthen the 

tourism sector overall (Ferraris, Monge, & Mueller, 

2018).

The First International Conference in Smart 

Tourism 2017 (Turin, Italy, November 23–24, 2017) 

focused on these topics and aimed at enhancing 

tourism development through tailored ICT-driven 

innovation that empowers tourism entrepreneurs 
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museums’ communication strategies, recognizing 

the logics hindering digital transformation within 

the context of cultural heritage strategic manage-

ment. Candelo, Casalegno, Civera, and Büchi apply 

stakeholders’ view to the coffee sector, also making 

a theoretical framework of coffee tourism benefits. 

Last, new technologies in tourism development 

is analyzed by Giaccone and Bonacini, which 

focused on the role of digital storytelling platforms  

in the context of cultural heritage promotion.

The third type is characterized by an empirical 

approach. In particular, Ossola, Giovando, and Cro

vini use a fuzzy-set qualitative comparative analy-

sis approach, focusing on corporate governance 

mechanisms and performance within the context  

of air management companies.

The forth type contains several studies based on 

both qualitative and quantitative approaches. In par-

ticular, Vallone and Veglio introduce an innovative 

model of sustainable tourism in which a concept of 

made in Italy hospitality exploits tangible and intan-

gible local resources. Troisi, Grimaldi, and Monda 

focus on how ICT enables value cocreation in man-

aging smart service ecosystems through technol-

ogy, whereas halal tourism has been considered as 

an opportunity for the global tourism industry by 

Biancone, Secinaro, Radwan, and Kamal. Health 

tourism and thermal heritage represent the con-

text of Faroldi, Fabi, Vettori, Gola, Barmbilla, and 

Capolongo, with the purpose to verify how Italian 

spas may be managed with innovative multidisci-

plinary tools. Finally, Vesce, Giachino, Beltramo, 

and Re analyze the role of changing perspec-

tives with particular reference to non-ecolabel- 

certified establishments in the hospitality industry.
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analyze the extent of digitalization integrated in 
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