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INTRODUCTION

7 different areas: 

- Brescia

- Lake Garda

- Lake Iseo and Franciacorta

- Lake Idro with Valle Sabbia

- Valle Camonica

- Valle Trompia

- Brescia’s Plains 

Provincia di 

Sondrio

Provincia di 

Bergamo

Provincia di 

Trento

Provincia di 

MantovaProvincia di 

Cremona

The province of  Brescia is located in the Eastern sector of  the 

Lombardy region.

It is the largest province of  Lombardy: 4.734 km2 and 206 

municipalities.

Map by https://www.psicologavallecamonica.it



WHO? identity
LOGO AND LAYOUT 

The logo 

appears for the 

first time with

no specific 

characteristic, 

layout or colour

The other important sections of  the 

website unfold next to the logo

Languages:              

Flags by Freepik - Flaticon



WHO? identity

The prevailing 

colour is light blue

CLEAR IDENTITY:

First insights into the 

opportunities the province of  

Brescia can offer (and related 

sections concerning them) 

GRAPHIC DESIGN AND DESTINATION IDENTITY



WHO? identity

Pale map of  the province 

necessary for the 

identification of  the 

different areas 

First hint at 

geographical 

information and 

localisation

BUT not a real 

manageable online map, 

nor an external link to it

Short paragraph representing 

the main areas

GEOGRAPHICAL POSITION



WHO? identity Newsletter

subscription

Official social 

network pages

Pop-ups regarding 

the most recent 

events and 

activities
Summary of  all the related 

sections of  the website and the 

logos of  all the main partners

DESTINATION IDENTITY



WHO? identity
Graphic layout is simple but rather appealing, with clear and practical 

application

Web experience and research are linear, easy and pleasant

A specific identity is present on the website, starting from the homepage

Different targets are taken into consideration

Different needs are satisfied

DESTINATION IDENTITY



WHO? identity
Identity is overall 

consistent with the one 

of  the official webpage 

of  the province
WEB PRESENCE MAP



WHAT? content
DISTRIBUTION OF INFORMATION 

One website… many languages 

BUT only the Italian version 

provides all the information!

Mouse pointer by Paul Fernando from the Noun Project

The website provides little 

information on managers

Users can easily find only 

telephone number, email and 

addresses

The homepage is 

divided into different 

sections. Each section is 

subdivided into 

different subsections. 



WHAT? content
USERS’ CONTENT COMPLIANCE Well structured website

Very clear text

Sufficient information for users

Text available in different languages



WHAT? content
PICTURES AND MULTIMEDIA

Lots of  photos about landscapes, 

tradition, food and culture

BUT videos are not present! 



WHAT? content
LINKS, COPYRIGHT AND DOWNLOADABLE MATERIAL

There are many links to social networks’ pages 

and to other entities 

The only accessible downloads are 

in the section called “Accessible 

Brescia ”, in which tourists can 

download slow itineraries

The website has All Rights Reserved 

Copyright in texts, pictures, and graphics 



Mouse pointer by Paul Fernando from the Noun Project

WHAT? content
EVENTS

Useful information and descriptions about events, dates, timetables and location are provided



Users’ needs are partially fulfilled as general 

information about hotels, guided tours, places of  

interest, activities... is provided

BUT there are some broken links and some hidden 

services information!

WHY? services
NEEDS

Managers’ needs are fulfilled, as the 

website provides information about 

hotels, museums, guided tours, POIs... 
Mouse pointer by Paul Fernando from the Noun Project



WHY? services
E-COMMERCE

The website provides a list of  hotels with descriptions and 

links to their websites

BUT there is no internal booking platform!

There is a 

difference 

between the

Italian and the 

English version



WHY? services
BRESCIA CARD

The Brescia Card is not very well 

promoted, and there are external 

links provided about it



Mouse pointer by Paul Fernando from the Noun Project

WHY? services
TRANSPORT

The website provides information both 

on how to arrive in Brescia and to get 

around (lists and descriptions) 

There are links to the official webpage

BUT there is no public transport map!



WHY? services
CARTOGRAPHY AND WEATHER FORECAST

Georeferenced cartography: Google Maps 

is embedded BUT it doesn’t work!

There are NO location based services!

There is NO weather forecast in the 

website!



WHY? services
PRIVACY

Privacy is respected as users are aware of  

cookies 

BUT the cookie policy is available in 

Italian only!

Mouse pointer by Paul Fernando from the Noun Project



WHY? services
SECURITY

Use of  HTTPS protocol

Safe Browsing site status check - GoogleTransparency Report



WHERE? individuation

1° - Google, Bing and Yahoo!

7° - Google

6° - Bing and Yahoo!

Brescia 

Brescia tourism

Visit Lombardy

Not in the first SERP!

SEARCH ENGINE POSITIONING



WHERE? individuation
RANKING

Domain Authority: 45/100

Organic traffic: 32.4K



WHERE? individuation
DOMAIN NAME

https://www.bresciatourism.it/https://www.visitbrescia.it/

Search bar by Blaise Sewell – Noun Project

EASY TO REMEMBER!

name of  the city cultural, economic & 

social aspects



WHERE? individuation
COMMUNICATION WITH USERS

Official hashtag
Official social network pages

Newsletter

subscription

AddThis feature 

under every article

NO

TripAdvisor!



WHERE? individuation
SOCIAL ENGAGEMENT

Flags by Freepik - Flaticon

Most followed Facebook page dedicated to Brescia:

102.853 Likes and 103.186 Followers

Repost of  UGC

Fast replies

Frequent use of

stories and posts

GeotagLanguages:                    

BUT in posts only Italian is used

Link to the official website



WHERE? individuation
SOCIAL ENGAGEMENT

Flags by Freepik - Flaticon

Two Twitter accounts:
Link to the official website

Frequent

(re)tweets

Languages:                  

BUT in tweets 

only Italian is used



SOCIAL ENGAGEMENT

Flags by Freepik - Flaticon

WHERE? individuation

Languages:

Frequent stories and (re)posts

Two Instagram accunts:

Engagement 

rate: 4,27%

Most

followed

touristic

Instagram 

page about

Brescia



WHERE? individuation
SOCIAL ENGAGEMENT

Flags by Freepik - Flaticon

Languages:              

Link to the official website

1.902.543 views

No information about

subscribers



WHERE? individuation
SOCIAL ENGAGEMENT

Mouse pointer by Paul Fernando from the Noun Project

Brescia Tourism – Visit Brescia won the 2020 edition of  the national 

Hospitality Social Award in the “Tourist Destinations” section



OFFICIAL WEBSITE 

bresciatourism.it

FACEBOOK:

Visit Brescia – Brescia 

Tourism  (@visitbrescia )

TWITTER:

@bresciatourism 

(RT: @visitbrescia )

INSTAGRAM: @visitbrescia 

(@bresciatourism )

YOUTUBE:

Visit Brescia

Domain authority: 45/100

Organic traffic: 32.4K

102.853 Likes

103.186 Followers
2.592 Followers

35.9K Followers

Average Likes: 1.517

Average Comments: 19

ER: 4.27%

1.902.543 Views

Languages:                 -

L
Languages:      IT Languages:      IT Languages: .

Languages:                 -

L

Last updated: 07.11.2020 Last updated: 07.11.2020 Last updated: 06.11.2020 Last updated: 07.11.2020 Last updated: 30.07.2020

WHERE? individuation
SOCIAL ENGAGEMENT

Flags by Freepik - Flaticon



WHEN? management
CODE AND LINK COMPLIANCE



WHEN? management
CONTENT UPDATE

The events section is 

NOT present in other 

languages’ menus: users 

have to scroll down in 

order to find them



WHEN? management
CONTENT UPDATE

As a whole, the website and the social networks’ 

pages appear to be quite updated



WHEN? management
TECHNOLOGIES

Clear layout

Internal search engine

No videos BUT link to YouTube channel and 

social networks pages

Interactive map



HOW? usability
DOWNLOAD TIME

Download time in Europe takes less than 2 seconds

BUT in the Asian and Australian servers the download 

time takes more than 5 seconds!



HOW? usability
MOBILE-FRIENDLINESS

The page is mobile-friendly 

It suits perfectly the smartphone’s screen

It is flexible and easy to navigate

BUT the website hasn’t developed an app!

Positive feedback from the 

Google Mobile-Friendly Test

BUT there are often some 

problems in loading pages, 

especially images!

Smartphone frame by freepngimg.com



HOW? usability
WI-FI, QR CODES, ACCESSIBILITY AND VIRTUAL REALITY

The website is simple and clear, without 

irrelevant words 

No QR codes

No virtual accessibility

BUT itineraries of  ‘slow’ tourism

There is a whole section 

about Wi-Fi in Brescia, 

translated in all 

languages available



HOW? usability
NAVIGATION MENU AND BREADCRUMBS

In the laptop display the menu is fixed and clearly identified

In the smartphone display the menu is open by a click on the 

icon in the corner and it shows the multiple choices

In the computer display a “second lower” menu is reported at 

the end of  each webpage

BUT the smartphone display does not show the “second” menu

Breadcrumbs are visible and clear



HOW? usability
INTERNAL SEARCH ENGINE

Internal search engine works properly with 

key words

BUT it does not reach the wished content with 

longer texts

Internal search engine of  where to sleep 

section does not visualize the wished 

structure: its result displays only the 

destinations 



HOW? usability
SITE MAP

The site map can be identified in the main menu and the 

second lower menu

The XML site map is the lists of  the links and webpages 

related to the menu

E.g. the accommodation point is missing from the 

translated webpages and it is not reachable if  not by the 

Italian version



HOW? usability
ICONS AND CULTURES

Cultures are well presented in the specific sections of  the menu:

“Make in Brescia ” and “Taste in Brescia “

The icons discovered in the website were:



HOW? usability
LANGUAGES

The structure of  the Italian 

version of  the site is detailed 

and well arranged

English webpages have a big 

lack of  contents

German webpages incorporate 

some missing sections of  the EN 

version despite they are empty

French webpages have a gaunt 

menu and some contents result 

empty

Dutch webpages have an 

important lack of  contents and 

sections



CONCLUSIONS
STRENGTHS

• Linear and clear web research;

• Several different opportunities that may appeal to different targets;

• Clear texts, straight to the point;

• Good quality of  pictures;

• Managers' needs fulfilled;

• Secure website;

• High engagement managers-users in the social media platform 

(Hospitality Social Award);

• Good presence on the internet for what the search results and social 

media pages are concerned;

• Internal search engine;

• Well organized and clear menu;

• Mobile-friendliness;

• Cultural section well developed;

• Wi-Fi.

WEAKNESSES
• Different services and information in the different languages;

• No online manageable map;

• No location-based services;

• No videos;

• Not so many downloadable materials;

• No weather forecast;

• No booking system;

• No TripAdvisor profile;

• No forum nor possibility of  comments on the website;

• Social media pages mainly in Italian or Italian/English;

• Several broken links;

• No disability-friendly (e.g. no alternative text on Instagram photos);

• No mobile app.


