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INTRODUCTION 

 

 

The primary purpose of this dissertation is to analyse from a linguistic and 

sociolinguistic perspective the importance of the creation of value through words in the 

field of tourist promotion as well as in online customers reviews on rating websites. 

In particular way, I will consider how the English language is used by the tourism 

facilities in order to promote the city of Polignano a Mare (BA), one of the most famous 

and visited tourist destinations in Apulia, in the South of Italy. Brochures, tourist guides 

and websites in English will be analysed, in order to understand and investigate the way 

in which they directly address and involve the target foreign tourists. By directly 

involving the reader, the tourist texts have the aim to let them admire and desire to visit 

Polignano a Mare. I will also examine the online reviews written by foreign customers 

on online rating websites, such as TripAdvisor.it, Yelp.it, etc. in order to find the 

eventual relationships between the words used in those reviews and the actual services 

offered by the different enterprises in Polignano a Mare.  

Undoubtedly, tourism is one of the most important industries for economy all 

around the world, and it is constantly growing, developing and improving its qualities. 

Indeed, according to the data analysed by UNWTO (World Tourism Organization), 

during the first nine months of 2016 the various tourist destinations in the whole world 

welcomed approximately 956 million international tourists. Also, nowadays tourism is 

changing a lot, above all because of the growing influence of technology and the 

diversification of the needs and the desires of contemporary tourists (also called  

post-tourists). As a matter of fact, the typology of tourist is changing: nowadays the 

tourist is looking for unique, extraordinary and authentic experiences. Also his 

motivations, habits and desires are changing: mass tourism is over, and now the tourist 

travels in order to relax, to try something different from his everyday routine, to 

discover different worlds from home, to always learn new habits, new people, new 

traditions, new lifestyles. This is the reason why, still according to UNWTO 

researchers, the current trend is to personalize the tourist possibilities, and to satisfy any 

different kind of tourist, in order to make him feel involved in a wonderful, personal and 
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unique experience. This is why effective promotional language in tourism is very 

important: it has to directly address to the readers as potential customers, to involve 

them and offer an honest image of the destination, and, above all, to take into account 

their needs and desires. 

The relationship between linguistics and tourism has long been studied by many 

linguists and marketing communication scholars. In the first place, there has been an 

actual identification of the existence of a particular language for tourism, especially 

because of the presence of fixed rules, frequent occurrence of particular words and 

special techniques in tourism texts, which are used in order to involve the reader (and 

potential tourist) in the destination, and to let him choose one destination or another. 

This is the reason why it is possible to talk about a «Language of tourism», «Tourism as 

a specialised language» or «Tourism discourse». 

Italy is one of the most important destinations in all Europe, and it is also placed 

among the most desired tourism destinations all around the world, thanks to the 

considerable number of historical, cultural, natural, and food and wine traditions. As a 

matter of fact, according to ISTAT (Italian National Institute of Statistics) data, in 2016 

the tourism industry represented 11,8 % of Italian Gross Domestic Product, and the 

most dynamic regions from this point of view are Apulia and Basilicata, where tourism 

is crucial for economy. Also, in the decade 2004-2014 the foreign tourist numbers in 

Italy have increased by 32,3%. This increase is somehow associated to the improvement 

of the promotion techniques used by the organizations which deal with the tourist offer 

in the different Italian destinations. As a matter of fact, the more the image of Italy was 

improved and perfected in time, the more foreign tourists were involved and became 

curious of visiting and discovering Italy. 

The main reason why I chose to explore this topic in my dissertation is to analyse 

the linguistic techniques and forms used in the tourism field, both by the enterprises in 

Polignano a Mare and by the foreign customers, in order to have a practical and 

concrete reference to the theories proposed and published by many linguists and 

scholars in this field. As a matter of fact, in this dissertation there will be the description 

of the linguistic theories linked to the use of particular lexical, grammatical, visual and 
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pragmatic features, and also the tangible examples taken from the corpus that I will 

personally collect and analyse. 

In the first chapter of this dissertation the importance of tourism industry all around 

the world will be described. In particular way, I will introduce a brief history of tourism, 

from the origins of the phenomenon (with the Grand Tour all around Europe) to the last 

digital tendencies (Tourism 2.0). I will also refer to the relevance of communication in 

the tourism field through tourist texts (i.e. tourist guides) and to the role of stereotypes 

in the descriptions of the destinations, especially referring to the promotion of Italian 

destinations abroad. 

In the second chapter, I will discuss the importance of WOM (Word-of-mouth) and 

E-WOM (Electronic-Word-of-mouth, also called Word-of-mouse) in the tourism 

industry. In particular way in tourism, the opinion expressed by the customer is to be 

taken into account in order to constantly improve the service. Besides, it has become 

very important also for the customer who is booking his holiday, to read and decide 

according to the opinions of those who have previously experienced particular activities, 

destinations, etc. As a matter of fact, in the last decades there has been an important 

development and spreading of rating websites, online forums and travelogues, that is 

websites in which tourists can give their personal evaluations and opinions of their 

experiences in the accommodation facilities, services, and destinations. 

In the third chapter, I will describe the research work that I performed on the 

promotion and reviews corpus, with all the results and the information related. In detail, 

I will first of all collect both offline (brochures, tourist guides, advertisings, etc.) and 

online (travelogues, forums, reviews, websites, etc.) material addressed to the English 

tourists in the city of Polignano a Mare. The research methodology that will be used is 

the analysis of the interpersonal function, that is the examination of the persuasive 

function of the words used in promotion, together with the frequency and the 

classification of the words used both in the promoting texts and in the online reviews 

written by the customers. 

In order to have a more complete knowledge and vision of communication in 

tourism, I studied and analysed a huge amount of publications, essays, and journals 
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about tourism, tourism 2.0, communication, pragmatics, and marketing that were 

published in the last two decades. In the last period, as a matter of fact, many scholars 

have focused their attention on the functions of language applied to tourism. They also 

analysed actual corpus of tourist texts and found out that there is a strict correspondence 

between the visual image that tourism brochures, guides, websites, etc. present, and the 

feelings that these images can stimulate on the attention and the unconscious of the 

potential tourists in the moment of the choice of the best destination for his holidays. 

  



5 

 

CHAPTER I   Tourism: from the origins to the last digital tendencies 

 

1.1 Tourism: origin and evolution 

 

According to UNWTO (United Nation World Tourism Organization), it is 

possible to define tourism as:  

[…] a social, cultural and economic phenomenon which entails the movement of people to 

countries or places outside their usual environment for personal or business/professional 

purposes. These people are called visitors (which may be either tourists or excursionists; 

residents or non-residents) and tourism has to do with their activities, some of which 

involve tourism expenditure. (UNWTO) 

The first examples of tourism activities developed faraway: as a matter of fact, 

Egyptians, Greeks and Romans used to leave in order to spend a period of time in a 

different place from their habitual residence, for different reasons. 

The main reason why ancient Egyptians and Greeks started to travel was 

pilgrimage related to religion: for instance, they used to leave their houses for a period 

of time in order to visit holy altars, sites of oracles and a lot of other different places in 

some way linked to their religions. Successively, with the diffusion of Christianity, the 

activity of pilgrimage continued to spread, so that Jerusalem (because of the presence of 

the Holy Sepulchre), Rome (as the city of the martyrdom of the Apostles Peter and 

Paul), and Santiago de Compostela (which hosts the shrine of St. James) became 

fundamental destinations for pilgrims from countries all around the world. 

Nevertheless, the idea of tourism among Romans was not only linked to religion. 

As Patrizia Battilani underlines in her book, the concept of holiday included time for 

relaxing and taking a break from everyday life. As a matter of fact, they used to spend 

their free time in otium, that was a pause from the public activities, in which every man 

could focus on his private life, spending his time in the houses located in the 

countryside, that were called villae. 

Il concetto di villeggiatura e di ferie era già ben definito in epoca romana: il feriari (l’essere 

in ferie) e il rusticari (trasferirsi per qualche tempo in campagna) erano parte integrante 

della vita sociale dell’antica Roma. Le due mete principali delle vacanze erano la campagna 

e il mare […]. La vacanza in campagna rappresentava nell’immaginario collettivo il 

momento della serenità, il modo per distaccarsi dai rumori e dalle ansie dei ritmi cittadini; 

si diffuse soprattutto a partire dal I secolo a.C., quando Roma era già la capitale frenetica e 

multietnica di un grande impero. […] La vacanza nella villa di campagna rimanda a una 
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visione pacata di villeggiatura, spesa a metà fra l’ozio, cioè la cura di sé, e il lavoro. 

(Battilani 2001: 51-53) 

In the Roman concept of holidaymaking there were also two other ways of 

spending free time: sea-holiday (spending a period of time, for instance, on the coasts of 

Campania), with the aim of having fun; and cultural holiday, especially for visiting the 

most important monumental and historical cities of Greece. However, the most 

important kind of holiday that was invented by the Romans was thermal tourism. 

Fra le abitudini romane, almeno una merita una trattazione più dettagliata, perché pure tra 

mille traversie e trasformazioni sopravviverà a lungo, tanto da accompagnare la nascita del 

turismo moderno: la passione per le terme. I romani avevano appreso dai greci l’uso del 

bagno, in un primo tempo presente solamente nelle case private dei ricchi: a partire dal II 

secolo a.C. si era diffusa la moda dei bagni pubblici tanto che un censimento realizzato nel 

33 a.C. ne aveva contati nella città di Roma circa 170. […] Il bagno era un piacere e nello 

stesso tempo una cura per il corpo. (Battilani 2001: 57-58) 

So, starting from the 2
nd

 century BC, the thermal baths were used for therapeutic 

purposes, thanks to the already well-known healthy effect they have on the organism, 

that the Romans learned by the Greeks. Also, thermal baths were located next to gyms 

and other sport features, so that the tourists could practice sports and then take a cold 

and a hot bath in them. However, the main reason why the roman thermal baths were so 

famous was the fact that they were considered entertainment and meeting places. 

Sometimes they were also pointed out to be immoral and indecent, especially because 

the regular clients of thermal baths focused their attention on body perfection, while the 

growing Christian community tried to convince people to focus on the soul care. 

In the Middle Ages, religion had a very crucial importance on all aspects of social 

and political life, and people went on travelling for pilgrimages and for venerating 

Saints and Holy places. In particular way, in this period the Pilgrimage for atonement 

took place. It was a sort of penitence that was given to sinners in order to atone for their 

sins. Of course, with the diffusion and growth of these practices, the tourist destinations 

had to equip themselves: as a matter of fact, in the main destinations people began to 

organise themselves and create tourist facilities and all sort of services in order to 

accommodate the tourists who came to visit the place. It was a first form of organisation 

of tourist offering by the ancestors of private enterprises. 

From the 15
th

 century on, all the cultural and artistic transformations which 

brought to Humanism and Renaissance had important consequences on the perception 
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of man as a human being. As a matter of fact in this period (and from this moment on) 

art, culture and science acquired a very relevant role, and so literary and artistic 

education in particular way began to have a new meaning in the life of the European 

aristocratic families.  

The consequences that this sort of «revolution» had on the way people made 

tourism were radical: the travel itineraries changed, so that holy and spiritual 

destinations were replaced by the cultural and artistic cities of Central and 

Mediterranean Europe. It was the birth of the so called Grand Tour, which will change 

for centuries the concept of travelling and tourism. 

The term «tour» was first used in the English language between the 17
th

 and the 

18
th

 century. Before that period, tourism was simply referred to as «journey» (by land) 

or «voyage» (by sea). The word derives from a French borrowing from the Latin 

tornare, which means working at the potter’s wheel. So, it was a clear reference to a 

circular movement and a circular time, which call to mind the idea of leaving for a 

voyage and coming back home after a period of time. The first person to coin the 

expression «Grand Tour» was Richard Lassels in 1670, in his Voyage or a Complete 

Journey through Italy. The Grand Tour properly was a traditional educational journey 

which was taken by young English, German and French aristocrats especially during the 

17
th

 and 18
th

 centuries. These young aristocrats travelled through Italy, France, Greece 

and Switzerland in order to have a full cultural experience, which represented a sort of 

rite of passage towards adulthood. Through travel, young men acquired the necessary 

skills, experience and culture to take part in the social, economic and political life of 

their own countries. 

Another essential consequence of the cultural and scientific revolution which 

started in the 15
th

 and 16
th

 centuries is represented by the several geographical 

explorations which brought a lot of scholars, geographers and scientists to leave Europe 

in order to discover and conquer new territories. As a matter of fact, starting from the 

end of the Middle Ages, travelling became synonym of curiosity, and the new political 

and economic interests towards the «new World» provoked the discoveries of unknown 

lands and their consequent occupation and colonisation. For instance, it is possible to 

mention the discovery of America by Cristoforo Colombo in 1492, or also the 
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expeditions of Vasco de Gama, Magellan, and so on. For this reason, the period of time 

which goes from 15
th

 century on is also known as the Age of Discovery, or the Age of 

Exploration. This period of discoveries marked also the time period in which extensive 

overseas exploration emerged as a powerful factor in European culture and the 

beginning of globalisation, together with the rise of the period of widespread adoption 

in Europe of colonialism and mercantilism (especially in Great Britain, Spain, France 

and Portugal). 

Travelling, so, acquired also a new meaning: that of conquering and civilizing 

new populations in order to establish a sort of predominance of European people on the 

rest of the world. 

According to Patrizia Battilani, it is possible to set the date of the birth of modern 

tourism at the end of 17
th

 century, when the English destinations began to organise 

themselves in order to create facilities and organisations aimed to host and 

accommodate travellers. 

[…] nascita del turismo moderno, cioè di un modo di impiegare il tempo libero che richiede 

la presenza di strutture professionali per ricevere e intrattenere gli ospiti, o meglio, i 

villeggianti: in altre parole si passa dall’autoconsumo allo scambio di servizi sul mercato. 

[…] Il primo esempio di turismo moderno fu quello termale, che nacque in Gran Bretagna 

verso la fine del Seicento e conobbe il suo sviluppo maggiore (sia in termini di numero di 

città di questo tipo sia per la dimensione da esse raggiunta) tra la metà del Settecento e 

l’inizio dell’Ottocento. (Battilani 2001: 90-91) 

And so, with the spreading of buildings and facilities that had the aim of hosting 

tourists, many new destinations were created and became the centre of a new kind of 

tourism. In particular way, the sea and thermal destinations changed a lot, and from 

being only therapeutic destinations, they became also centres of vacation. The three 

events that marked this important transformation were: the creation of thermal parks, 

the building of recreational structures (theatres, cafés, restaurants), and the building of 

the first hotels, which will grow and evolve in the late-eighteenth-century Grand Hotels 

(luxury hotel of big dimensions, that will become the symbol of aristocratic tourism in 

the main cities all around the world). 

L’attrattiva delle città termali dipendeva molto dalla loro capacità di far divertire i 

villeggianti proponendo spettacoli, serate danzanti e aprendo negozi che mostravano le 

ultime novità della moda. Se l’esistenza di una fonte termale e quindi di una caratteristica 

naturale era necessaria per proporsi come città per la villeggiatura, è chiaro che solo 
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l’invenzione e gli investimenti privati e pubblici ne potevano decretare il successo. 

(Battilani 2001: 96) 

At the end of the 17
th

 century the trend of the thermal holiday began to be 

exported from Great Britain to the main countries of the Europe of the mainland, where 

the «Spa» took place as the most attended holiday centre in the main destinations. 

Basing on the idea of the English thermal centre, it was a true artificial reproduction of 

the English thermal springs, in which tourists could take baths and completely relax as 

if they were in natural thermal baths. This activity became a trend which involved many 

cities all over Europe. 

During the second half of the 18
th

 century, thermal tourism in Europe began to 

lose its importance, in favour of a new trend which, also, had been invented in England. 

As a matter of fact, between 1755 and 1780 new resorts were built next to the sea, and 

people began to spend their holidays on the seaside and take baths in the sea. 

L’invenzione del mare come meta turistica appartiene ancora una volta all’aristocrazia: 

come era già avvenuto per le città termali, furono spesso le famiglie reali a decretare il 

successo di una stazione balneare e a renderla di moda. Anche in questo caso, se il mare, 

cioè una caratteristica dell’ambiente naturale, fu all’origine dell’attività turistica, lo 

sviluppo e il successo di centri balneari dipesero dalla loro capacità di gestire il tempo 

libero dei villeggianti e dagli investimenti realizzati. (Battilani 2001: 100-101) 

As Patrizia Battilani states, seaside destinations and this new kind of tourism had 

a lot of success for different reasons: as a matter of fact, the natural environment in 

itself (the only presence of the sea in a particular destination) was not enough to 

guarantee a constant tourists flow. There was the need of tourist facilities and resorts in 

order to accommodate tourists and give them all the services they needed in order to 

spend a period of time on holiday in the destination. That is why many seaside resorts 

with all sort of comforts and services were built next to the sea.   

In the first period, the trend was that of travelling towards the northern seaside 

destinations, in order to take baths in cold sea waters, because of the therapeutic effects 

which were considered to be very similar to those of thermal baths. This is the reason 

why, between 1720 and 1730, northern sea baths began to be practiced as an alternative 

to thermal baths. Of course, this new form of tourism was invented and practiced only 

by aristocratic people, and for a long time (especially for economic reasons) it will 

continue to be their prerogative. 
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From 1840 on, with the development of technology and the consequent building 

of many railways all around Europe, new seaside resorts were created, and at the same 

time a new group of people began to travel and to spend holidays on the sea: as a matter 

of fact, the middle social class (which was made up of merchants, bankers and simple 

employees) in this period had the possibility to afford travelling and to reach the most 

important destinations on the seaside. In this way, tourism was no more considered as a 

«closed» activity which was only destined for an élite group of people: it was the birth 

of mass tourism. 

Up to the first half of the 19
th

 century, the most important destinations were the 

northern cold beaches overlooking on the Baltic or the North Sea. In Europe, instead, 

the waters of the seas were not so cold, and for this reason people used to spend their 

holidays in winter, because of the low temperatures which in a certain way simulated 

the temperatures of the seas of northern Europe. 

With the development of the research, also the bath in hot waters began to be 

considered as therapeutic and healthy, together with the exposure of the skin to the sun 

and sea air. Of course, these were favourable conditions for the diffusion of beach 

tourism as we today know it. 

 Nevertheless, seaside tourism was not the only form of tourism that was 

practiced: as a matter of fact, mountain tourism was born in the 18
th

 century. In that 

period, the concept of the mountain changed a lot, especially thanks to the new cultural 

influences. Anteriorly, the mountain was considered to be «ugly», frightening and, for 

these reasons, not so attractive as other destinations. With the diffusion of Romanticism 

and the growing importance of the search for the sublime and the picturesque in nature, 

this idea in the mind of cultured men changed. 

In Germany, a Romanticist school of artists began to paint natural landscapes seemingly 

untouched by human hand. Philosophically, the Romantic movement was a subjective 

response to the objectivity and classification of nature that began with the Enlightenment. 

As Russell noted, “the romantic movement is characterized, as a whole, by the substitution 

of the aesthetic for utilitarian standards.” Landscapes that were previously feared, including 

mountains and wilderness, now became objects of awe and admiration. (Meyer-Arendt 

2004: 426) 

Artists, poets and culture men began to travel and to look for untouched 

landscapes, in which they could feel in touch with nature. At the beginning, men loved 
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to observe and discover the nature of mountain landscapes in order to look for the 

sublime. Later, with the diffusion of many sports related to the mountain, this kind of 

tourism had a further development:  

Osservare significava attraversare le montagne, scalarle: per questo motivo l’amore per le 

vette anticipò l’interesse per la montagna e l’alpinismo fu il precursore del turismo. Se i 

primi scalatori furono animati da scopi scientifici, ben presto il divertimento divenne la 

vera e unica ragione. […] Furono gli inglesi a decretare il successo della montagna. La loro 

passione per le scalate non aveva motivazioni di ordine scientifico, ma sportivo e traeva 

origine dallo spirito di avventura e dall’amore per il rischio […]. Nel corso di un secolo 

l’alpinismo cambiò l’immagine della montagna, rendendola una meta attraente e 

affascinante. (Battilani 2001: 118-119) 

As it is possible to find out from this quotation by Patrizia Battilani, mountain 

tourism was not only a privilege of aristocrats, artists or sportsmen. In particular way, 

starting from the period of the Enlightenment (in which the discoveries and the 

scientific studies took place so far) the mountain became also a destination for those 

who wanted to examine new natural environments and new places. And in order to host 

tourists and expeditors, many mountain resorts and facilities were built. This was the 

starting point of the current mountain tourism that we can appreciate in all mountain 

areas of Europe and all over the world. 

Another type of tourism which was different from the previous ones, but which 

was literally invented by American people was the phenomenon of the natural tourism. 

It deals with the trend of spending holidays in natural parks and being in direct touch 

with nature and particular species of animals and plants. Of course, also this kind of 

tourism was accompanied by the re-organisation of the place, that is the building of 

structures aimed to hosting tourists, and the rising importance of preserving the 

uniqueness of the American natural environment. 

Before the First World War, all the main forms of current tourism were already 

practiced and many of the social customs which will encourage the growth of the sector 

in the second postwar period were already settled. During the two wars, of course, 

tourism had a big decrease, but after the Second World War the social international 

context radically changed and brought to an unprecedented development for two main 

reasons. Firstly, all nations established a form of peaceful coexistence that allowed a 

general international stability. Secondly, this period is known as the so-called golden 

period of economic growth of the main industrialized countries of Europe. This sense of 
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wealth was also reflected on the population: as a matter of fact, people had more 

possibilities to travel, and so the national and international tourism demand of many 

different countries all around the world consistently grew. 

As a matter of facts, from this moment on we can properly talk about «mass 

tourism», that is the form of tourism which involves all social classes and, so, all 

population. It is a different concept of mass tourism from that of the 19
th

 century, 

because of the number of people involved in the flows. In the following quotation from 

Burkart and Medlik’s Tourism: Past, Present and Future (1974) (taken from Battilani 

2001: 135) there is a complete and accurate definition of the term «mass tourism» as it 

was intended in the 20
th

 century. 

Il turismo di massa si riferisce alla partecipazione al turismo di un numero elevato di 

persone, un fenomeno che ha caratterizzato i paesi sviluppati del XX secolo. In questo 

senso il termine è utilizzato in contrasto alla partecipazione limitata […] dei decenni 

precedenti. Turismo di massa è una nozione essenzialmente quantitativa, basata sulla 

proporzione di popolazione che fa turismo o sulla dimensione dell’attività turistica. 

(Burkart and Medlik 1974 in Battilani 2001: 135) 

With the diffusion of mass tourism, all destinations are considered as reachable: in 

this directions goes the recent diffusion of low-cost companies and the current search 

for destinations that are far away from home. As a matter of fact, in the last period more 

and more tourists have included in their choices destinations which are located in other 

continents (Asia, Africa, Australia), especially because of the technologic development 

that has allowed globalization and the consequent possibility to reach any place in the 

world in relatively few time. Nowadays, the trend of travelers is to look for uncommon 

destinations, in which they can meet different lifestyles and have extraordinary 

experiences in order to increase their cultural baggage. 

Of course, with the passing of the time and in particular way in the last decades, 

the ways of «doing tourism» increased a lot in number. This is the reason why 

nowadays there are as many «tourisms» as the needs and desires of tourists are. The 

current trend is to try to completely satisfy all the requests of the travelers from all the 

different points of view, so that holiday becomes something tourist-made and 

personalized, that responds to all his possible desires and that represents a unique 

experience for him. 
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According to the data analysed in an issue of the UNWTO World Tourism 

Barometer of June 2017, in the last years tourism is increasing a lot. As a matter of fact, 

the demand for international tourism remained robust in 2016, the international tourist 

arrivals worldwide grew by 6%, and there have been 369 million international tourists 

(overnight visitors) in the first four months of 2017, 21 million more tourists compared 

to the same months of 2016. 

1.1.1 Tourism in Italy 

 

The tourism industry in Italy can be considered as one of the most traditional and 

important for the economic relevance it has on the development of the country. As a 

matter of fact, as it is possible to find out from an issue of the Italian National Centre for 

Tourism in May 2017, and from a research of Banca d’ Italia, the foreign tourist 

spending in Italy in 2016 was of 36.359 €, 2,3% more compared to 2015. So, it is one of 

Italy’s most profitable industrial sectors, and it is constantly growing. 

Italy is the fifth most visited country in the world, according to data from 

UNWTO. In particular way, tourists from all around the world decide to visit Italy for 

its culture, history, art, but also for its landscapes, coastline, beaches and mountains. 

Also, Italy is the country which contains more World Heritage Sites than any other 

country in the whole world. The importance of Italy in the eyes of tourists from all over 

the world has changed through time: as a matter of fact, in the different periods of time, 

tourists were interested firstly in history, than in art, in the landscapes and the natural 

environment, later in culture, and so on.  

Italy is a nation with a very ancient tourism tradition. For centuries it has been 

considered as a tourist destination because of all the heritage sites, main reason of the 

historical importance of the country. It has been center of the itineraries of many 

travelers all over centuries because of its essence as the cradle of civilization, and as the 

historical, geographical, cultural and commercial centre of Europe. All over centuries, it 

has been crossed by any kind of travelers: pilgrims (Rome, Loreto, …), grandtourists 

(cultural cities as Florence, Venice, Rome, …), aristocrats, artists and so on. This is the 

main reason why tourism in Italy has so far developed, even before Industrialization. 
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If at the beginning it was considered as one of the main destinations for cultural 

and historical reasons, after the diffusion of the possibilities of travelling, people began 

to look at Italy also as a destination with different aspects, and to visit for its natural 

landscapes, for the beauty of its beaches, for the culinary traditions and the friendliness 

of its inhabitants. 

1.2 Tourism communication: tourist guides and stereotypes 

 

To communicate means to transmit and exchange messages, to inform, to share 

information and experiences. Communication (also referred to as Promotion) is one of 

the four main elements of marketing mix (also known as «the Four Ps»), together with 

Product, Price and Place.  

In tourism, as in any other economic field which is concerned with people 

(tourists, in our case) and in particular way with people’s behaviour, communication is a 

crucial point. As a matter of fact, it is possible to refer to the enormous corpus of texts 

related to tourism that has been produced both online and offline, that is, on the web and 

on paper. The main aim of this corpus is, as we can read from the following quotation 

from Antelmi (2007), that of  introducing the destination to the readers, in order to make 

them «visible» through verbal descriptions, images and other visual features. 

[…] sicché pare addirittura che lo scopo unico di pubblicazioni di tal genere sia quello di 

presentare i siti turistici, rendendoli per così dire visibili attraverso la descrizione verbale, 

molto spesso accompagnata dal ricorso ad immagini; in realtà, tale presentazione comporta 

quasi sempre l’inserimento di parti narrative, più o meno sviluppate, che danno conto della 

storia dei luoghi o ne raccontano usi e tradizioni particolari. (Antelmi 2007: 83) 

One of the first forms of tourism text was called Itinerarium, which was used 

during the Roman Empire. It was a sort of route guide in which it was possible to find a 

list of all the stations and all the distances from one place to another, together with the 

essential information about the regions and the villages. The most important Itinerarium 

which has come to us is the Itinerarium Provinciarum Antonini Augusti, in which there 

is the list of all the 372 roads of the Empire, from Britain to Africa, that covered a total 

distance of 53.638 miles. 

During the period of Grand Tours, most of the texts produced were descriptions, 

memories and letters, in which the travelers used to narrate what they had seen, and to 
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give their impressions about the places they had visited. We can surely mention «Il 

Milione» by Marco Polo, or «Italienische Reise» by Johann Wolfgang von Goethe, or 

also «Vues des Cordillères et Monuments des Peuples Indigènes de l'Amérique.» and 

«Voyage aux régions équinoxiales du Nouveau Continent: fait en 1799, 1800, 1801, 

1803 et 1804.» by Friedrich Heinrich Alexander Freiherr von Humboldt. From these 

memories the readers could bring information and images about places which were as 

much interesting as unreachable to them. With the passing of the time the concept of 

Grand Tour changed: from being basically an educational journey, it became a way to 

run away from everyday life, a reaction to a strong desire of escaping. Of course this 

evolution in the concept of travelling brought to a transformation and an adaptation also 

of the texts related to the journeys: as a matter of fact, the new kind of tourist of this 

period studied and organized his journey on little handbooks, which were easy to carry.  

It is possible to affirm that these were the first forms of tourist guides, as 

Donatella Antelmi (2007) states. 

Parallelamente al diffondersi di tour organizzati e alla nascita di agenzie, nascono le guide 

turistiche. Il racconto del viaggio esce dal dominio della letteratura e si trasferisce in quello 

del testo meramente funzionale; ciò comporta un duplice cambiamento di prospettiva: il 

viaggio non è descritto e narrato per quello che è stato, ma è illustrato perché possa essere 

fatto, sicché alla proiezione nel futuro si accompagna un abbandono della prospettiva 

autobiografica, fortemente legata al tema del ricordo, e l’affermarsi di un tono didascalico, 

e persino didattico, nella pubblicazione che prende per mano il lettore e lo conduce 

agevolmente attraverso un mondo da scoprire. (Antelmi 2007: 85) 

So, until this period grandtourists had been describing past journeys, that is, 

journeys that they had already experienced. With the passing of time, the perspective 

changed and people started describing «future journeys», in the sense that in tourist 

guides there was a sort of anticipation of what people were going to visit in their 

personal travels. As Donatella Antelmi underlines in the following lines, this is the birth 

of a new genre:  

Si afferma così, in considerazione delle finalità specifiche e, soprattutto, dell’emergere di 

caratteristiche testuali e linguistiche sempre più stabili e codificate, un nuovo genere, 

caratterizzato da una forte spersonalizzazione, ma al tempo stesso da un intento direttivo 

assai marcato, che veicola una più o meno esplicita componente ideologica. (Antelmi 2007: 

86) 

It is possible to talk about a «new genre» because of the peculiar features, the 

specific purposes and the common linguistic and textual characteristics that is possible 
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to find out in these new publications. For instance, some of these characteristics are: the 

way in which destinations are described, the organization of the text, the presence of 

images and the descriptive and persuasive language that is used. 

Of course, together with the evolution of travel habits, the tourist guides evolved 

with the passing of time. As well as the number of tourist destinations grew, also the 

number of materials available for having information about the different destinations all 

around the world increased, and guides were associated to free depliants, brochures and 

booklets which began to be distributed in loco, as it is possible to read in the following 

quotation. 

All’evoluzione della guida si è accompagnata […] la diffusione di nuovi strumenti di aiuto 

e stimolo per il viaggiatore, solitamente prodotti in sede locale (a cura di enti provinciali, 

comunali, fondazioni private, sedi locali dell’amministrazione dei beni ambientali e 

culturali, ecc.) […]. Tutto questo materiale, spesso distribuito gratuitamente presso gli 

stessi enti che lo pubblicano o presso i siti di visita, fornisce solitamente elementi di 

descrizione dei luoghi, accompagnati di norma da immagini, con l’aggiunta di informazioni 

pratiche, che possono estendersi a comprendere vere e proprie inserzioni da parte di vari 

tipi di fornitori di servizi, innanzitutto alberghi e ristoranti. (Antelmi 2007: 127) 

The common aspect to all these new forms of tourist materials is the main purpose 

they have: they were created in order to introduce the destination to the reader through 

texts and images which describe in the best possible way all the attractive and positive 

aspects of the place. In this way, brochures, depliants and all the other materials created 

a sort of anticipation of the travel and give the reader the possibility to imagine the 

emotions that the destination would generate at the moment of the experience. It is an 

attempt to create a sort of emotional connection between the reader and the text, and 

consequently between the reader (who becomes tourist) and the destination. As a matter 

of fact, this anticipation created through images and descriptions generates a sense of 

nostalgia (that can be related both to something already experienced, or to something 

not yet experienced) which creates need and desire. This strong desire is the main 

reason why tourists decide to spend their holidays in that particular destination. 

 […] David Lowenthal denounces the increasing exploitation of nostalgia for economic 

purposes: “if the past is a foreign country, nostalgia has made it the foreign country with 

the healthiest tourist trade of all […] There’s no business like old business” (1993: 4). 

Significantly and regularly adopted within promotional texts for tourism, nostalgia is 

articulated through the exploitation of the ‘unpredictable’, ‘elusive’, ‘ambivalent’ (Boym 

2001: XIV) nature of the concept, of the different semantic nuances and connotations 

overcoming the simple etymological definition. To put it in other terms, tourist nostalgia is 

a push factor which, consequently, even though unpredictably, acts prospectively rather 
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than retrospectively. It is employed as a figure of discourse within tourism promotion in 

order to textually construct a sense of physiological and psychological necessity for the 

destination. (Francesconi 2007: 75) 

As it is possible to find out from the quotation above, according to Sabrina 

Francesconi nostalgia is exploited and used in particular way in order to involve the 

reader in the destination as a push factor (and, consequently, a pull factor for the 

destination) that encourages him to leave and choose where to go. 

Urry (1990: 3) states, for instance, that the tourist gaze is anticipated  and directed by film, 

television and other media, which construct and reinforce the gaze. […] from a 

sociolinguistic perspective, what is even more fascinating about the excerpt is that the 

italicized expressions are telling the visitor what to do. It is discourse which delineates the 

sight, language which informs the tourist what must be seen […]. In other words, phrase 

precedes gaze. (Dann 1996: 21)  

So, as Dann states basing on the studies conducted by Urry in 1990, the tourist 

gaze is guided by tourist texts, and the image of the destination is literally built by the 

producers of those texts, and has the aim to anticipate the involvement of the tourist in 

his holidays and to create a sense of need and desire to go to that particular destination, 

rather than any other destination. 

In this way, inevitably, the images of the different destinations began to reflect the 

ideas within the mind of the tourists, in the form of a sort of «stereotyped» image. For 

instance, Italy in the mind and in the eyes of foreign people (English tourists, 

especially) with the passing of the time was more and more related with the ideas of sea, 

fun, relax. 

The image British travellers had of Italy was the result of a simplified and emotional gaze. 

[…] More specifically, “tourists come to Italy expecting medieval romance, eternal 

Mediterranean sun, and a living museum of romanic ruins” (Vestito 2005: 373). […] As 

James Buzard claims and extensively exemplifies (1993), literary texts produced by British 

travellers codified the trope of a ‘feminine’ Italy to be visited for the beauty of its 

landscape, the warmth of its climate and the welcoming attitude of its inhabitants. 

(Francesconi 2007: 55) 

Sabrina Francesconi analyses, among all the different possibilities, the British 

tourist gaze upon Italy both from an historical point of view and in the contemporary 

period. As it is possible to read in the quotation above, the image of Italy in the mind of 

British tourists is totally linked to the heritage that tourists could appreciate: Medieval 

and Roman atmosphere, Mediterranean sun, natural landscapes, climate and the 

friendliness of Italian people. 
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This focus on the standard qualities and aspects of Italy is due, according to 

Sabrina Francesconi, to the fact that during Grand Tours, the British young aristocrats 

visited only the most important cities, and took note in their diaries of their impressions 

about those ones. In many cases, these impressions were linked to particular clichés, as 

it is possible to read in the following mottos reported by Canestrini (2001: 71), which is 

based on stereotyped adjectivation referred to Italian cities: 

Roma la santa 

Padova la dotta 

Venezia la ricca 

Firenze la bella 

Milano la grande 

Bologna la grassa 

Ravenna l’antica 

Napoli la gentile 

Genova la superba. 

Stereotyping is the most exploited linguistic feature which was used by travellers 

in their diaries in order to refer to the cities they had visited. Nowadays it is used by 

marketers and tourist operators in order to describe the destinations and to create desire 

and need in the mind of the possible tourist. 

Of course, a tourist destination is something far more, than simply an image 

realized by the description and the stereotyped adjectives used in promotional texts. 

Personally, I think that this imbalance could also be considered as something positive, 

because it could surely create a sense of surprise and gratification, due to the fact that 

the tourist expectations could be satisfied and even overcome, because of all the 

unknown aspects of the destination that can only be discovered in loco.  

1.2.1 Tourism as a specialised discourse 

 

Because of all the linguistic (lexical, phonetic, morpho-syntactic, textual) features 

which are used in tourist texts, and also because of the common purposes that the 

different types of tourist texts have, it is possible to talk about tourism as a special 

language and a specialised discourse. 

It is useful to underline first of all what a special language is. According to 

Cortelazzo (1994) a special language is a 
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varietà funzionale di una lingua naturale, dipendente da un settore di conoscenze o da una 

sfera di attività specialistici, utilizzata, nella sua interezza, da un gruppo di parlanti più 

ristretto della totalità dei parlanti la lingua di cui quella speciale è una varietà, per 

soddisfare i bisogni comunicativi (in primo luogo quelli referenziali) di quel settore 

specialistico (1994: 8). 

This means that a special language is a variety of the natural language, which is 

used by a limited group of people for specific purposes, that is, for instance, in order to 

communicate in a specific field of discourse. But the definition of a special language is 

also undoubtedly linked to the context in which communication takes place. Calvi 

(2000: 43) individuates within the tourism language two different components: the first 

component has a thematic nature, and derives from the different contents and the 

specific domains which deal with tourism communication: for instance, the different 

disciplines involved in tourism language (geography, economics, sociology and 

psychology), the business enterprises (hotels, restaurants, travel agencies, transport 

enterprises, promotion and advertisement, and so on), the lexical areas of 

communication (history, art history, gastronomy, show, sport, craftsmanship). The 

second component is the communicative component, which is the fundamental point of 

this sector from all different points of view. This component relates to the context and 

all the specific discursive forms which are used in communication about tourism: 

argumentative, informative and persuasive features. 

Considering the «specificity» of tourism discourse as the group of all the 

strategies used in tourism communication, it is possible to appreciate all the linguistic 

(grammatical, syntactical, lexical, …) aspects which are common to all tourist texts.  

[…] rappresentazione dei luoghi da visitare attraverso un linguaggio che mira a rendere 

palatabile la destinazione per mezzo di strategie che corrono su un asse di 

familiarità/esotismo. Come sottolinea Dann (1996: 15), questo linguaggio “vende” piuttosto 

che informare: ciò significa che la funzione promozionale molto spesso prevale su quella 

informative, e a questo fine vengono elaborate strategie comunicative specifiche. (Agorni 

2012: 4-5) 

So, according to Mirella Agorni (2012), tourism language is used in order to 

«sell» a destination, and this is the reason why it has to be persuasive and seductive, so 

that the tourist is induced to choose that particular destination or service, rather than 

another one. This aspect of language is concerned with pragmatics, that is the practical 

effect that a message has on the receiver. 
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Also, Dann (1996) states that: 

[…] tourism, in the act of promotion, as well as in the account of its practitioners and 

clients, has a discourse of its own. Seen in this light, the language of tourism is thus a great 

deal more than a metaphor. Via static and moving pictures, written texts and audio-visual 

offerings, the language of tourism attempts to persuade, lure, woo and seduce millions of 

human beings, and, in so doing, convert them from potential into actual clients. By 

addressing them in terms of their own culturally predicated needs and motivations, it hopes 

to push them out of the armchair and on to the plane – to turn them into tourists. Later, the 

language of tourism gently talks to them about the possible places they can visit by 

introducing various pull factors or attractions of competing destinations. Thus, since much 

of this rhetoric is both logically and temporally prior to any travel or sightseeing, one can 

legitimately argue that tourism is grounded in discourse. (Dann 1996: 2) 

From this point of view, it is possible to state that tourist texts have two main 

features: an informative (educational) function, in which the written language, music, 

sounds and images cooperate in order to give the reader the impression of informing 

about the destination; a multimodal structure, in order to attract the attention of the 

reader, to stimulate interest in the destination, to seduce and convince the reader to 

choose that particular destination. 

1.2.2 Characteristics of the Language of Tourism 

 

So to sum up, it is possible to declare that the main characteristics of tourism 

language, which are common to all kinds of tourist texts, are: 

 The use of a celebratory discourse, together with a strong adjectivization, which 

are used in order to describe places and services, in order to give a particular 

direction to the gaze of the tourist, to focus the attention on the positive values 

of the destination, and to involve the reader in the desire to experience that 

particular destination. As a matter of fact,  

Adjectives, modifying, modulating or elaborating the meaning of nouns, play a relevant 

role in discourse: they are used to describe an entity, foregrounding some property or 

characteristic, or to express an opinion, a judgement or an emotional attitude or an entity, 

having the special power of condensing evaluation in a single lexeme. (Pierini 2009: 94) 

 The use of an informal register and direct personal pronouns, in order to involve 

the reader and make him the main character of the text. Antelmi (2010: 38) 

states: «Il registro colloquiale e scherzoso, lo stile embrayé del discorso sono 

evidentemente funzionali alla messa in scena di una relazione di complicità col 

lettore […]». It means that the most important aim of these kind of texts is to 
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create a relationship of complicity and empathy with the reader, through the 

utilization of a colloquial and joking register that reduces the physical and 

conceptual distance between the future tourist and the destination.  

 The use of culture-bound words and expressions (for instance, exotic or foreign 

words), in order to represent the authenticity of the destination. Because of their 

strong relationship with the place, many culture-bound words do not have direct 

equivalents in all languages; nevertheless, this «gap» can be considered as a 

positive aspect, because the use of exotic and words which are far away from 

one’s culture creates a sense of curiosity in the mind of the tourist, and becomes 

a pull factor for the destination. Also, Dann (1992) states that: «simile and 

metaphors are used principally in order to manage the unfamiliarity of a 

destination for the tourist». It means that in order to minimize the effect of 

unfamiliarity and strangeness, some aspects of culture are represented through 

the use of rhetoric, which mitigates the threatening effect of the «unknown». 

 A strong pragmatic function, expressed by the imperative form of the verbs. The 

main aim of this kind of texts is to have a practical effect on the reader, and to 

induce him to act and book his holiday.  

 The use of metadiscourse, that is, the use of intertextuality and interdiscursivity, 

as long as many textual and paratextual elements, for instance: mixture of genres 

or discourses, images (paradisiacal landscape, images with an ideological 

perspective, images of people doing things or people being happy or having fun, 

…), the use of particular colours (especially hypersaturated colours), fonts, 

sounds, and so on, in order to convey the message with any available instrument. 

Dunque, nella guida turistica, […] può venire costruita una scenografia in cui gli attori 

(autore e lettore inscritti nel testo) intrattengono una relazione più o meno simmetrica, 

dando luogo a dispositivi linguistici e testuali caratterizzati da una minore o maggiore 

didatticità: forme di inscrizione della persona, scelte lessicali, forme verbali. Ma altri 

elementi testuali e paratestuali convergono a determinare la scenografia che legittima il 

testo: titolo, immagini, lettering… Basti pensare alla funzione di riconoscimento costituita 

dal colore delle guide rosse e guide verdi del Touring, così come alle scenografie (di volta 

in volta centrate su natura, esotismo, lusso, comodità) dei visual pubblicitari per le località 

di destinazione. (Antelmi, 2010: 36-37) 

1.3 Tourism 2.0 

 

Tourism and technology have always been two interconnected sectors. As a 

matter of fact, the technological progress has brought also to a change in the tourism 
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sector, both from the point of view of its structural aspect, and on the informative and 

communicative perspective. The raise of the number of genres associated to that of 

tourist texts involves also the advancement of the Internet, as Bing Pan affirms in his 

survey published in 2007.  

 The Internet has become a major source of information for travelers and a platform for 

tourism business transactions. […] With increasing amounts of travel-related online 

information, tourists have an enormous number of choices as to where they travel and what 

they do. The Internet will continue to influence and shape the tourism industry more so than 

any other sector of the economy (Travel Industry Association 2005) […] The Internet 

provides new ways for individuals to learn about tourist destinations and their products and 

services directly from other consumers. […] Travelers can e-mail one another, post 

comments and feedbacks, publish online blogs, and form communities on the Internet. […] 

There are currently 31.6 million blogs on the Internet (Perseus 2005) with 40.000 new 

blogs coming online each day (Baker and Green 2005). (Pan 2007: 35-36) 

So, thanks to the development of Internet, and the growing importance of it within 

the tourism industry, there have been two very important consequences: as a matter of 

fact, the global number of tourists and of tourist destinations has grown and, at the same 

time, the services offered by the different destinations have improved.  

The first stage of the World Wide Web’s evolution is called Web 1.0. In this 

period content creators were few, and the different enterprises used their static pages 

and websites as a basic showcase, in which they used to describe their services and 

inform the tourists about the destination in a «top-down» model of business marketing. 

It was a simple and objective representation of offline materials on the web and Internet 

was simply used as a source of information. With Web 1.0 there were few possibilities 

for creating a direct communication between the client (the tourist, in our case) and the 

enterprise: the only contact points were e-mail, fax, phone number and advertisement. 

In any case, the communicative flux was unidirectional, and the services which were 

presented by the enterprises were standard and «top-down imposed». 

With the advent of Web 2.0, all the functions of Web 1.0 were implemented and 

developed, so that the number of content creators grew and the static websites evolved 

in forums, communities, social networks, and so on. Web 2.0 is based on the idea of 

sharing, interacting and actively participating. In this sense, communication changes 

and becomes shared, because any user can create contents and share its ideas on the 

Internet.  
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From the tourism perspective, Web 2.0 has been a very important revolution for 

communication and fruition of services. As a matter of fact, marketers realized that the 

traditional top-down marketing model was no more appropriate for the tourism sector, 

because it deals with untouchable and immaterial products, which are difficult to 

represent in a simple «descriptive» way. So, they developed a relational «bottom-up» 

marketing concept that bases its idea on the needs and desires of clients, in order to 

create a personalized solutions, product of the interaction between the enterprises (the 

destination) and the tourist. 

The term “Web 2.0” first appeared in 2004 to describe a new way to utilize the World Wide 

Web. Web 2.0 does not refer to any technical update of the World Wide Web, but identifies 

functionalities that make possible today’s high degree of interactivity among users. So with 

Web 2.0, content is no longer seen as being created and published in final form exclusively 

by one author. Instead, the content can be modified continuously by all users in a 

participatory fashion, such as with blogs and wikis. (Kerin 2015: 504) 

Also, Web 2.0 has brought to another important revolution. As a matter of fact, 

with Web 1.0 the only available information about the destination were given by the 

destination enterprises themselves. Of course they were reliable, but they were also 

mediated by all the promotional strategies that the enterprises applied in order to induce 

the tourist to visit it. This is the reason why the most revolutionary effect of the advent 

of Web 2.0 has been the possibility to create online communities and social networks, 

that is platforms where those tourists who have already visited a destination can share 

their experience through digital storytelling. 

Digital storytelling is a new form of narrative that shares characteristics with more 

traditional means of storytelling and with novel types of self-expression narratives. […] 

Digital storytelling provides students with the possibility of sharing their stories, their 

experiences with their identities involved and making them available for different targets, 

for instance, as it is the present case, for the tourism industry. (Alcantud-Dìaz 2014:187-

188) 

 In this way, communication about tourism and destinations becomes more 

reliable and trustworthy, because the re-contextualization of tourism websites let new 

forms of guidebook emerge. As a matter of fact, the user/traveller becomes the 

addresser of the tourist communication aimed at other travellers. It is no more a way of 

promoting the destination (with the aim of selling it), but it becomes a peer 

communication (in which users share their stories and impressions simply in order to 

give their opinion and to suggest to visit that particular destination because of their 
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positive experience) among ordinary people, as stated by Alcantud-Diaz in the 

following quotation. 

Nowadays, globalization and one of its most powerful tools, the Internet, has expanded the 

space of digital storytelling offering new options to share stories on the World Wide Web. 

Some Web 2.0 digital narrative forms are: blogs, myspace, wikis, social net-working sites, 

to mention but a few. Hence, one of the characteristics of digital storytelling is that they are 

narratives with ordinary people’s stories digitalized and displayed on publicly available 

websites and made through cultural institutions in society. (Alcantud-Dìaz 2014: 188) 

This important phenomenon of sharing information about past experiences is also 

called «eWOM», that means «electronic-Word-of-Mouth». I will focus my attention on 

it in the following chapter of this dissertation. 

The other important revolution caused by the advent of Web 2.0 is the possibility 

for tourists to create themselves their holidays, by booking online all the services they 

need (hotel, restaurant, trips, tours, tourist guide, transport, …). As a matter of fact, 

Tourism 2.0 allows people to make their travel plans on their own by using the Internet. 

This is the reason why it is possible to talk about a Tourist 2.0, who is not only a 

traveller, but also a content-generator and at the same time the creator of his own 

personalized holidays. 
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CHAPTER II   E-WOM in rating websites 

 

2.1 The importance of word-of-mouth in the tourism industry 

2.1.1 Products VS services 

 

Unlike many other different industries, which concern the sale of products, the 

tourism industry concerns the sale of services. There is a significant difference between 

these two categories, since in the promotion of products, the object of the 

communication is concrete and tangible, while on the contrary in the promotion of 

services there are no tangible and objective qualities to promote. This is the main reason 

why it is possible to claim that «[…] tourism is an information-intensive business, since 

the tourism discourse mediates the relationship between tourist and destination by 

manipulating various kinds of linguistic and audio-visual resources to persuade 

potential customers and convert them into actual clients.» (Cheng 2016: 84). As Cheng 

affirms, so, the most effective tool that the tourism industry uses to attract customers 

and persuade them to purchase one specific vacation package out of many possible 

tourist destinations, is descriptive language, together with a series of audio-visual and 

conceptual and branding features through which the service offered is made «concrete» 

and attractive. 

«The nature of tourism is that the potential visitor lives at a distance from the 

place where the consumption of the experience will occur, the destination. This distance 

may increase the perceived psychological risk of travel due to the […] lack of 

familiarity with the destination» (Baggio 2009: 2) As it is possible to read in the 

previous quotation by Rodolfo Baggio, so, in particular way the physical distance 

between the potential customer and the destination has an important influence on the 

mind of the tourist, because it increases the perceived risk due to the intangible property 

of the tourist service. It has also effects on the attractiveness of the destination, since it 

has the power to make it attractive, according to the sense of familiarity or exoticism 

that marketers decide to communicate in their marketing activities, while «creating» the 

image of the destination.  
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2.1.2 The creation of value 

 

One of the most important concepts related to communication within the tourism 

industry (as in any other industry concerned with the promotion of services) is that of 

the construction of the brand identity. As a matter of fact, the marketers’ aim is to create 

a strong and favourable brand identity using all the different semiotic resources they 

know, to associate an attractive image to the destination, and so to increase the 

competitiveness of the company. «A brand represents the characteristics and qualities 

associated with a firm that differentiate it from rival companies in the target market» 

(Qu, Kim & Im, 2011). In this sense, it is possible to agree with Machin and 

Thornborrow (2003: 454), according to whom «the contemporary commercial concept 

of a brand is realized through specific discursive practices.». The common concept 

expressed in the previous quotations is that of a real act of «creating an image». This 

image, then, is what will be considered as the main and only concept associated to the 

destination (or the firm). This image is also what will be addressed to the reader and 

potential customer through advertisements and promoting messages. In this way, the 

intangible and abstract service is made tangible and concrete through several different 

semiotic instruments, such as, for instance: the verbal elements; the page layout; the 

colours and the fonts used; the images chosen; the sounds and the videos, if we consider 

websites.   

Television, posters on the roads, internet, e-mail, and brochures are only few of all 

the several instruments that enterprises use to promote their products and to persuade 

their customers (or potential customers) to purchase them. With the passing of time, 

several surveys have been made about the best ways to persuade the readers and to 

convince them to buy their product. So, marketers started applying strategies to catch 

the attention of readers and consumers. Thus, the enterprises involved in this sort of 

advertising battle were not those that deal with promotion of goods but those involved 

in the promotion of services, as for example the tourism industry.  

There is a very big difference between the promotion of services, and the 

promotion of goods. As a matter of fact, goods are tangible and concrete, and therefore 

they are easily comparable with other products. The customer can choose whether to 

buy that specific product or a different one, either according to his desires and needs, or 
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according to its characteristics. So, the promotion of a product has its focus on its best 

qualities, and the comparison between these characteristics and the characteristics of all 

the other products of the same kind which are available on the marketplace. The 

customer is free to choose one product in place of another, basing on the information 

the advertisements give about the tangible characteristics of it. 

On the other side, in the promotion of services, the object of the communication is 

not tangible. A service is something not concrete, and this is the reason why 

communication in the promotion of services is based on the creation of value, and on 

the creation of an image which should become «comparable» for the customer. 

Considering the promotion of any tourist service, for example accommodation facilities, 

a customer should be able to compare the service offered by all the different facilities 

(hotels, bed and breakfast, hostels, …) in order to find the best solution for his desires 

and needs. Nevertheless, the customer can find very hard to compare two services 

offered by two different hotels, if there is not any anything tangible to compare. This is 

the reason why the promotion of services is related to the creation of value. By using 

audio-visual features and strategies, marketers are able to create a sort of image of the 

destination (or the service) in order to make concrete and comparable something which 

is not tangible. 

The creation of value, so, is one of the main and most effective strategies used in 

tourism promotion. It involves many different aspects of communication, which are 

integrated to give the reader the best possible description of the image created for the 

service. The most important communicative purpose in the tourism industry is to catch 

the attention of the readers, to try to persuade the receivers of the message to purchase 

the tourism product (which is a service) using attractive images and strategic linguistic 

means. Through the combination of different factors, such as: the choice of the kind of 

image, the use of colours, the choice of the shape, the harmony between the images and 

the written text, the use of some words, sounds, and even layout, marketers are able to 

describe the service to the reader, focusing his attention on the best aspects of what they 

want to sell. 

To build an attractive image of the destination and of the service, marketers 

include in the advertisement many photos of the destination. «Photographic images of 
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places and attractions help form expectation regarding tours during the pre-travel stage 

(Markwell, 1997)» (Lin and Huang 2005: 1203). In this way, they try to involve the 

reader in the destination, trying to anticipate the experience and create a need and desire 

in the mind of the potential tourist. The photos usually portray landscapes and/or the 

most important attractions of the destination. They are used to create engagement by 

giving the tourist the idea of otherness, of the possibility to escape from the everyday 

routine and try something different and new. Other images used are those which recall 

ideas of relaxing, wellness, quietness, to generate the need and desire of relax and 

tranquillity within the mind of the reader.  

Also, marketers use photos and images which can be linked to the ideal 

representation of the main qualities of the service offered: in this sense, for instance it is 

possible to find photos of the well-furnished restaurant, of the clean and bright rooms of 

the hotel, photos with smiling working people and smiling customers. All these images 

are used to try to convince the potential tourists that the place they are going to visit has 

a lot of positive qualities, and that the service offered is the best they could imagine for 

themselves and their needs. 

Among the visual features used in this kind of communication, there are also the 

use of images with bright colours, photos of landscapes during sunset or sunrise, 

geometric compositions, a simple and immediate layout of the page or the webpage, 

which does not distract from the main information.  

Marketers also use linguistic features in order to transmit the information to the 

reader, but also in order to catch the attention of the potential tourist, describe in the best 

way the service offered by the enterprise and convince the potential customer to 

purchase the service. The main linguistic features used in advertisements are: 

adjectivisation, that is the use of many adjectives with the aim of describing entities, 

properties and qualities of the service offered; the use of a vocabulary which is emphatic 

and highly evaluative, in order to try to convince the reader of the high level of the 

service; the appeal to the receivers’ emotions, to try to motivate them to action (which 

means, to purchase the service); brevity and direct focus on the main qualities of the 

service, in order to lead the reader’s attention on the most important part of the message. 
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Nevertheless, advertising is only one of the many possible ways to promote a 

service and, in our case, a tourist destination. As a matter of fact, nowadays many 

travellers do not consider advertisements totally trustworthy and reliable anymore, for 

different reasons. The first reason, is because communication in advertising has become 

standardized. As a matter of fact, it is totally focused on one main purpose: that of 

persuading the reader of the quality and the reliability of a service, in order to convince 

him that this particular service is better than any other similar service on the market. For 

this reason, the enterprises often try to avoid describing the negative aspects of their 

service, focusing the attention of the reader only on the excellent services they offer. 

This sort of «incompleteness» of the information is of course perceived by the 

customer, who, in this way, is induced to rely more on other customers’ opinions, rather 

than on advertisements. 

Services are natural candidates for WOM communication among consumers because they 

are generally difficult to evaluate prior to purchase (Zeithaml 1981) and therefore are 

perceived as high-risk (Guseman 1981; Murray 1991). For this reason, consumers often 

engage in WOM for high-risk products in general (Rogers 1983) and for services in 

particular to gain information that will reduce their risk, help them make comparisons 

between or among service alternatives, or help them understand the service prior to delivery 

and consumption. […] Thus, WOM is particularly valuable for services, which are high in 

experience and credence qualities (Anderson 1998). In these services, customers rely 

heavily on the advice and suggestions from others who have experienced the service 

(Kinard and Capella 2006). Furthermore, consumers often trust each other more than they 

trust communication from companies, thus highlighting the importance of WOM. (Zeithaml 

and Bither, 1996). (Confente 2011: 6) 

So, as Ilenia Confente affirms in the previous quotation, advertisements are not so 

effective as means of promotion and communication with the potential customer, since 

services are high-risk products for consumers. In order to try to reduce the risk 

perceived and to find the best possibility for their choice, customers rely much more on 

other customers’ opinions, rather than simply on advertisements. In this way, customers 

can have a wide range of information about more practical and useful aspects of the 

service, which are not always described in promotional messages and advertisements. 

Of course, the sense is that from the reader’s point of view, it is much easier to trust the 

opinion of someone who has already experienced the same service from his same 

perspective. And so, this is the reason why WOM (word-of-mouth) has a central 

importance in the communication and promotion within the market of services and, in 

this case, in the tourism industry. 
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 2.1.3 WOM (Word-of-mouth) 

 

The concept of WOM has its roots in any phenomenon of face-to-face 

conversation about a product, a service or a mark, which occurs among people. Is 

consists, essentially, of an oral communication between two people, which are a 

receiver and a sender, who is perceived as not being linked to the firm. So, WOM can 

be defined as a spontaneous communication between a source and a receiver. For this 

reason, it is considered also as the most reliable (from the customer’s perspective) form 

of advertisement for an enterprise or a product. As a matter of fact, consumers have 

become suspicious about the information given by advertising messages, because it 

clearly represents especially the interest of the same creator of the promotion (the 

marketers of the enterprise). On the other hand, WOM can represent also the most 

important instrument for an enterprise to create empathy with the potential customer, 

because it describes the service from his same point of view. 

The importance of WOM in the tourism industry has its basis in the high level of 

reliability of the personal influence, compared to the influence of the commercial 

promotion of a service, which reduces the perceived risk of the object of the 

communication, in the moment of buying or booking a holiday. The analysis of a 

commercial flyer will provide a more accurate and complete understanding of this 

concept. From the point of view of the reader (and potential tourist), the flyer turned out 

to be a marketing tool that lacks objectivity and it is limited in its informative scope 

because it does not represent all the different (both positive and negative) aspects of the 

destination or the service. This last one will be the main reason why it cannot be 

considered as totally reliable. As a matter of fact, a commercial flyer, as any other 

promotional tools produced by the enterprise itself, never describes the disadvantages of 

a product (or service).  

A number of studies have shown that Word-of-Mouth (WOM) has an important influence 

on consumer purchases, and that this influence is particularly strong when a consumer is 

considering the purchase of a new product or service (Engel, Blackwell and Kegerreis 

1969; Katz and Lazarsfeld 1955). Moreover, consumer-created information is likely to be 

more credible than seller-created information because credibility of information is often 

positively related to the trustworthiness of the information source (Wilson and Sherrell 

1993). (Confente 2011: 4-5) 
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Ilenia Confente (2011) focuses her attention on the positive and/or negative 

effects which WOM has on the overall reputation of the enterprise. Of course, the 

trustworthiness of information is directly related to the reliability of the source, and the 

perspective of the source has great influence on the addresser of the message. So 

Confente claims that WOM from satisfied customers allows the enterprise to lower the 

costs of the promotion aimed to attract new customers, because it is a sort of free and 

highly reliable customer-created advertisement. Naturally, WOM from dissatisfied 

customers has the opposite effect on the firm’s reputation, since it represents a negative 

customer-created advertisement. 

Summarizing, WOM comes to be a trustworthy source of information because of 

many different reasons: firstly, because it seems as familiar, reliable and controllable to 

the reader; subsequently, because the clearest and most effective messages are those 

which are composed of familiar words and symbols; lastly, because the personal 

influence is studied to be more effective in direct verbal communication, rather than in 

promotional and indirect messages (for the reasons explained before). As a matter of 

fact, in many cases WOM is perceived as trustworthy because it comes from the opinion 

of a relative or a person who is considered as reliable by the potential customer. In this 

sense, this kind of opinion is much more convincing than any other source of 

information. Also, nowadays customers are literally overwhelmed by too many kinds of 

advertisements. Consequently, for a very long time they have been getting used to 

carefully read advertisements, to understand which parts of the message can be 

considered as reliable, and which other parts are used in order to catch the attention or 

to hide disadvantages or negative aspects of the service. 

So, to make a more reliable impression on the reader, the enterprises should find a 

way to exploit WOM in their own favour. Nevertheless, marketers do not rely so much 

on WOM as a tool used for promotion, even if many studies consider it as one of the 

main sources of influence on the consumer behaviour. Actually, the analysis of the 

promotional plans of public tourist authorities shows how WOM is being disregarded, 

in favour of more classic forms of advertisement, which are far easier to plan and to 

realize. In general, WOM is not as much considered especially because it requires a 

very complex planning and control, and this brings marketers to think to WOM as a part 
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of a «handmade» and rudimentary approach to promotion and marketing. According to 

marketers, WOM is not only a «slow» and ineffective way to promote an enterprise, but 

above all an uncontrollable phenomenon: it totally depends on the «eyes» of the 

customer, and for this reason it could also have negative effects on the image of the 

enterprise. On the contrary, Jalilvand claims that «researchers have demonstrated that 

personal conversations and informal exchange of information among acquaintances not 

only influence consumers’ choices and purchase decisions, but also […] leads to more 

product sales, which in turn generate more WOM and then more product sales». 

(Jalilvand 2010: 43) 

Several studies about the psychological effects of «communicating an experience» 

have been made, and particularly so in the case of tourists and the tourism industry. 

Ilenia Confente (2011: 3), quoting Pine and Gilmore (1998, 1999), makes a reference to 

«post-modern forms of consumption» which «relate to a changed economy based on 

experiences rather than just services and goods». Sharing an experience has become a 

crucial aspect from many different points of view: as a matter of fact, for marketers it 

represents an instrument for promoting their enterprise and for having useful feedbacks 

and opinions which can be read and considered by other potential tourists; for tourists, it 

is an instrument they can use to share their experiences and give their opinions about the 

service and the destination. Researchers state that many tourists, after having 

experienced a holiday, need to «make it real» by narrating it to other people, in order to 

advice it or to warn them about an eventual bad experience. In nowadays’ consumer-

created social networks, travellers feel like they have the «assignment» to make other 

travellers aware of the destination, sharing useful (positive or negative) information 

with them, to convince them to try the experience, or to warn them about it. 

In a 2014 survey made by PhoCusWright for TripAdvisor, researchers studied 

which are the main motivators for writing travel reviews. Of course, the survey refers to 

online reviews, and I will focus my attention on them in the next paragraph of this 

dissertation; but the main principles are the same for both online and offline (oral) 

WOM. People decide to write reviews (and so, to give their opinions about an 

experience) because of two reasons: the need to belong to a social community, and a 
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strong attention-seeking behaviour which is a skill developed to meet the need to make 

yourself heard by other people.  

The direct consequence of this phenomenon is the importance that storytelling and 

digital storytelling acquire within the tourism industry. As a matter of fact, one of the 

most effective ways to describe an experience is the narration, and this is a crucial point 

for the tourism industry and the focus of WOM. Nowadays digital storytelling 

represents the most effective and popular instrument used to share experiences. 

Especially in the last period, in fact, with the development of the Internet and the social 

networks, digital storytelling has gained a wide importance in the tourism industry, as it 

is possible to find out in the following quotation by Maria Alcantud-Diaz (2014):  

Nowadays, globalization and one of its most powerful tools, the Internet, has expanded the 

space of digital storytelling offering new options to share stories on the World Wide Web. 

Some Web 2.0 digital narrative forms are: blogs, myspace, wikis, social net-working sites, 

to mention but a few. Hence, one of the characteristics of digital storytelling is that they are 

narratives with ordinary people’s stories digitalized and displayed on publicly available 

websites and made through cultural institutions in society. In line with this, Couldry (2008: 

374) defines digital storytelling as the “whole range of personal stories now being told in 

potentially public form using digital media resources”. (Alcantud-Diaz 2014: 188) 

So, on the World Wide Web there are many different possibilities for sharing 

experiences and giving opinions on tourist destinations and services: from the most 

popular social networks, to the creation of specific webpages. According to the 

chronological distinction between Web 1.0 and Web 2.0, it is possible to find different 

kinds of elements on the Internet.  

As it is possible to find out in the previous chapter of this dissertation, the Web 

1.0 period is characterized by unidirectional, static and non-interactive tools on the 

Internet. It is a sort of vertical structure, according to which contents and information 

can only be transmitted in one direction: from the owner of the site, to the user. For 

instance, it is possible to mention: websites (the simple transcription of a written text on 

the Internet, eventually accompanied by images or other medias), e-mails (a 

technological service which allows people to transfer text messages and attached 

between two physically distant computers), chats (a series of services which allow 

people to have written synchronous conversations through a computer-mediated tool of 

communication), forums (a hybrid device aimed at mass interpersonal asynchronous 

communication), and blogs (static and personal webpages).  
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On the contrary, the term Web 2.0 was first used by Tim O’Reilly in 2004, to 

explain the epochal change both in the user interface and in the way people interact with 

the Internet. Since the beginning of 21
st
 century, the web has changed and become a 

platform aimed at communicating and sharing, in which there is a horizontal structure 

of relationships among users and content-creators. The main characteristics of Web 2.0 

are: bi-directionality of the message-flux and a social dimension of the contents 

creation, focused on the concept of sharing information. Among the most widespread 

examples of Web 2.0 tools, it is possible to find: wikis (websites which allow users to 

add, modify or remove contents), and social networks (web platforms in which the 

attention is focused on the relations among people and on sharing elements within the 

online community).  

These new instruments of the Internet allow users to directly be involved in the 

creation of elements, and to be heard and read by a very huge amount of people, and in 

this sense, it is possible to affirm that the Internet has enlarged the market target 

segments that WOM can reach.  

WOM is considered to be growing in importance due to the increase in digital social 

networking. This digital version of WOM is considered to provide a wealth of new 

opportunities and possibilities to reach market segments that would have been hard to 

access otherwise. (Baggio 2009: 2) 

  

2.1.4 E-WOM (Electronic word-of-mouth) 

 

Unavoidably, with the explosive development of all these new instruments of 

communication and the increasing use of the Internet, WOM also entered the virtual 

world. This phenomenon has become so relevant within the market field, that has 

gained its own name, that of e-WOM (electronic word-of-mouth). It is also called word-

of-mouse, and it has become the most diffused way to find information and have an idea 

about the quality of a product or a service. 

E-WOM has been defined as a form of communication, either positive or 

negative, about a product or a firm, which is directly created by consumers or potential 

consumers, and shared with a very big amount of people on the Internet. The modern 

means of communication of course increased the possibilities to share information (even 
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sectorial information). As a matter of fact, nowadays researchers agree about a sort of 

«democratisation of communication», supported by the Internet and the easy access that 

anyone has to billions of contents, which anyone can create, edit and remove. In this 

way, the modern user of the Internet has a sort of hybrid profile: he is at the same time a 

content-creator and a user of the World Wide Web. 

Especially for what concerns the tourism industry, one of the most common and 

effective possibilities for customers to share opinions about the tourist destinations and 

services that they have experienced are some specific online platforms which can be 

used by both tourists and tourist services providers. These platforms are called «rating 

websites». 

An online review site is one of several types of CGM [Consumer-generated media] that 

have gained significant popularity in online travellers’ use of the Internet (Gretzel et al., 

2006; Pan et al., 2007). A travel-related online review site facilitates travellers in posting 

and sharing their travel-related personal experiences, opinions and comments, which then 

serve as information for others (Xiang and Gretzel, 2009). (Kusumasondjaja 2012: 186) 

 

2.2 Rating websites: definition and working principles 

 

With the development of the Internet as the most important and effective means of 

communication among people (which are here considered as either customers or 

potential customers) and enterprises all around the world, and along with the increase of 

the needs of both these two categories, in the last decade there has been a sort of 

differentiation and specialization of its functions, with the creation of specific websites, 

reserved to any kind of different subject.  

And, with Web 2.0 and with the possibility for users to create contents, customers 

give their contribution to a further differentiation and specificity of the information 

related to the tourist destinations and the services offered by one particular tourist 

enterprise. According to the different points of view, as a matter of fact, all tourists have 

the possibility to share their opinions about the experience they had in the tourist 

destination, focusing their attention on all the different practical and tangible aspects of 

their holiday. At the same time, the potential customers can read and compare the 
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different reviews on the rating website, to have a more complete and differentiated idea 

of the service offered by that enterprise. 

One of the most important advantages of e-WOM on rating websites is the fact 

that the messages posted by the customers are stored into the website, and anyone can 

read it even many years after their publication. So, in this way, it is always possible to 

find and compare several reviews and have a more precise idea also about the 

improvements that the service and the destination have had with the passing of the time. 

This is the most important reason why, before booking their holiday, the potential 

tourists decide to get an opinion by consulting many different rating websites, to create 

in their mind a sort of anticipation of both all the positive and the negative aspects of the 

destination and, so, in order to try to make the best decision for their holiday. 

The number of the rating websites on the Internet is constantly growing, 

especially if we consider that they are not only related to the tourism industry, but also 

to many other fields of the market. For what concerns tourism, it is possible to describe 

two different situations: as a matter of fact, on one hand there are some websites which 

are totally reserved to rating and reviewing activities; on the other hand, there are some 

social networks whose main function is not that of reviewing, which can also be used 

for rating and reviewing. As a matter of fact, even on Facebook or Google it is possible 

to rate and post a review about a place, an event, a destination. However, in this 

dissertation I will focus my attention only on rating websites. 

Among the most popular rating websites it is possible to mention: Yelp (which is 

specialised in restaurants), and TripAdvisor (constantly growing and improving its 

functions, but mainly used for tourist services). In describing my research work, I will 

focus my attention on reviews taken from TripAdvisor, because it represents the biggest 

and the most consulted travel website in the world. 

 2.2.1 TripAdvisor: General characteristics 

 

TripAdvisor can be considered the most common and used rating website, 

reserved to the tourism industry. It is headquartered in Needham, Massachusetts, and it 

was created in February 2000 by Steve Kaufer, who wanted to create a social online 

community where the users could rate and post their reviews about the hotel they had 
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visited, to create a sort of global tourist guide of the main cities in the whole world. It 

was one of the first websites belonging to Web 2.0, and with the passing of the time, it 

has become a true social network for travellers, with more than 500 million reviews 

posted by people all around the world, and more than 315 million members (either 

enterprises or consumers). (Wikipedia, 2017) 

It is undeniable that this web platform has radically changed the way in which 

consumers plan their holidays or trips, since it has become one of the main online 

sources of information, and a reference point in the whole World Wide Web. 

TripAdvisor operates in 39 countries all around the world, and it is available in 21 

different languages. It allows consumers to access a very huge amount of consumer-

created contents on more than 4 million enterprises of the tourism industry. Also, it 

offers a very big range of functions for what concerns the possibility of looking for 

information: as a matter of fact, on TripAdvisor there are direct links to about 20 travel 

websites (for instance, the most important platforms of the major agencies for online 

booking as Expedia, Booking, Priceline, and so on). 

There are three main actors, who have a fundamental importance in the activity of 

TripAdvisor. They are: the enterprise (TripAdvisor itself), the users of the website, and 

the operators (the owners of tourist facilities). 

Even if the general impression that TripAdvisor gives is that of a community of 

travellers who create a network of spontaneous interactions among themselves, it is not 

possible to forget that actually, TripAdvisor is itself an enterprise which runs a website, 

through which users can express themselves and plan their trips. TripAdvisor has surely 

evolved since the moment it was created, and it developed thanks to the production of 

user-generated contents. So, the main aims of the enterprise are: to manage the contents 

posted on the website, and to examine and evaluate the reviews, in order to filter those 

which are not in compliance with the regulations. 

The main problem is to recognize the reliability and the honesty of the reviews: as 

a matter of fact, TripAdvisor is not able to demonstrate and guarantee that all the 

reviews which are posted on the platform are authentic for certain. In order to solve this 

problem, some websites adopted a feedback system on the quality of the given reviews, 



38 

 

which allow other users to rate and evaluate the usefulness of a comment. However, 

anyone can anonymously post comments and reviews, and this is a problem for the 

reliability and trustworthiness of them. «This lack of identity generates questions 

regarding the credibility of the information posted on the online review sites since the 

sources of the information are not clear (Rains and Scott 2007) » (Kusumasondjaja 

2012: 186). And even if it is necessary to register on the web platform in order to access 

the service, it is possible to find several fake reviews and comments, often posted by the 

competitors in order to promote their services and to denigrate another one. 

Of course, fake reviews on TripAdvisor, as in any other rating website, have the 

power to compromise not only the enterprise page, but the reliability of the entire 

website and community. However, the participating and sharing nature of the whole 

Web 2.0 allows the managers of these kinds of website to contain and control this type 

of fraud, since surely the majority of the comments and the reviews posted on the 

website is genuine and is able to neutralize the unreal impact of the fake ones. 

The second category of actors who have an important role in the life of 

TripAdvisor as a website is made up of all the travellers who use the platform. All the 

users who are interested in searching information in order to plan and organize their 

trips can use and have free access to the different services and tools offered by 

TripAdvisor. As a matter of fact, the comments, the forums, the photos and the search 

engines on TripAdvisor can be accessed by anyone without registration. On the 

contrary, in order to contribute to the website contents, and so in order to post and share 

experiences, opinions, rates or doubts about facilities or destinations, a user needs to be 

registered on the website. 

Nowadays TripAdvisor counts more than 315 million members from all over the 

world. Of course, the profiles of the registered members are filled with information 

through which it can be possible to evaluate in the right way the trustworthiness of the 

comments and the reviews posted by that particular member. Each member profile 

shows a photo, the name or the nickname chosen by the member, the region of 

provenance and the registration date. For what concerns the contributions to the 

website, on the profile page there are: the number of reviews, photos and rates posted by 

the user, the kind of categories reviewed, the number of cities and towns visited, and the 
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percentage of the world which has been visited by the owner of the profile. According 

to the number of reviews posted, TripAdvisor gives the members of the website some 

«Reviewer badges», and in this way the profiles of the members are divided in different 

categories: «reviewer» (from 3 to 5 reviews), «senior reviewer» (from 6 to 10 reviews), 

«contributor» (from 11 to 20 reviews), «senior contributor» (from 21 to 49 reviews), 

«top contributor» (over 50 reviews). 

The third category of members who actively contribute to TripAdvisor’s activity 

is made up of the owners of the tourist facilities. As a matter of fact, they have the 

possibility to create their own free profile on the web platform, in order to interact with 

the travellers and answer to the reviews that the users post on their pages. Also, the 

owners of the facilities can post information about the activities that they offer, and 

develop web marketing strategies in order to attract users. Unlike the profiles of the 

travellers, when the owner of a tourist facility makes a registration on the website, his 

identity is confirmed through a verification procedure (through Facebook, credit card or 

other kind of document). On the website, there are a lot of services and tools which are 

available to the managers of these «business» profiles, to let them take the major 

possible advantages from the use of TripAdvisor. As a matter of fact, it is possible to 

find also instructions about the best ways to reply to the reviews posted by the users, or 

about the best marketing strategies to adopt (which are called: «Must-use tips from our 

marketing experts»), or even about how to improve the exposure of the activity, and 

which tools must be used. 

 2.2.2 Tools 

 

The main tools that both the travellers and the marketers have the possibility to 

use on TripAdvisor are the following ones. 

- Photos and videos; as a matter of fact, the website gives the possibility to 

upload photos and videos directly produced by the consumers, to give a 

realistic and reliable review about hotels, restaurants and destinations all 

over the world. At the same time, even the owners of the tourist facilities 

have the possibility to post their photos and/or videos, in order to better 

describe their services. 
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- Forum; it allows the users to share their opinions, pieces of advice and 

experiences with the whole community of TripAdvisor, in an interactive 

web platform. Many forums have also «local experts»: people who deeply 

know the destination, and regularly contribute to the discussion. On 

average, there are about 2800 new themes each day in TripAdvisor 

forums. 

- Flight search with price comparator; this tool allows the users to view, 

compare and select their flights at very convenient prices. As a matter of 

fact, through a crossed evaluation system of the different prices, the 

website is able to help the user in finding the best solution for his trip and 

allows him to book it and buy all the several additional services. 

- Accommodation search with price comparator; it is a service which allows 

the travellers to automatically make a comparison among the different 

possibilities of accommodation, and to choose the best offer. It gives also 

the possibility to have detailed information on the accommodation, and to 

view the photos posted by the other travellers. 

- Bookmarks; this function allows the user to save the previous researches 

on comments, hotels, restaurants and attractive places in the «My travels» 

folder, and to have the possibility to find them later, in order to personalize 

and plan his trip, and to enrich the information by attaching photos, maps 

and personal annotations. 

- Maps; a dynamic localization tool which allows users to easily find the 

hotel that responds to their needs by combining different characteristics, 

such as: popularity, price and availability. 

- Trip Watch; the newsletter service, which allows users to constantly be 

updated. 

- TripAdvisor and Facebook; the TripAdvisor platform allows the travellers 

of the community to plan their ideal trip also by evaluating the reviews 

posted by their friends on Facebook. Apps like: Cities I’ve visited (an 

interactive map which allows users to check and share the places they have 

already visited and the places they are going to visit) or Local Picks 

(which gives the user the possibility to have information and pieces of 
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advice about restaurants), contribute to increase the dynamism and the 

interactivity of this travel web platform. 

- TripAdvisor Mobile; with the development of technology and the growing 

importance in everyday life of smartphone and the mobile technology, also 

TripAdvisor evolved and adapted, by integrating tools like GPS (Global 

Positioning System), social technologies, apps for smartphone and the City 

Guides tool (dynamic and interactive guides that follow the tourist through 

and after the experience). These services allow users to have the 

possibility to access many useful TripAdvisor contents about a destination. 

This smartphone app allows of course users to find information about 

hotels, restaurants and tourist facilities, to find reviews about the tourist 

destinations, but also historical, cultural and other kind of information 

about the destination. It gives also the possibility to find the most popular 

tourist itineraries. Within the app, there are also two functions: Point Me 

There, which gives the users the possibility to be guided by the GPS 

function up to the hotel or the accommodation; and Trip Journal, which 

gives the users the possibility to create contents and post opinions about 

their trip. 

 2.2.3 Structure and working principles of the website 

 

It is very difficult to categorize TripAdvisor as a particular kind website. As a 

matter of fact, it is composed by a complex basic structure which is provided with many 

different types of contents.  

Firstly, on the website there are links to the different sections that allow the users 

to have access to every step of the planning of the trip. Then, it is possible to find the 

areas of the website which are reserved to the owners of the tourist facilities, that allow 

them to manage the profiles of their tourist facilities. On the lower part of the webpage, 

there is the area reserved to the technical aspects of the site (policy, regulations and 

instructions to the use of the website). 

The homepage of TripAdvisor.com (the English version) opens with a horizontal 

header where, on the left side, it is possible to find the logo, the name of the website and 
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the surfing menu, made up of links to the different services and functions of the 

website: «Hotels», «Vacation Rentals», «Restaurants», «Things to do», «Flights», 

«More services». On the right side of the homepage, it is possible to find other 

functions: «My trips and Recently Viewed», «Alerts», «Profile», «Join» and «Search». 

Each of these buttons is a link to all the different services offered by TripAdvisor, and 

by accessing to the main functions, the user can go through the web platform in the 

direction which fits with his needs and desires. The sections «Hotels», «Restaurants» 

and «More services» give the user the possibility to access many other functions which 

are showed in a drop-down menu.  

In the underlying part of the homepage, there is the image of a seaside destination, 

as background, with a motivating tagline: «Latest reviews. Lowest prices.». Then, it is 

possible to find the search engine for the accommodation, where the user can enter the 

destination he wants to visit, the days of stay and the number of guests. In the remaining 

parts of the homepage, there are some examples of accommodations and destinations 

divided by categories, which are recommended by those users of TripAdvisor who rated 

and reviewed them: «Travellers’ Choice: Top Hotels», «Travellers’ Choice: All-

inclusive resorts», «Travellers’ Choice: Small hotels», «Hotels in top destinations» and 

«Hotels in popular destinations».  

At the end of the homepage, there are links to the business services and the help 

desk for using the website in the best way, and then again it is possible to find the name 

and the logo of TripAdvisor, together with the Terms of Use, the Privacy Policy and the 

Site Map.  

The potential customer goes on TripAdvisor to find the quality and quantity 

opinions about hotels, restaurants and attractive destinations, posted by other travellers 

who have already experienced them. In order to make an evaluation about the service, 

users can classify the visited destination by rating it on a scale that goes from 0 to 5 

points, from «Terrible» to «Excellent». The users can also answer to different questions, 

according to the element they are rating. For instance, for what concerns 

accommodations, it is possible to evaluate location, quality of rest, rooms, services, 

price/quality ratio and cleanliness. For what concerns restaurants, on the contrary, it is 

possible to evaluate service, price/quality ratio and atmosphere.  
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Also, users have the opportunity to upload their personal photos which are 

relevant for the review. These photos have to be firstly evaluated by TripAdvisor, in 

order to control if they respect all the terms of the regulation. All the reviews and the 

rates are used in order to create a sort of final score and to classify the tourist facilities 

according to the popularity within the destination. Of course, it is necessary to consider 

several reviews about the same tourist facility, in order to have a more precise idea both 

about the quality of the services and of the destination in general. 

 2.3 The language on the rating websites 

 

Since TripAdvisor is a web platform, where anyone can contribute and post any 

kind of contents, it is possible to find several different styles of communication and 

several different communication tools, which are often complex. Thanks to the 

development of technologies, and with the involvement of GPS and mobile 

technologies in everyday life, TripAdvisor can nowadays offer the travellers the 

possibility to have access to its services in any moment, and in any place. 

One of the most important linguistic aspects of TripAdvisor (as any other 

website), is represented by the hypertexts which can be found on the website. It is of 

course the basis of the working principles of the web, and it gives the users the 

opportunity to go through the different pages of the website to find what they are 

looking for. On TripAdvisor, there are many different ways to search for the contents 

that are more suitable to the needs of the user: as a matter of fact, they have access to a 

very significant amount of information of any kind, through innumerable virtual 

itineraries.  

The other main aspect which characterises the TripAdvisor website is 

interactivity. It represents the possibility which is given to the user, to actively 

participate to the creation of contents within the web platform. TripAdvisor was born 

(and continues to work) thanks to all the reviews posted by the travellers. And the 

travellers’ choices are totally based on this mechanism, particularly in the case of first-

hand information, which is perceived as current and reliable.  
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On TripAdvisor, it is possible to find two different categories of languages: the 

one used by TripAdvisor as an enterprise, and the one used by the travellers who create 

contents on the forums and on their reviews.  

As I wrote at the beginning of this chapter, TripAdvisor is available in 21 

languages, and operates in 39 different countries all around the world. All the different 

versions of TripAdvisor are structured in about the same way. There are only few 

aspects which differ from one website to another: as a matter of fact, each version of the 

website tries to address to its potential reader in the best possible way, which differs 

from country to country. 

For what concerns the language used by TripAdvisor as enterprise, it is possible to 

distinguish two different categories of texts: the first category is made up of the texts 

used in the section reserved to the regulations that must be followed in order to use in 

the right way the offered services; in the second categories, there are those texts which 

are addressed to the user of the website, which have the aim to help him through all the 

links and the pages of the website. The first category is of course made up of a more 

technical and specialized language, while the second category, which represents the 

most substantial part of the texts of the website, is made up of a more popular and 

simple language, often characterised by expressions which are aimed at persuading and 

promoting the different services and destinations. The linguistic features which are 

mostly used in this category are the imperative verbal forms, and the use of the pronoun 

«you», in order to directly involve the reader and guide him in the use of the website 

and of all the services offered by TripAdvisor. 

The second category of texts which can be found on TripAdvisor, and which it is 

possible to analyse, is that of the contents produced and posted by the users of the 

website. Actually, the texts created by the users of the website are rather heterogeneous, 

and so they are difficult to be categorized. This is surely caused by the communicative 

context which allows anyone to post his opinions and evaluations.  

One of the most important elements that has to be considered in the evaluation of 

the language used by the users on the website is the means of communication: as a 

matter of fact, on the website it is possible to find comments and reviews written via 
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computer or smartphone and posted on the web, after a brief period of time in which 

TripAdvisor controls the messages and posts them on the website. So, first, it is an 

asynchronous and unidirectional communication system, since there is no direct and 

synchronous answer to a user’s message. Also, the user posts his opinion with the aim 

of being an example for the possible future readers and of helping the other travellers to 

do the best choice for their holiday. These are the reasons why the texts posted by users 

have the following characteristics: a simple and direct language, which directly focuses 

on the main point of the message; many adjectives, aimed at describing the services or 

the destinations that the user is reviewing; past verbal tenses, together with the use of 

the pronouns «I» or «we», because the user is often describing a past and personal 

experience. 

  



46 

 

  



47 

 

CHAPTER III   RESEARCH WORK 

 

3.1 Introduction 

 

In the third chapter of this dissertation, I am going to present my research work, 

basing on all the concepts that I have already described in the previous chapters. I will 

focus my attention on the city of Polignano a Mare (BA), in the south of Italy, trying to 

make a linguistic analysis of the two main elements of tourism communication, which I 

have already presented from a theoretical point of view in the previous chapters of my 

dissertation: the communicative aspects of the tourist promotional messages produced 

by Polignano a Mare as a tourist destination (and so, produced by the marketers of the 

tourist facilities which operate in Polignano a Mare; in particular way, hotels and bed 

and breakfasts); and the language used in the online reviews posted in English on the 

TripAdvisor profiles of the hotels and the bed and breakfasts that operate in Polignano a 

Mare (BA). The choice of the city is extremely personal, since Apulia is my home 

region, and Polignano a Mare represents to me one of the most beloved cities I have 

ever visited. Also, it is one of the most attractive places in the Apulian region, famous 

all over the world for many different reasons, that will be clear in the next pages of this 

dissertation. 

In this chapter, I will start describing my research work with the presentation of 

the city of Polignano a Mare (BA), making some brief references to its history and its 

importance for tourists coming from Italy and from all over the world, and to its 

relevance for what concerns the Apulian region and the Italian culture.  

After that, I will describe the methodology of my research work: as a matter of 

fact, I will pursue two simultaneous research paths, both of which involve the analysis 

of the interpersonal functions of the main elements that occur in the communicative 

activity. With respect to promotional messages, I will specifically analyse the linguistic 

elements which occur in the communication, and will also clarify the fundamental 

importance of multimodality in promotional communication, particularly within the 

tourism industry. With respect to online reviews, I will trace the recurrent lexical items 

(words and expressions) used by tourists in the context of the most frequently occurring 

topics, so that I can identify the perception of the most important aspects of the facilities 
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and services and the positive or negative feedback on the part of the foreign tourists  

who visit  Polignano a Mare. 

3.1.1 Polignano a Mare 

 

The object of this research is the city of Polignano a Mare (BA), also called 

Pghgnèn (IPA: ['pəgəɲe:nə]) in the local dialect, which means Polignano. It is a town 

located in the Metropolitan City of Bari, in Apulia, southern Italy, which overlooks on 

the coasts of the Itria Valley. Also known as the «Pearl of the Adriatic», it is 30 

kilometres from Bari the capital city of Apulia. The old part of the town is located atop 

a high (24 meters high) limestone cliff above the Adriatic Sea. The economy of the city 

of Polignano a Mare (BA) is based on tourism, agriculture and fishing. About 18024 

inhabitants live among Polignano a Mare and its districts, which are called Casello 

Cavuzzi, Chiesa Nuova, San Vito and a part of Triggianello. 

There are many distinctive traits which make the town stand out in comparison to 

other localities. First, the stunning Cathedral dedicated to the Assumption, which was 

build according to the rules of the Apulian Romanic style. Also, the buildings of the 

whole town of Polignano a Mare are all whitewashed, just like all the other 

characteristic cities in the Itria Valley. In Polignano a Mare there are also numerous 

caves, which were formed from the rough sea waves that moulded the rock. 

The area of Polignano a Mare (BA) has been settled since prehistorical times 

(Neolithic period). As a matter of fact, it is possible to find several archaeological 

excavations in the surrounding area, mostly in Santa Barbara. After that, the origins of 

the city of Polignano a Mare date back to the 4
th

 century B. C., when Greek settlers 

founded the city of Neapolis (the current Polignano a Mare). It flourished under the 

Roman domain, and it became so important, that Emperor Trajan decided to direct his 

Via Traiana (which was built between 108 and 110 A. D.) from Rome to Brindisi, 

passing through the town. One of the remains of this road is the bridge which is located 

over Lama Monachile, in the north of the historical centre. Also, during the Roman 

period, it was an important trade center. 

With the arrival of the Normans, who ruled over Polignano a Mare until 1194, and 

later with that of the Angiò and the Aragonese families, the importance and the prestige 

of the town grew a lot: as a matter of fact, many commercial relationships were 
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established between the town of Polignano a Mare and many other coastal cities, and 

this is the reason why many merchants, even coming from Venice, choose Polignano a 

Mare as their home. 

The coastline of Polignano a Mare is by itself one of the main attractions of the 

city, due to its impressive and marvellous maritime caves, patiently shaped by the 

seawater and its waves. Polignano a Mare offers also very important popular traditions: 

as a matter of fact, the perfect time to visit Polignano a Mare is the week of the 15
th

 

June, when the whole community celebrates Holy Vito, protector of the town. 

Finally, it is not possible to forget the link between the city of Polignano a Mare 

and the famous singer and author Domenico Modugno. On May the 31st 2009, a big 

statue of the singer was inaugurated on the seafront. The three-meter-high bronze statue, 

designed by the Argentinian contemporary art sculptor Herman Mejer, is one of the 

most important attractive places of the city, for tourists. In sculpting the statue, the artist 

imagined the singer as contemplating the see with open arms, surely influenced by the 

famous scene in which Domenico Modugno sang his most famous song "Nel blu dipinto 

di blu" during the 1958 Sanremo Festival. 

According to the Italian national norms, tourism is under the jurisdiction of the 

regions. So, every Italian region has its own Tourism Agency, which deals with all the 

marketing strategies and the destination management of all the different local tourist 

offices. In Apulia, the Regional Tourism Agency is called PugliaPromozione – Agenzia 

Regionale del Turismo. A definition of the Angency is the following: 

The Regional Tourism Agency, known as Pugliapromozione, is a non-profit 

public body, a technical operational body for the Region, established by the 

Presidential Decree of the Apulia Regional Council No. 176 of 2011 (as 

provided for by Regional Law No. 1 of 2011, amended by Regional Law 

18/2010). Pugliapromozione is an operating entity of the Apulia Region and 

implements the policies of the Apulia Region in terms of promoting the 

unified image of the Region as well as local tourism. It has autonomy over 

its organisation, administration, property, accounts, management and 

methods. It is based on the principles of transparency and cost-effectiveness, 

as well as efficiency and effectiveness. 

(www.agenziapugliapromozione.it/portal/web) 

http://www.agenziapugliapromozione.it/portal/web
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The main purpose  of the Regional Tourism Agency of Apulia is to manage and 

promote Apulia as a tourist destination, as an integrated and flexible unit of values 

(which are both tangible and intangible), in order to develop balanced and sustainable 

tourism. Also, it has many other aims: the most important aims of PugliaPromozione are 

that of developing all the different types of tourisms which can be related to Apulia;   

«to encourage   the development of stable    employment    in   the tourism  industry  

and to help operators in this sector to gain qualifications» 

www.agenziapugliapromozione.it/portal/web; to encourage the spread of a wider culture 

of hospitality among the operators and the local population; to promote cultural and 

natural tourist itineraries; to «coordinate the network system of tourism hospitality 

information, also in their links with the Pro Loco and Municipalities» 

(www.agenziapugliapromozione.it/portal/web). 

Another important assignment of PugliaPromozione – Regional Tourism Agency 

is that of collecting and elaborating the statistical information about tourism in Apulia. 

In relation to Polignano a Mare, during 2016 the number of tourists was about 193.876 

(19.08% more than in 2015), and the arrivals of the tourists in the city were 67.104 

(24.65% more than in 2015). This information confirms the fact that the tourism 

industry in the territory of Polignano a Mare (BA) is constantly growing, thanks to the 

integration of the activities of all the private tourist facilities and PugliaPromozione. 

3.2 Research methodology: Analysis of the interpersonal function 

 

The research work described in this dissertation is focused in particular way on 

the communicational interpersonal functions which are used both in the promotion of 

the tourist services and in the reviews posted on TripAdvisor by tourists. As it has 

already been said, the two kinds of communication have many different aspects and 

aims, but they present also some common elements. As a matter of fact, about online 

communication especially, one of the main characteristics is, firstly, the use of a simple 

and direct language, which recalls face-to-face interchange, oral narrative and 

storytelling: online communication, in fact, is perceived as more like the oral one, 

especially because the development of the web has cancelled any distance among places 

and people, and any temporal distance between question and answer. 

http://www.agenziapugliapromozione.it/portal/web
http://www.agenziapugliapromozione.it/portal/web
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Also, within online communication a fundamental aspect is represented by the 

possibility to convey messages using many different semiotic elements. As a matter of 

fact, text is not the only element used to communicate with the receiver: there is the 

possibility to add videos, images, music, colours and many other elements which enrich 

the message and convey many other messages. This kind of integration among different 

semiotic means of communication can be better explained referring to the concept of 

multimodality. 

 3.2.1 The importance of multimodality 

 

Multimodality is a very important theory of communication and social semiotics, 

which describes communication in terms of textual, aural, linguistic, spatial and visual 

resources (also called – modes) used together to compose a message. 

It has a fundamental role in any of the possible means of communication, but it is 

especially used in communication related to media. As a matter of fact, multimodality in 

this field is the use of several modes (which are, in this case, several medias) to create 

and convey a complex message. Multimodality is a natural part of face-to-face 

communication but it is also technically implemented and highlighted in the web and 

generally in the media with the specific purpose of increasing opportunities for 

capturing the attention of various kinds of audience, and create a specific idea or 

concept in the mind of the receiver. 

Multimodality has gained importance and relevance as an area of academic study 

only in the twentieth century, but it has always been used as a part of everyday 

language,  as well as in more stylistically complex, refined written and spoken 

communication practices during the past. Even if it has been deeply studied since the 4
th

 

century B. C., when classical rhetoricians alluded to the importance of the emphasis on 

voice, gesture and expressions while publicly speaking, the term «multimodality» was 

not defined with significance until the 20
th

 century. As a matter of fact, during the 1960s 

and 1970s, writers were looking to new ideas about composing, and they began to look 

at new ways for communicating. They began to focus their attention on photography, 

film, audiotape recordings and, in general, on all the other senses. This was the birth of 

expressionism: writers were encouraged to find their voice in other communicative 

elements, placing language in a visual, oral, spatial or temporal medium. In this way, 
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writing became the result of a sensory experience, also defined as «multisensory 

experience» by the same expressionists. 

Later, during the 1970s and 1980s, multimodality was developed through 

cognitive research about learning. The process of learning, as that of writing, was 

compared to that of designing images and sounds. So, as also expressionists had already 

done, writers began to conceptualize their meanings by non-alphabetic means (for 

instance, through visual imagery, music, videos, and so on), and in this way, there was 

also a robust boost and development of the learning processes.  

In the 1990s, multimodality had another very important growth because of its 

necessary integration with the internet and the digital technologies in general. As a 

matter of fact, texts on the Internet (even in the period of Web 1.0, and later also with 

the Web 2.0), were always accompanied and enriched by images, videos and other 

visual elements which helped to convey the messages. Screen-based writing, so, has 

always been characterized by the introduction of many different communicational 

elements, through which there is nowadays the possibility to always better explain and 

transmit contextual information through, for instance, fonts, size of the text, title, 

colours, sounds, layout, images, videos, and so on. 

Multimodality has the power to change the way receivers perceive information. 

Firstly, there is a simpler and more direct reason: because two elements can define in a 

more precise way a concept. For instance, the description of a panorama can be 

completed and defined by the image of the same panorama: in this way, the message 

conveyed is more clear and simple to understand. 

Another important reason is that of the attention of the receiver on the semiotic 

relationships among the different elements. As a matter of fact, of course, the 

understanding of languages comes via semiotics (for instance, in the association 

between words and symbols). So, a multimodal texts places words in new contexts, and 

in this way, it changes the semiotic effect of the communication. For example, it mixes 

together words, sounds, and images to give a more complete idea of the message to 

convey. Two important scholars on multimodality, Bezemer and Kress, claim that a 

receiver can differently understand a text, if it is accompanied by a secondary element 

(an image, a sound, …). This phenomenon occurs because in this case the receiver has 
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to focus his attention on both the text and the secondary element, and so he is forced to 

create and reflect on the connections between the two elements. 

Of course in both of the kind of texts that I am going to analyse in this 

dissertation, multimodality has a fundamental role. In the promotion of services, it is 

used in order to describe and represent in the best possible way the service, with the 

creation of value, the involvement of the reader in the experience, and the allusion to 

colours, sounds and atmospheres which can create need and desire in the potential 

tourist. On the other hand, also in the reviews multimodality has an important role, 

because through the use of images and photos, tourists can describe in a better way their 

experience and give their opinion on the service offered by the tourist facilities. 

However, I am going to make a linguistic analysis of the promotion of services 

and the reviews. For this reason, in this dissertation I am going to analyse in a more 

specific way the linguistic element that can be found in both the two kinds of tourist 

communicative elements. 

3.3 Purposes of the research 

 

The main purpose of this research work is that of understanding and analysing the 

semiotic and linguistic elements used in the two kinds of texts that will be analysed, and 

to understand the relationship between the elements used in the English version of the 

online promoting material produced by the tourist facilities that operate in Polignano a 

Mare (BA) and the reviews posted on TripAdvisor by the foreign anglophone tourists 

who came to Polignano a Mare. 

While analysing the content of this material, I am going to investigate the 

frequency of the words and the kind of words used, giving a linguistic and 

communicative interpretation to the most frequent word choices made by both the 

marketers and the reviewers. Specifically, the aim of the research is to focus on the 

analysis of the contents of the reviews and the promotional texts, in order to explore and 

understand which are the most common topics among the consumers, for what concerns 

the services offered in the tourism industry. 
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3.4 The choice of the sample 

 

While doing my research work, I had to make, first, a sort of selection of all the 

material related to Polignano a Mare, from the promotional point of view, to create the 

sample that I would analyse. For this reason, I opened the IAT office («Ufficio 

Informazioni e Accoglienza Turistica», which is the Italian Local Office for the Tourist 

Information and Hospitality) webpage, available on the official institutional website of 

Polignano a Mare, where it is possible to find links to all the lists of the tourist facilities 

which operate on the territory of Polignano a Mare, classified according to their 

typology (Bed and Breakfasts, Rental Rooms, Agritourisms, Hotels and Rental Houses). 

These lists of tourist facilities were last updated on October 19
th

, 2017. Also, all the 

elements of the lists are catalogued according to the area in which they operate: in the 

town, in the historical centre, on the coastline, and in the countryside. 

In order to have a more precise range of elements to analyse, I decided to consider 

the lists of all the Hotels and the Bed and Breakfasts in Polignano a Mare, leaving out 

the lists of the Rental Rooms, Houses and Agritourisms. I made this choice especially 

because Hotels and Bed and Breakfasts are the most popular and purchased tourist 

facilities, aimed at hosting tourists. Consequently, I noticed that not all the tourist 

facilities in the lists had their own website, and not all those that had their website 

offered an English version. This is the main reason why I picked only some of the 

elements which were on the two lists. 

As regards to the communicative analysis of promotional material, I analysed a 

sample of elements made up of those Hotels and Bed and Breakfast webpages, which 

are provided with an English version of the website and which operate in the town of 

Polignano a Mare. 

The second part of my research work is focused on the linguistic analysis of the 

online reviews posted by the tourists on the TripAdvisor profiles of the Hotels and Bed 

and Breakfast mentioned before. With the purpose of making a selection among the 

million reviews related to these tourist facilities, I firstly decided to filter and view only 

the reviews written in English, and then I decided to pick the first five reviews 

displayed on the profiles of every accommodation. While surveying the reviews, I 

found out that not all the selected tourist facilities have a TripAdvisor profile, and that 
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some tourist facilities were not reviewed in English. However, I decided to consider all 

the available reviews that responded to my requirements. 

The data survey referred to the tourist reviews was made on November 9
th

, 2017. 

3.5 Data analysis 

 

In order to analyse the two categories of texts, I considered first of all the 

frequency of the words used. As a matter of fact, I counted and calculated the frequency 

of the words in the two texts, so that I could find out which are the most important 

aspects, which represent the focus for the promotion of services and the online reviews 

about the tourist facilities. 

In particular way, for what concerns the tourist promotion I analysed the number 

of times each word was repeated, in order to understand which are the most frequent 

words, and so, what is the main focus of marketers while promoting their tourist service. 

I also used an online software, https://wordsift.org/, in order to produce a word cloud 

which displays in a more direct and immediate way the frequency of the words used in 

the promotional texts analysed. 

For what concerns the online reviews, I made the same kind of analysis described 

above, and then I also considered and analysed the most frequent aspects of the 

accommodations commented by the tourists. So, I organized the results on two tables, 

that can be analysed in the following pages of this dissertation. 

3.6 Frequency of words 

 3.6.1 Words frequency in tourism promotion 

 

While analysing the promotional websites of the tourist facilities which operate in 

the territory of Polignano a Mare (BA), I considered all the texts of the different 

websites and made a count of the words used. In the following table (Table 1) there is a 

list of the fifty most frequent words, listed according to their frequency. 

Word Frequency 

Room 110 times 

Polignano 87 times 

Sea 70 times 

https://wordsift.org/
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Mare 54 times 

Hotel 48 times 

Beautiful 34 times 

Breakfast 32 times 

Puglia 32 times 

Mite 31 times 

One 30 times 

Town 28 times 

Resort 27 times 

View 26 times 

Air 25 times 

Bed 24 times 

Located 24 times 

Offer 24 times 

Apartment 23 times 

Area 23 times 

Comfortable 22 times 

Two 22 times 

Bathroom 21 times 

Center 21 times 

Beach 20 times 

Guests 20 times 

Service 20 times 

Free 19 times 

Make 19 times 

Place 19 times 

Private 19 times 

Balcony 18 times 

White 18 times 

Equipped 17 times 

Just 17 times 
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Overlooking 17 times 

Day 16 times 

Elegant 16 times 

Enjoy 16 times 

Large 16 times 

Story 16 times 

Welcome 16 times 

Bedroom 15 times 

Cave 15 times 

Century 15 times 

Charming 15 times 

Conditioning 15 times 

Floor 15 times 

Old 15 times 

Stay 15 times 

Terrace 15 times 

Table 1 

Table 1 shows that the most frequent word used in the promotional webpages of 

the tourist services in Polignano a Mare (BA) is room, often accompanied by words 

such as breakfast, resort, and other nouns linked to the kind of services offered by the 

tourist facilities, since the main aim of these kinds of text is to sell and convince the 

tourist to book and buy the service they are offering. The specificity and the number of 

words related to the kind of services offered by the tourist facility gives the reader an 

idea of the differentiation of services offered, and can be considered as a synonym of 

quality. Also, the frequent use of the adjective equipped related to the rooms of the 

hotels and B&Bs, creates the idea of a refined and well-furnished structure, and 

consequently, a high-quality service. 

Another fundamental group of words very frequently used in the texts and linked 

to the previous category, are those related to the «external» qualities of the service 

offered: as a matter of fact, adjectives such as beautiful, charming, elegant, wonderful, 

comfortable, white are used in order to give to the service an added value through the 

use of language, so that in the mind of the receiver a sense of need for that particular 



58 

 

service. Very often, these adjectives are used in their superlative form: as a matter of 

fact, the most popular, the most elegant, the most comfortable, the greatest are only few 

of the several examples of superlatives used in the promoting texts that I analysed. By 

using superlatives, marketers try to attribute to their service a sense of excellence, in 

order to describe it as «the best» of all the possible services in Polignano a Mare the 

tourist can purchase. Of course, the use of these linguistic elements together with the 

use of other communicational elements such as images, colours, videos and fonts, 

contribute to create a strong image of the brand, which is the main pull for potential 

tourists. 

According to their frequency, the words aimed at the description of the service are 

followed by the words related to the description of the landscape and the territory 

surrounding the tourist facilities (sea, mare, Polignano, Puglia, …). Many of the 

promotional texts, as a matter of fact, make references to the panoramic sea views from 

the balconies: for instance, «…to share with you the splendid view of its panoramic 

terrace…», «…with a view on the stunning Polignano a Mare and the amazing Adriatic 

Sea» and «…you can enjoy breakfast directly on the terrace, where you can enjoy a 

spectacular view of the ancient Roman bridge». Also, the description of the colours can 

be stored in this category: expressions such as “crystal-clear water, crystal blue water” 

are surely used in order to generate emotion and desire in the mind of the reader. The 

image created in the mind of the reader, as a matter of fact, is that of a service 

surrounded by so much beauty that it is not possible to miss it. This is the main reason 

why the description of the landscapes, together with photos of the sea and the terraces of 

the tourist facilities, can be so considered as one of the main ways in which marketers 

create value and promote their enterprises in Polignano a Mare. 

The verbs used in the texts are mostly at present or future tenses, to involve the 

reader in the idea of the holiday that he is going to make, forcing him to think about it 

as something possible and already happening in his mind. Also, the choice of the verbs 

used in the promotion of the destination and the service is very important in order to 

understand the main aim of the marketers, that is that of involving the tourist in the 

discovery of Polignano a Mare because of its wonderful sea, but also because of its 

historical, traditional and cultural importance: «Discover Polignano with us», « for 

those who choose to visit Puglia in all its beauty and enter the fascinating reality…» or 
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«…and discover the cultural, artistic and culinary beauties of this country.» are only 

some of the several examples, in this sense. 

Another fundamental linguistic aspect which is used in this kinds of texts, is the 

direct involvement of the reader with the repetition of the personal pronoun «you», in 

order to create a sort of direct relationship with the potential tourist. As a matter of fact, 

the repetition of words as «you» (62 times), and «your» (28 times), allows the reader to 

feel as integrated in the destination, and to be directly involved in the communication, 

and so induced to purchase the service promoted by the text. 

The sense of desire and need which is placed at the basis of the purchase of the 

service is also created through the imagination of the atmosphere that surrounds the 

tourist facilities. As a matter of fact, the last element which completes and actively 

contributes to the promotion of the tourist service is the sense of beauty, of uniqueness 

and also magic, generated by the use of particular expressions such as «As in a fairy 

tale, the beautiful white gem of Polignano is set on the top of a cliff, overlooking the 

amazing blue sea.», «Dreaming of lying on a white beach, refreshed by a gentle sea 

breeze, lulled by the sound of the waves and a cool drink under the beach umbrella.», or 

«Immerse yourself in the magical atmosphere of a nostalgic past…». These expressions 

contribute to create curiosity and a sense of anticipation of the holiday, which is one of 

the main factors of attractive of a tourist service. 

All the linguistic and visual elements previously described and retrievable from 

the promotional websites that were analysed in the research work, are aimed at one 

single objective: that of creating a strong image in the mind of the tourist. It is a very 

common strategy used by marketers all over the world, which differentiate only 

according to the kind of image that is going to be generated in the mind of the tourist. 

The image created in the reader’s mind has the aim to guarantee the quality of the 

service and of the whole holiday. For what concerns Polignano a Mare, the elements 

which are fundamental for the image are: the sea, the colourful landscape, the romantic 

and historical atmosphere, which have the aim to induce the reader to purchase 

Polignano a Mare as his destination, and a particular tourist facility because of the 

quality of its service. 
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In Image 1 there is a word cloud created with the help of an online software 

(https://wordsift.org/), in which it is possible to have a more immediate idea of the 

frequency of the words used in the tourism promotion of Polignano a Mare. 

 Image 1 

 3.6.2 Words frequency in Web reviews 

 

While analysing the online reviews posted on TripAdvisor by the tourists who 

spent their holiday in Polignano a Mare (BA), I considered all the texts of the reviews 

and made a count of the words used. In the following table (Table 2) there is a list of the 

fifty most frequent words, listed according to their frequency. 

Words Frequency 

Room 120 times 

Hotel 69 times 

Breakfast 59 times 

Good 54 times 

Great 47 times 

Stay 42 times 

Well 38 times 

Place 37 times 

Day  36 times 

https://wordsift.org/
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Restaurant  36 times 

Town  36 times 

Food  34 times 

Lovely 34 times 

Polignano 34 times 

Staff 34 times 

Location 33 times 

Really 32 times 

Clean 29 times 

Helpful 29 times 

Night 29 times 

Nice 27 times 

Stayed 27 times 

View 26 times 

Apartment 24 times 

Minute 23 times 

Area 22 times 

Excellent 22 times 

Friendly 22 times 

Local 21 times 

Pool 21 times 

Service 21 times 

Walk 21 times 

September 20 times 

Lot 20 times 

Person 20 times 

Beautiful 19 times 

Old 19 times 

Time 19 times 

Beach 18 times 

First 18 times 
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Make 18 times 

Everything 17 times 

Get 17 times 

Little 17 times 

Recommend 17 times 

Sea 17 times 

Terrace 17 times 

Bathroom 16 times 

Like 16 times 

Need 16 times 

Table 2 

After a first analysis of these words, it is possible to notice that the most frequent 

ones are those aimed at describing the experience and the facility: of course, nouns such 

as rooms, hotel, breakfast and adjectives such as great and good are the basic words that 

a tourist can use to give his opinion about a tourist service. And since this part of the 

research work is focused on the reviews of the tourists, its main part is of course made 

up of adjectives: lovely, clean, helpful, friendly, excellent are only some of the most 

frequent adjectives used in the analysed reviews, that contribute to the creation of an 

idea in the mind of the reader (which most of times is a potential future tourist). 

In Image 2 there is a word cloud, in which it is possible to have a more immediate 

idea of the frequency of the words used in the online TripAdvisor reviews about the 

tourist facilities operating in the city of Polignano a Mare. 
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Image 2 

While analysing all the 79 online reviews on TripAdvisor, I also considered which 

were the most common topics commented and taken into account by the tourists while 

rating a tourist facility. In Table 3, there is a list of the most 10 frequent topics 

commented on the reviews that I analysed, listed according to their frequency. In the 

central columns, it is possible to view the number of positive or negative comments 

about each topic, and in the last columns there is the total number of reviews that 

contained each topic, and the percentage of them in relation to the total number of 

reviews analysed. 

Topic + - Total % 

Staff 57 4 61 77,21% 

Stay/hotel in general 35 7 42 53,16% 

Breakfast 35 3 38 48,10% 

Location 32 5 37 46,83% 

Cleanness 30 0 30 37,97% 

View 22 4 26 32,91% 

Service 11 8 19 24,05% 

Food 12 6 18 22,78% 

Decoration 13 2 15 18,98% 
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Price/quality ratio 9 6 15 18,98% 

 Table 3 

According to the data listed in the Table 3, it is possible to find out that in the 

major part of the reviews analysed (77%) the tourists commented the staff designated 

for the reception and hospitality of the hosts. The most frequent adjective used for 

describing the owners of the tourist facilities were friendly and helpful, as it is also 

possible to find out in the first table, in which it is possible to see that the two words 

were repeated respectively 22 and 29 times in all the reviews considered. 

Another very frequent argument that can be found in the reviews on TripAdvisor 

is, for instance, general information about the facility and the stay, which is commented 

in 53% of the reviews analysed. For «general information» I am considering all the 

comments which specifically refer to the stay or the hotel/B&B in a general way. In all 

the other cases, however, the concept is described in less direct ways, through the 

description of the details which constitute the general holiday. 

After the general appealing of the tourist facility, or the general opinions on the 

holidays, in many of the reviews tourists made lots of comments on breakfast (48%) and 

food in general (22%). Also, while giving their opinion on a tourist facility, their 

attention was also focused on the location of the hotel/B&B (47%), that is the effective 

distance from the city centre and the main attractions of Polignano, such as the sea or 

the historical centre. The quality of the service, of course, for the tourists was based first 

of all on the level of cleanness (38%) and also on the view available from the rooms, the 

balconies or the terraces (33%). A very important aspect related to the views from the 

room is the importance that it had for tourists: in a town as Polignano a Mare, as a 

matter of fact, which is famous for its coast, surely the sea view represented an indicator 

for the quality of the tourist facility, and an added value in the purchase of the 

accommodation. In the 19% of the reviews that I analysed there were also comments on 

the decoration and the design of the hotel/rooms, and on the price/quality ratio. 

3.7 Relation between the promotional elements of the service and the reviews 

 

After having analysed in a separate way the tourist promotional texts of the 

websites and the online reviews on TripAdvisor, I put the results together in order to 
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mark a relation between the most important elements of the promotion of the service 

offered, and the most important elements in the reviews.  

Among all the obvious and natural connections that can be noticed among the two 

kinds of texts, I decided to focus my attention on two particular aspects which, 

according to me, represent the most important common factors between the interests of 

the owners of the accommodations, and those of the foreign tourists who come to visit 

Apulia and, in particular way, Polignano a Mare.  

Firstly, as already said in the previous pages of this dissertation, one of the most 

exploited images for promoting Polignano a Mare is its strict and unique relationship 

with the sea. In every of the websites of the accommodations in Polignano, as a matter 

of fact, there is at least one (often more than one) photo of the landscape of Polignano a 

Mare, in order to create anticipation and to give the tourist the idea of a beautiful, 

romantic place, which surely represents the destination of his dreams. This idea of 

magic is of course supported by the textual description of the service offered, but also 

by the other graphical and visual elements used in the website (an italic or handwriting 

font, photos of the sunset on the sea, photos of a couple during a romantic dinner, a 

classical layout, …). On the other hand, the direct consequence of this process of image 

building in the tourist’s mind, is the fundamental (and essential!) role that having a 

wonderful sea view from the room has for the tourist. In this way, the idea of 

romanticism, magic and dream takes its shape and is reversed in the holiday experience. 

In this sense, the relation between the reviews and the service offered is the image that 

marketers create in the mind of the tourist while promoting their accommodation.  

Another very important aspect that represents a strong link between the service 

offered in Polignano a Mare and the tourists’ requests is tradition. In the online reviews, 

as a matter of fact, the most commented element was the friendliness of the staff 

devoted to the reception and hospitality of the tourists. Apulia is everywhere known as 

the land of hospitality, and is always been synonym of tradition, from many different 

perspectives: food, human relationships and authenticity. This is the main reason why 

when tourists come to Apulia, and to Polignano a Mare in this specific case, they are 

looking for someone who make them feel «at home». In many of the online reviews that 

I analysed for the research work, tourists were extremely satisfied thanks to the 

capability of their hosts to take care of them, for instance by preparing their breakfast or 
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by guiding them in the town. Marketers, for their part, are aware of this. The result in 

the promotional texts is a focus on the idea of Polignano a Mare not only as a seaside 

destination, but also as a territory full of excellent culinary traditions (cuisine “zero 

kilometres”) and of extremely friendly and hospitable people. In this case, the link 

between the service and the reviews stands in the “familiar” character of the services 

offered in Polignano a Mare, which represents a very important attractive factor for the 

town, but also for the whole region. 
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CHAPTER IV The analysed corpus 

 

 

In the following paragraphs, there is the list of all the linguistic elements which 

have been analysed in the research work. The first group of texts represents the English 

version of the promotional official websites of the tourist facilities in Polignano a Mare 

(BA), and the second group of texts is made up of the reviews that the tourists posted on 

the TripAdvisor profiles of the same tourist facilities. 

4.1 Promoting texts 

 

 HOTEL COVO DEI SARACENI 

HOMEPAGE: Sheltered by the cliffs of Polignano a Mare...securely set as a gem 

between the sea and the coast, the port breathes sea breeze and perfume; a must stay 

during the day to enjoy the sun and the view. The Covo dei Saraceni Hotel is waiting to 

share with you the splendid view of its panoramic terrace, the aroma and flavor of the 

dishes and products from its typical cuisine restaurant, or to welcome you in its 

charming rooms and suites, in one of the most appreciated 4-star hotels in Puglia and 

Polignano a Mare... 

LOCATION: Those who decide to stay at Hotel Covo dei Saraceni, choose the sea of 

Puglia, the charm of the natural beaches of Polignano a Mare and the hospitality of its 

people. Overlooking a spectacular coastal stretch in Polignano a Mare, atop golden 

cliffs that overhang the cobalt-blue sea of the Adriatic in the Puglia, the Covo dei 

Saraceni Hotel enjoys a great location where guests can enjoy quiet and comfort. 

The historical center of Polignano a Mare, birthplace of Domenico Modugno, with 

white houses, shops and artistic testimonials that go from the Middle Ages to the 

Baroque is at 150 meters; the charming beach of Cala Paura, at 200 meters. This 4-star 

hotel is among the most prestigious and offers all comforts: you will experience an 

unforgettable stay in Puglia at the Covo dei Saraceni Hotel in Polignano a Mare. 

ROOMS: Typical Puglia style, revisited in a modern, elegant key, with wood and 

wrought iron for the furniture, colorful ceramic for the floor, and blue and white tiles for 

the bathroom. The 32 rooms in the Covo dei Saraceni Hotel are offered in standard, 

superior and suite versions, equipped with superior comfort compared to those of other 
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4-star hotels in Polignano a Mare and Puglia. Spacious, with each detail carefully 

elaborated, the four suites in the Covo dei Saraceni Hotel have a large, splendid veranda 

facing the spectacular coast of Polignano a Mare, and are equipped with mini-pool and 

box shower with hydromassage, and Turkish bath Jacuzzi. 

DIMORA BIANCA: In the marvelous setting of Polignano a Mare, the Hotel Covo dei 

Saraceni offers you a splendid vacation in Puglia in spacious rooms, with a holiday 

home formula in the welcoming Dimora Bianca, only 200 meters from the hotel and just 

a short distance from the historic center. The accommodations are complete with all 

amenities, and are ideal for vacationers seeking independent lodgings in the town 

center, near the seaside and spectacular Adriatic Coast, making Puglia one of the most 

sought after international tourist destinations. The rooms are elegantly furnished in a 

typically Mediterranean style, featuring inviting and livable spaces, a double bed, 

bathroom and terrace with a sea view. A deluxe apartment is also available, with a large 

terrace overlooking the sea and ideal for families. 

DESCRIPTION: Among the hotels in Polignano a Mare, the Covo dei Saraceni Hotel is 

one of the most prestigious. Appreciated by those who want quiet and elegance, it 

welcomes you with the comfort and service of an international-level 4-star hotel but 

with an atmosphere typical of the Puglia region. White, terracotta, wrought iron, 

colorful ceramics, all these are the leitmotifs of the hotel, with ample space and rooms 

overlooking the sea of Polignano on the coastal strip of the Puglia, between Bari and 

Ostuni. 

At the Covo dei Saraceni the hotel guests have a succession of refined atmospheres at 

their disposal, culminating with the Covo dei Saraceni Hotel - Polignano a Mare 

housing the restaurant; the meeting rooms and the services offered are the best for a 4-

star hotel in Puglia, guaranteeing a more than pleasant stay even for business meetings. 

 CASTELLINARIA HOTEL 

The Hotel Castellinaria is the perfect place to immerse yourself and enjoy the wonders 

of Puglia, in a unique environment where hospitality and courtesy combine 

harmoniously together with a service and a high-class restaurants . We welcome you in 

a lovely property for receptions and gala evenings. 

HOME ROOMS: The hotel has only 32 rooms, all located on the ground floor and is 

surrounded by almost 30.000 square meters of exotic garden, populated by pines, 
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almond trees, olive trees, citrus groves and prickly pear plants. Our rooms are enjoyable 

and elegant, enabling an unconditioned relax and an indisturbed sleep. Rooms are all 

provided with private facilities, telephones, wi-fi, Tv color with satellite channels, air 

conditioner, hairdryer, mini-bar service; 16 of our rooms are provided with an exclusive 

private balcony. Each room is decorated differently with unique features and a 

customized characteristics, and has an excellent quality/price ratio. 

 HOTEL CALA PONTE 

A paradise between land and sea. 

56 comfortable Deluxe room with third bed and 02 junior suites with third and fourth 

bed accommodation at Cala Ponte Hotel, a modern elegant brand new hotel facing the 

cosy and scenographic private Marina of Polignano a Mare, only 5 kms far from one of 

the most characteristic and breath-taking historical centre of Puglia. All rooms are 

located at the first floor of the lobby building and all around the four blocks surrounding 

the outdoor open-air pool with hydro-massage seats and geysers. They are fully 

equipped with the most elegant furniture, with individually controlled air conditioning 

and heating, minibar, tv Led 32’’, in room safe and hair dryer. 

WELLNESS & SPORT: Where relaxation and wellness are at home. With a wide range 

of treatments, massages and packages for the body wellness, the Spa Cala Ponte Hotel 

will be your place of comfort in Polignano A Mare.  

An exclusive resort in the heart of Puglia. 

THE RESORT: A world of fascination and style. Immersed in the typical Apulian 

landscape, the Resort Cala Ponte is the place where our guests can enjoy all the possible 

relaxation. A panorama of rare beauty. 

 PIETRABLU RESORT & SPA CDShotels 

Do you think a holiday like this is only a dream? Long white beaches of fine sand in 

nature reserves, dry stone walls and Mediterranean perfumes, typical local cuisine, 

culture and century-long traditions, fantastic wellness centres, entertainment, sport and 

lots of fun in wonderful 4* Resorts and holiday villages. 

CDSHOTELS, THE MEDITERRANEAN DREAM. 

At CDSHotels we have all the ingredients for an unforgettable holiday, this is our 

recipe: 
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SEA: Dreaming of lying on a white beach, refreshed by a gentle sea breeze, lulled by 

the sound of the waves and a cool drink under the beach umbrella. All our Hotels and 

Resorts are located in charming Mediterranean locations that attract tourists from all 

over Europe, thanks to their crystal-clear water and beautiful beaches. A few examples? 

The beach at Costa del Salento Village is one of the ten best beaches on the 

Mediterranean; for three consecutive years the beaches at Pietrablu have been awarded 

the European Blue Flag; the nature reserve of Torre Guaceto is a short distance from 

Riva Marina Resort, it is a protected marine reserve, an oasis of peace and unspoilt 

nature. 

ENO GASTRONOMY: An ancient Chinese proverb says: “Eating is one of the four 

aims in life…nobody knows the other three”. There’s certainly more to life than eating 

and we intend to give food the place it deserves. Our restaurants have highly qualified 

chefs who choose their ingredients with the utmost care using the freshest produce. 

Local cuisine is highly considered but also Italian dishes that are famous all over the 

world. The restaurants have a buffet service which includes water and wine….you just 

have to choose! 

KIDS & TEENS: Our children have just as hectic lives as us, school, homework, sport, 

fill up their winter days, but in summer there’s just one though: having fun! At 

CDSHotels we know what children need and we have the ideal holiday for them. The 

staff at our Mini Club and Junior Club organize daily activities and games which will 

captivate and thrill them. During the week the children are looked after by our fantastic 

staff, they will play and have fun together. At the ‘Villaggi e Resort CDSHotels’ 

children of all ages will have a wonderful holiday leaving the adults free to relax and 

dedicate time to each other. 

FUN: “Laughter makes good blood and it’s the fragrance of life” (A. Palazzeschi). One 

of the most important things on holiday is entertainment. The professional staff at 

CDSHotels has many years of experience, dynamic and full of fun ideas to fill up your 

days. From morning exercise to the evening show you will be captivated by non-stop 

entertainment. 

SPORT & WELLNESS: The term “SPA” comes from the Latin "salus per aquam", our 

body is made up of 70% of water, so it’s logically a fundamental element for our 

wellbeing. In our resorts you can recreate your spirit leaving your daily problems 
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behind you and soak up a world of wellness. In our SPAs discover the benefits of water, 

massages and expert treatments which will help you find your psychological well-being. 

Physical activity plays a fundamental role in our health, with our modern gyms and 

sports facilities you can keep fit and have fun at the same time. If you love the outdoors 

you can discover fantastic places where you can go jogging or riding a bike. 

 BORGOBIANCO RESORT 

WELCOME TO BORGOBIANCO 

As in a fairy tale, the beautiful white gem of Polignano is set on the top of a cliff, 

overlooking the amazing blue sea. Borgobianco Resort & SPA, typical, elegant and 

luxury 5-stars manor-farm will lead you to experience the Adriatic coast of Apulia, 

through olive trees and vineyards, filling your souls with wonderful emotions. 

M GALLERY BY SOFITEL     

Borgobianco has joined with the exclusive club of Sofitel Luxury Hotel Brand, the only 

one in Apulia, as has been added to the boutique collection hotel dedicated to life, 

literature and culture lovers. Every hotel represents a different world, such as an old 

time, a hidden oasis or a spectacular natural landscape. The M Gallery Hotels are 

inspired by their own particular stories, whispered through the halls, by way of the 

furniture design, delicious cocktails and gourmet-chef recipes, and represent the style, 

the stories and the locations they are in. Each M Gallery Universe Hotel tells a story 

through a selected mix of local and international dishes, and fancy cocktails served in 

restaurants and lounges. Guests can perceive signs of history at any time, tasting 

gourmet cuisine during breakfast or home-made cocktails at the hotel café. 

Borgobianco is just 5 km from POLIGNANO A MARE, on the hills of the residential 

area of the town. From the resort rooms you can see the sea and the beautiful lights of 

the town. The town has ancient origins but there are still a lot of questions need to be 

answered. According to some historians, the old Neapolis, could be one of the two 

colonies, that in the fourth century BC, Dionysius II of Syracuse founded on the 

Adriatic coast to make safe the maritime navigations. However, archaeological 

excavations and researches have shown that its origins date back to the Neolithic Age 

and carried out traces of Bronze Age villages. In the north of the town, have been 

carried out the oldest traces of a population, dating back to the Pleistocene or Ice Age.  
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In the second millennium BC, as a consequence of Iapigi invasion, the inhabitants 

moved toward the old town. In the third century BC, all the region came under Roman 

domination, that made it a goods storage site, mostly for wheat. In this way, the old 

Neapolis became the main center, the "statio" (according to many historians "Via 

Traiana"), as connected Rome to Brindisi, at that time bridge towards the East.  

As Polignano is a "middle earth", in the VI century, was under the jurisdiction of the 

Empire of the East, later from IX to XI was dominated by the Lombards, Arabs and 

then by Byzantines,  that intensified relationships with the East. Since the arrival of the 

Normans, who dominated until 1194, the prestige and the reputation of the country 

grew, thanks also to the Benedictines, who made Polignano a mystical place. San Vito 

Abbey was constructed in that period.  

Even Frederick II came into contact with Polignano, birthplace of Sir Zaccaria, doctor 

in the Swabian court. During the Angevin and then the Aragonese domination, the 

commercial activities were controlled by Venetian expert merchants, who built 

fortifications to protect the population against Muslims and  pirates attacks.  

In 1494, thanks to the conquest by Charles VIII, Polignano was under the control of the 

Kingdom of Naples until the end of the seventeenth, and later under Spanish 

domination, until the early eighteenth.  

In September of 1690, a boat, coming from Cattaro, landed in Polignano and later 

moved to Monopoli. Both port towns were infected with the plague. In the following 

century, the town assumed the monitoring and control function, to prevent the foreign 

ships landing, in order to reduce the risk of pestilential epidemics, mainly from the East.  

In 1785, by order of the Bishop Mattia Santoro, excavations in some gardens of the 

refectory were carried out, nearby the current Aldo Moro Square, where probably, there 

was an ancient necropolis. A lot of artifacts have been brought to light, including fine 

vases and greek-style coins. It shows that, since ancient times, Polignano coined its own 

currency.  

Polignano also joined the "Risorgimento" movement, hosting the sect of Philadelphians 

and Carbonari. In August 1862, the city council decided to add "a Mare" at the name 

"Polignano":  change sanctioned by a royal decree signed by Vittorio Emanuele II. In 

the aftermath of World War II, when the economy started to recover, Polignano a Mare 
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is imposed as a seaside resort, having as only point of strength its extraordinary natural 

beauty. 

Borgobianco Resort & Spa is a farmhouse with 48 rooms and a more than 1,000 square 

metres wellness center, ideal for parties and weddings. Borgobianco Resort & SPA is 

the perfect location for an elegant and exclusive wedding, through olive trees and 

vineyards, with a view on the stunning Polignano a Mare and the amazing Adriatic Sea.   

The perfect setting to celebrate the most beautiful day of your life, in our large dining 

room or in a charming outdoor courtyard.    

OUR SERVICES: You just have to choose your ideal location, we make your wishes 

come true. You will live an unforgettable experience, through beauty, history, elegance 

and peace. A fascinating world you will never want to leave. Our staff, the management, 

the executive chef, the maitre, and, on request, professional wedding planners will be 

pleased to be at your disposal for any particular request, in order to organize your dream 

wedding. A wide range of additional services will allow you to relax, without any stress 

and worries about your wedding organization: music, photographer, ornaments, nannies, 

hairdresser, beautician, everything will be well arranged, to exceed your expectations: 

let yourself be pampered. Our enchanting location is suitable for hosting civil marriages 

by the sea or on the breathtaking terraces, by the pool.  

Choose the best for your special day. 

SUITES: All the Suites are equipped with a comfortable balcony or a private patio with 

a pool, countryside or sea view. In a traditional farmhouse design, all the rooms consist 

of bedroom, living room and bathroom (some with Jacuzzi tub). Our suites are provided 

with air conditioning/heating system, 2 flat TVs, laptop safe box, free Wi-Fi, mini-bar, 

Tivoli radio. At guest’s disposal a coffee station, daily fresh fruit and daily newspapers. 

Separate and extra beds available on request. 

 HOTEL NICOLAJ 

Welcome at Hotel Nicolaj. 

A little more than 1000 meters from the beautiful city of Polignano a Mare stays the 

Nicolaj Hotel.Perfect for a stay of pleasure, business, and so on, Nicolaj Hotel, a three 

stars hotel, is capable to make available to its guests all necessary both in terms of 

comfort and quality of services. The comfortable feeling of its rooms, the warmth and 
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professionalism of the staff, the wonderful swimming pool, the parks and the care for 

details, will make your stay in Polignano a Mare unforgettable. 

THE ROOMS: Nicolaj Hotel has 46 comfortable rooms. With elegant and functional 

furnishing they are the perfect place where you can relax. The rooms enjoy of every 

comfort: private bath with shower, conditioned air, direct telephone and digital tv. To 

make your stay even more enjoyable, the Nicolaj Hotel offers room service on request. 

 L’ABBATE HOTEL 

The perfect hotel for every type of business or leisure travel,close to the town of 

Polignano a Mare and the major tourist destinations, Hotel L'Abbate offers a quiet and 

relaxing stay in an elegant and friendly home among the green hills and the beautiful 

Adriatic Sea. 

ROOMS: The hotel has 30 large rooms which welcome guests in an atmosphere of 

style, elegance and functionality. The rooms are located on two floors, easily accessible 

by a lift and staircase; designed in simple and basic colors and forms, with specific 

attention to the materials used in the furnishings. The sleeping area has comfortable 

double or twin beds, large windows offer brightness allowing the view and access to the 

garden. The terraces in all rooms give guests the opportunity for relaxing moments and 

sea or hill view. The feature, almost exclusive, of the rooms for disabled people is to 

have two bathrooms: one with all the accessories required and one for the partner. 

Available for families or minigroups there is an interconnecting room located in a 

separate building at 20 mt. from the hotel. All rooms are equipped with self-adjustable 

air-conditioning and heating , TV, minibar, free Wi-Fi connection. Single beds can be 

provided upon request. 

MEETING & EVENTS: Hotel L'Abbate is perfect for business meetings in complete 

privacy. On the ground floor there is a comfortable meeting room that can accommodate 

up to 80 people, and it is very bright with natural light and equipped with theater- or 

horseshoe style. It is fully equipped with a large screen, video projector, sound system 

with fixed microphones and WI-FI. Coffee-breaks, buffets, business lunches and light 

lunch complete services and if the meeting lasts more than a day, the hotel rooms will 

welcome your guests at special prices. 

 MAZZARELLI CREATIVE RESORT 
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Our creative resort has its origins in “Camiceria Mazzarelli”. Domenico Mazzarelli has 

had an artisan workshop, specialising in top quality men's shirts for over 60 years. His 

company in Puglia manufactures hand-sewn men's shirts, some of which are even made 

to measure. Mazzarelli shirts are well known for their impeccable workmanship, their 

top-quality fabric and their Italian style so much appreciated world-wide. The story of 

``Camiceria Mazzarelli`` is one based on a passionate belief. A story that has its roots in 

knowledge and experience, handed down from generation to generation. A story that 

continues to consider craftsmanship its greatest strength. And a story of a united family 

that consists of Domenico, his wife Tonia and their daughters, Monica and Mariangela. 

Puglia is the place where everything originated, it is here that this lovely, long, positive 

story began. A vibrant area, full of beauty and culture, a region that preserves the past 

while looking towards the future. It is in Puglia that Mazzarelli decided to begin a new 

story. This new challenge involved transforming an Italian villa, built at the end of the 

19th century into a welcoming resort. It was designed to host those who wished to visit 

ever beautiful Puglia and discover the fascinating reality of a longstanding company 

that produces excellent tailored products Made in Italy. This idea gave rise to Mazzarelli 

Creative Resort, a 5-star resort in Polignano a Mare, surrounded by a 20-hectareestate 

with a plantation of over 2400 olive trees. 

A modern location for an authentic and refined culinary experience. Raw materials that 

transform into sophisticated dishes. Mazzarelli Creative Resort is a boutique hotel of 

exclusive design. Antique interiors combined with modern design. 

THE VILLA: A wonderful Italian villa, built at the end of the 19th centurytransformed 

into a welcoming resort, designed for those who choose to visit Puglia in all its beauty 

and enter the fascinating reality of a longstanding company that produces tailored 

products made with Italian excellence. This is the Mazzarelli Creative Resort, a 5-star 

resort in Polignano a Mare surrounded by a 20-hectare estate with a plantation of over 

2400 olive trees. Inside, the common areas and 12 suites are distinguished by an 

original design, with details that evoke the needle and thread world. Outside, the Villa 

overlooks wonderful Italian gardens and a lovely swimming pool, built in the local 

white stone. From the grounds it is possible to enjoy a view of the surrounding area, 

washed by the sweet sounds of the countryside. The Villa has several indoor and 

outdoor areas which allow guests to fully enjoy their holidays: reading room, bar, 
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tailor's room, which includes an ongoing exhibition and sale of Mazzarelli shirts, cellar, 

garden. 

A stay at Mazzarelli Creative Resort has everything you could wish for in a holiday in 

Puglia: exclusive indoor features in perfect Italian style; the possibility of taking a walk 

through beautiful Polignano a Mare, a few kilometres away; the quiet welcome of a 

luxuriant, surrounding, natural environment; the chance to have a tailored shirt made 

while on holiday. 

ROOMS AND SUITES: All Mazzarelli Creative Resort’s rooms and suites have air 

conditioning, satellite TV, free Wi-Fi, a safe, minibar and hairdryer. The property has 8 

rooms and 4 suites that are located in the Villa and in outbuildings overlooking the 

elegant gardens. 

ROYAL SUITE: The Royal Suite is a wonderful master suite located in the main Villa 

and has exclusive access to the Belvedere, the panoramic tower which is the highest part 

of the Villa. This suite has a living room with unique features, which include views of 

both sunrise and sunset. 

SUITES: The Resort has three suites, one master suite and two family suites. The 

master suite bedroom is large and spacious, located in the main Villa; it has a private 

terrace that overlooks the beautiful countryside. There are two family suites; one is 

located in the main Villa and the other in one of the independent Villas. Both are ideal 

for up to 4 people, have a private living room with a sofa bed, a double bedroom and a 

bathroom with a Jacuzzi. 

DELUXE: There are six deluxe rooms, all are double with large double bedrooms, a 

bathroom and outdoor living spaces. The colours and features of all deluxe rooms are 

inspired by the region of Puglia. Two of the deluxe rooms, which are located in the 

Villa’s gardens, are communicating and are ideal for a 4-person family. 

STANDARD: The standard room is located in the main Villa. The warm tones of 

golden wheat and mellow earth make this smaller room equally comfortable and cosy. 

Adjacent to the Standard room is a large living area with a fireplace, a real invitation to 

relax with a good book. 

THE RESTAURANT: Regional cuisine using “zero kilometre” footprint, regional 

products. The restaurant of the Mazzarelli Creative Resort offers guests a unique, 

authentic experience. The charming dining room has high ceilings and large windows 
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overlooking the grounds, ideal for the colder season. In summer, lunch and dinner are 

served by the pool. Traditional recipes are made with fresh “zero kilometre” regional 

ingredients, such as Adriatic fish, meat from Murgia and vegetables from the Villa’s 

own vegetable gardens. 

BREAKFAST: Our breakfast is designed to give our guests a good start to the day. We 

are aware that breakfast is one of the most beautiful, most important moments of the 

day and that's why we take care of every aspect to make it enjoyable. Breakfast is 

served in our elegant, comfortable breakfast room, overlooking the beautiful 

countryside of Puglia. It includes top quality, regional products, a sweet and savoury 

buffet with a wide selection of pastries and bread, fresh fruit and fruit salads, cheese, 

jam, yogurt, cereals and other products to delight the palate and satisfy all tastes and 

needs. On request, we also provide gluten-free products and products for other 

intolerances. 

 ANTICO MONDO 

The journey of a thousand miles begins with a single step… 

Immerse yourself in the magical atmosphere of a nostalgic past... 

The walls and towers that protected the ancient Polignano a Mare in the Middle Ages 

now host the B&B Antico Mondo, an enchanted and charming place. Rooms, a 

combination of tradition and modernity, are tastefully furnished and designed for guests 

who want comfort and relax. 

CAVE DOUBLE ROOM IN THE ANNEX BUILDING: The room is situated on the 

ground floor, built in the cave  and consists of two areas: a relaxation area with king 

size bed and a large shower area with walk-in shower area complete with large 

showerhead and chromotherapy. Includes: King size bed, TV, minibar, WI-FI, air 

conditioning and heating. Located 100 meters away from the main building. 

POLIGNANO A MARE:  A place to enjoy the sun, the breeze of the wind and the smell 

of the sea that intoxicates and fills you with serenity, to be enjoyed in all seasons. 

BREAKFAST: Every morning from 8:30 to 10:00, you will find our rich buffet of fresh 

and genuine products with cafeteria service at the table. In the spring and summer you 

can enjoy breakfast directly on the terrace, where you can enjoy a spectacular view of 

the ancient Roman bridge. On request, breakfast can be served in your room. The 

breakfast is our way to wish you a good start of the day! 
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BEACH: One of the beauties of Polignano a Mare is  The Lama Monachile Beach  

made up of small white pebbles and crystal blue water. It is located in the center of the 

town, close to the Old Town. A part of  that beach is  private and available to our clients 

for a fee. The  best amenities as beach umbrellas, deck chairs and beach towels are 

ready for you to use them! 

THE SEA CAVES OF POLIGNANO: There are about forty marine caves that 

embellish the coast of Polignano a Mare, many of them can be visited by boat. The 

unique for its outstanding beauty is the "Grotta Palazzese." It’s  one of the "seven scenic 

wonders of the world."  

Guided tour of the main caves present in the old town of Polignano is available for a 

fee. 

POLIGNANO MADE IN LOVE: Your “travel buddies”, waiting for you in Puglia, to 

share the passion for this marvelous territory. Because if you want to truly know a place 

it’s not enough to visit it. You have to “live it as a local”, even if only for a few hours. 

Just in this way you can feel right “at home”. 

 DEI SERAFINI 

Charming places... in the Adriatic Pearl. 

WELCOME: Charming B&B "Dei Serafini" is settled in the middle of the old part of 

Polignano a Mare, the most popular meeting point for tourists and visitors. Through the 

labyrinth of tiny streets, you can reach the enchanting balconies, rising up on the cliff 

and feel the scent of tradition. 

CAFFÈ SERAFINI: Breakfast Room B&B dei Serafini has a new and exclusive 

breakfast room, overlooking the sea. You can feel the emotion of tasting a plentiful 

continental breakfast looking the sea form a little characteristic balcony. Caffè dei 

Serafini The breakfast... 

OUR BREAKFAST: You can feel the emotion of tasting a plentiful continental 

breakfast looking the sea form a little characteristic balcony. B&B dei Serafini has a 

new and exclusive breakfast room, overlooking the sea. 

Relaxing in a comfortable house. 

B&B dei Serafini is located in the old part of Polignano a Mare, 30 km far from Bari, 

south direction. The town shore develops along 16 km and is disclosed in numerous and 

suggestive natural calette (“beach” with little stones). Seen by the sea, the huge cliff 
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fascinates above all for the big number of caves and caverns, which extend until the 

inhabited area, which looks like rising up directly from the rocks. The old town is the 

most cool meeting point for visitors and tourists, and frame of many cultural events. 

Walking around the alleys among the white houses, you can reach the logge, charming 

balconies rising up on the sea cliff.  

Polignano enumerates among its illustrious sons two authentic talents: Domenico 

Modugno, one of the most greater exponents of the Italian song (Volare is one of the 

most popular songs in the world), and Pino Pascali, artist, sculptor and scene-designer 

of national and international importance, to whom Polignano has dedicated a Museum 

of Contemporary art. 

 A CASA DI ANNA 

Centrally located. The palace is located in the center of polignano a mare, just across the 

beautiful Aldo Moro square, two minutes to sea. Just make yourself at home. You will 

be greeted by the loving lady of the house in a cosy atmosphere intimate, relaxing and 

elegant. Free services. Enjoy our several free services such as: wifi, air conditioning, 

safety deposit box. 

Discover Polignano with us. 

OUR STORY: Plunged in the heart of Polignano a Mare, wonder of Puglia and 

Bandiera Blu 2017 award winner, "B&B a Casa di Anna" is ready to welcome you for a 

relaxing and amusing stay. Just across Aldo Moro square, heart of local nightlife, our 

B&B lies within a suitably renovated nineteenth century structure. Savor every morning 

the taste of apulian tradition, through the homemade breakfast made by the lady of the 

house, Anna. Featuring three wide and elegant rooms, "B&B a Casa di Anna" offers 

many services, such as Free Wi-Fi, air conditioning, safety deposit box and many more. 

We also offer additional services, such as transfer from airport and train station, bike-

sharing, rickshaw and outdoor hiking among the amazing Polignano a Mare landscapes,  

for an unforgettable experience. 

 CASA SILVESTRI 

Located 150 meters from the train station of Polignano a Mare, the B&B Dimora 

Silvestri, family run, offers free parking and modern air-conditioned rooms with free 

Wi-Fi connection. Equipped with rooms with TV and private bathroom with hairdryer, 
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the B & B has also a garden and a terrace. In the morning, is available breakfast with 

coffee and croissants, served in the next door bar. The B&B Dimora Silvestri is 40-

minute drive from the airport of Bari and 10-minute walk from the main square, the old 

town and the beaches. 

ROOMS: All our rooms are extremely comfortable, spacious and bright and enjoy a 

pleasant quiet, and they are at your disposal to offer you the most comfortable stay and 

a pleasant rest. 

MINI APARTMENT SUITE:  Our suite was conceived and designed to make unique 

the most important evenings of your life. The brightness that pervades her, make it 

shine in all its beauty, and the nuances of white and pearl gray will envelop you in a 

magical whirlwind of emotions. 

The Bed and Breakfast Dimora Silvestri offers its guests a family and impeccable 

service so you can spend your vacation or your business trip in complete serenity. 

Located in the center, a short walk from the station, do not need the means to move. 

You need only five minutes walk along the main street of the city to reach the Borgo 

Antico: the beautiful cathedral and picturesque alleys are just waiting to be visited. 

HISTORY ON POLIGNANO A MARE: It is said that while Caio Mario sailing in the 

Adriatic Sea, left his start Miyamoto looking for a landing, the bird was placed on 

un’erta cliff, overlooking the sea. Polignano Sea to be identified with the ancient 

Neapolis that, in reality, it is considered to be kind on a pre-existing center, around the 

fourth century BC, at the initiative of Dionysius, tyrant of Syracuse, to make it safe 

navigation to the Ionian Sea. There are testimonies from prehistoric times, with stations 

Paleolithic (Cave Colombi and thieves at Ripagnola) and especially with those 

Neolithic, starting from setting archaeological Santa Barbara. Thriving commercial 

center since the Roman age, as transit of goods and people in East directed, active in the 

Byzantine period and Lombard, where development is a municipal structure, Polignano 

was the bishopric since the seventh century AD and remained until the beginning of the 

nineteenth century, when it was merged with the Diocese of Monopoli. Since then 

underwent various dominations that alternated on our land. 

 CRIGIÙ 

Located in one of the most beautiful squares in Polignano a Mare, just 5 minutes from 

the sea and a short walk from the historic center, Crigiù Bed & Breakfst Italian is a 
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beautiful nineteenth century building that offers you a holiday home on two levels 

complete with all the comforts: large dining room with balcony and bathroom, a master 

bedroom with en suite bathroom on the first level, a bedroom on the second level with 

two twin beds, air-conditioning, a full kitchen with a washing machine. Bookable for 

long and short periods. For any further information please do not hesitate to contact us. 

 IL PALAZZOTTO 

The Bed & Breakfast "Il Palazzotto" is located just few yards from the historic centre of 

Polignano a Mare, in an ancient building. It is furnished with antique furniture and 

benefits from an independent and private lift. 

TERRACE AND SOLARIUM: Our guests will have free access to an ample terrace 

overlooking the Adriatic sea (with access to an independent small bathroom) and a 

solarium named “la barca di pietra” (the stone’s boat) with an outdoor shower. 

SIRENE: This room has a window with sea views, air conditioning and free WiFi. The 

private bathroom comes with a hairdryer and free toiletries. Free WiFi is available in all 

rooms. 

GAROFALO: This room has a balcony with sea views, air conditioning and free WiFi. 

The private bathroom comes with a hairdryer and free toiletries. Discover the charming 

dwellings of the Palazzotto. Elegant and unique, each room is equipped with all the 

amenities. 

 MINERVA 

An elegant building in a central, quiet and reserved, overlooking the lush green already 

piazza Minerva. A short distance from the historic center and the first beach can be 

reached on foot in 5 minutes, a hundred meters from the train station (every service that 

is easily accessible). The B & B Minerva is 20 meters from the birthplace of the eclectic 

Domenico Modugno. The apartments are spacious and well-furnished, recall the colors 

of the sea and the charming town. Many religious holidays or not, with fireworks over 

the sea, organized in the month of May that continue until the first week of October: 

Feast of the kite, Targa Crucifix, Sea Festival, Palio of the sea, the patronal feast of St. 

Vito, the feast of Saints Cosmas and Damian, religious festivals that take place in the 

country where they are combined with rural festivals. 
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POLIGNANO A MARE: Polignano a Mare is a fortified citadel of Greek origin. The 

town is perched on a rocky outcrop that rises over 24 meters above water level. The 

visit is a must: the beaches, the maze of alleys and courtyards of the historic center and 

the white facades of the houses overlooking the water. View from the sea, the broad 

cliff enchants especially for the large number of caves and caverns that stretch, 

sometimes, just below the town. The largest of these is the Palazzese cave or the Palace, 

so called because the property of their feudal lords. It is said that her extraordinary 

beauty had impressed even the Queen Giovanna D'Anjou, who stopped here frolicking 

with his page. Not only beautiful from a scenic point of view, the city is home to 

numerous and important cultural events such as the "Festival of the Book as possible" 

for four days hosts in the historical presentation of books by writers of national 

reputation; musical events dedicated to prominent people in the country which gave 

birth - Domenico Modugno and Pierluigi Galluzzi. It is the seat of the Museum of 

Contemporary Art Foundation "Pino Pascali" which contains works of the author and 

hosts solo and group exhibitions of young artists and well-known. Equally famous and 

exquisite sculptures of another young artist polignanese, the architect Peppino 

Campanella, which can be seen in his studio and exported all over the world. Many 

religious holidays or not, with fireworks over the sea, organized in the month of May 

that continue until the first week of October: Feast of the kite, Targa Crucifix, Sea 

Festival, Palio of the sea, the patronal feast of St. Vito, the feast of Saints Cosmas and 

Damian, religious festivals that take place in the country where they are combined with 

rural festivals. More and more frequently that produce, film sets. Given its geographic 

location, Polignano to easily explore not only the day and in the south-east of Bari, but 

also to reach as much as the Gargano Salento. The fascinating journey of the Caves of 

Castellana, the trulli of Alberobello, Locorotondo, Marina Franca, Fasano Zoo Safari 

and Fantasylandia, Trani, with Castel del Monte Andria, Ruvo, Lecce Baroque city, 

Taranto, Matera Sassi, Bari capital. 

ERA APARTMENT: Climbing the steps that give the apartment was, slowly begins to 

show the vast and elegant living room with a first area furnished with period furniture 

and the floor strong wall; a small peninsula separating the second area of the living 

room with comfortable sofas to relax. The balcony overlooks the piazza Minerva as well 

as the sophisticated bedroom. All the rooms are full of light and painted a bright blue 
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and relaxing, beautiful views from the balconies and windows even more in a clear 

night and full of stars. Complete the apartment a cozy wood kitchen with granite 

counter tops, double room and the pretty colored bathroom. Air conditioning and central 

heating for those who decide to live Polignano even in the winter months. The 

apartments of B & B Minerva are air-conditioned, spacious and very bright, both with 

fitted kitchen equipped with pots, dishes and linens, private bath and wifi. Breakfast is 

included. Room cleaning and change of towels, are carried out every three days (the hair 

dryer is available in both apartments). With us you can arrange excursions to discover 

the beauty of Puglia, with wonderful trails, take advantage of the free shuttle service 

direct to the station of Polignano a Mare and a shuttle service (for a fee) directed to the 

airports of Bari and Brindisi, by reservation. B & B Minerva offers the possibility of 

agreements with the Equestrian Center "Le Torri" for horseback riding or conventions 

with the restaurant of typical products of our land. Agreement with Rickshaw service 

(founded and run by young entrepreneurs Polignano) Active throughout the year for 

traveling in the country and in the various places of interest in Polignano. 

AFRODITE APARTMENT: When you enter the apartment Aphrodite, from the large 

living room you are greeted with a warm orange and turned on, from the paintings that 

refer to the idea of welcoming and two areas where you can relax reading a book or 

watching a good movie. The master bedroom, spacious and bright, is painted blue and 

decorated in such a way as to convey a sense of tranquility. It overlooks the beautiful 

Piazza Minerva, like all the other rooms. Complete the apartment beautiful kitchen 

colors blue and white, the pretty twin bedroom and the bathroom finished. The 

brightness of the apartment, meeting with the bright colors, creates an atmosphere of 

relaxation that takes guests from the first moment. Bedroom and living room are 

equipped with air conditioning, kitchen and double bedroom with ceiling fans and 

central heating for those who wish to spend time in Polignano even in the winter 

months. 

 PETALI ROSA 

Polignano a Mare is a beautiful town that overlooks the Adriatic Sea about 30 km from 

Bari in south direction and is characterized by its reefs, caves, caverns and balconies. 

Nearby: Conversano, Castellana Grotte, Alberobello, Zoo Safari of Fasano with the 

Convention, Locorotondo, Martina Franca, Cisternino ... 
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The Bed and Breakfast Petali Rosa born in the heart of town a few meters from the 

historic center and the sea. Offers its customers the ultimate in courtesy and availability. 

The rooms, arranged on 3 levels, comfortable, cozy and tastefully decorated, every 

room is distinguished by the name of a flower because it matched the colors of the 

furniture. The Bed & Breakfast is family run and offers information on attractions and 

events in the area 

OUR ROOMS: Each room is equipped for electric system automation, "smart house" 

system, intruder, multiroom audio connection adsl flat on the LAN, wi-fi and wired; 

citocentralino phone VoIP: intercom to interact to internal and external, with two 

channels engineers, available free of charge for calls to Europe (Fixed), Canada and 

America (also cellular); TV; air conditioning, perimeter surveillance system and 

entrance door with the opportunity to view camera system centralized on tv. The rooms 

have double, triple or quadruple, to 10 beds, bathroom with shower, tub, hair dryer. 

Kitchenette with dishes, mini-bar, microwave and washing machine. Each day is 

planned the reorganization of the room and change of linen. 

POLIGNANO A MARE: Polignano a Mare is a beautiful town perched on cliffs that 

rise from the clear waters of the Adriatic Sea, enriched with beautiful caves including 

the most spectacular in size, play of light and color is the Cave Palazzese. The presence 

of man dates back to Neolithic times and is attested by the archaeological sites of S. 

Barbara and Manfred hypogeum. The presence of Roman domination is evidenced by 

the Via Appia Traiana, which bears witness to the socio-economic dynamics of the 

ancient town. Wandering in the center polignanese you can see the artistic and cultural 

influence over the centuries has written his micro. In the historical center is accessed 

through the main door now called "Arc Marchesale" which was the only entrance to the 

city until 1780, when south-east was opened small door. The arch Marchesale still 

shows where the guides ran the grating, the ties of old doors and a century fresco 

representing the Crucifixion. Arch Marchesale passed, we reach the piazzeta dedicated 

to the noblewoman and writer Fulvia Miani Perotti, belonging to the family of feudal 

lords of Polignano, owners of the Palace Marchesale. Front is observed the Governor's 

Palace, left the palace dedicated to the artist Pino Pascali where you can see the 

'Archive Pascali and enjoy art exhibitions of various kinds, in Via dei Mulini is located 

the Church of Purgatory born at the Cemetery St. Martin. Continuing in Piazza Vittorio 
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Emanuele II admires the Palace Clock medieval and the Mother Church. The latter, 

built on a former pagan temple, is in Romanesque style and keeps within the works of a 

Renaissance sculptor Pugliese, Stefano da Putignano; paintings dating from the fifteenth 

and eighteenth centuries. and wooden furniture. The old town leads through alleys and 

lanes that come with the charming balconies overlooking overlooking the sea, offering 

visitors stunning views of the azure sea. Polignano birthplace of the famous singer 

Domenico Modugno, "Mr. Fly," which you can see a bronze statue dedicated to him on 

the waterfront. 

 GROTTONE 

The Grottone Bed & Breakfast lies in the center of the district Gelso, one of the oldest 

and well known areas of Polignano a Mare. It’s literally just a few steps away from the 

picturesque panorama of the Domenico Modugno seafront, from the pristine ocean 

waters of Cala Grottone, and from the beautiful beach basin of Cala Paguro. After just a 

short walk, crossing over the Lama Monachile bridge, one discovers the center of the 

town, where the winding and narrow streets of the old city still remain, where one is 

enchanted by the town’s beautiful Roman Cathedral, and can enjoy a breathtaking view 

from the terraces overlooking the sea. The B&B is an antique residence of two floors 

with charming studio and two room apartments: all comfortable, pleasant and simply 

furnished, but with attention to every detail. 

ROOMS: The B&B is an antique residence of two floors with charming studio and two 

room apartments: all comfortable, pleasant and simply furnished, but with attention to 

every detail. It's available, also a garage for your car. Our rooms equipement includes 

hair dryer, refrigerator, kitchenette, air conditioning, LCD TV. 

ISABELLA: The studio apartment, Isabella, situated on the first floor, offers a living 

room area furnished with a comfortable sofa, mini-bar, and television attached to the 

wall. The bathroom, with its blue tones of the ocean, contains a spacious shower area, 

equipped with hair dryer. The bedroom, spacious and bright, is separated by a wall that 

isolates itself from the living room, providing a calm area for rest and sleep. The rooms 

are air conditioned. 

AMELIA: The two room apartment, Amelia, situated on the first floor, is furnished with 

a kitchenette full of cutlery and dishware of to which one can avail themselves. The 

spacious balcony offers a beautiful view of the sea. The bathroom is equipped with 
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every comfort. An airy master bedroom completes the apartment. The rooms are air 

conditioned. 

ANGELA: The studio apartment, Angela, situated on the second floor, divides itself 

into a gracious living room, complete with kitchenette, television, mini-bar, and 

comfortable sleeping area. The bedroom is separated by a divided wall, which offers 

tranquility for resting and sleep. The bathroom offers a spacious shower cabin, complete 

with hair dryer. The rooms are air conditioned. 

SUITE ANTONIA: The two-roomed Antonia, situated on the second floor, is furnished 

with a kitchenette complete with cutlery and dishware. The spacious balcony offers a 

beautiful view of the ocean. The bathroom is equipped with a comfortable shower 

cabin, equipped with hair dryer. An airy master bedroom, with television, completes the 

apartment. The rooms are air-conditioned. 

GROTTONE DEPENDANCE: "Grottone Dependance" mini-apartment can 

accommodate up to 4 adults, thanks to a double bed and two single beds on a wooden 

loft accessed by a spiral staircase. Ideal for families or groups of friends also features a 

full kitchen and a bathroom with shower. In the house you will find lcd-tv, washing 

machine, stove with an electric oven, inverter air conditioner, wi-fi. The dependance is 

situated on the ground floor with private entrance. 

LOCATION: The Grottone Bed & Breakfast lies in the center of the district Gelso, one 

of the oldest and well known areas of Polignano a Mare. It’s literally just a few steps 

away from the picturesque panorama of the Domenico Modugno seafront, from the 

pristine ocean waters of Cala Grottone, and from the beautiful beach basin of Cala 

Paguro. 

POLIGNANO A MARE: Approaching Polignano, one sees the vision of cliffs born 

from the depths of the sea. They have since becomes white houses, standing out amid 

the pristine blue sky. It's a town which hugs the shore of the sea, where fishermen still 

go out on their gozzi to the horizon until dawn, their background the setting sun. It's a 

spectacular vision that must be seen at least once. Polignano rests motionless in time, 

and yet in the summer bustles with perpetual motion, where tourists pour themselves in 

crowds to the ocean's reef until evening, and then relish in the region's gastronomic 

specialties, such as the well-known artisan gelato. Polignano, a historic city center, 

pulsates with rhythm in the summer evenings. The bell tower of the Cathedral S. Maria 
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Assunta stands out in the square of Vittorio Emanuele II. The Holy patron of the town, 

S. Vito, up from high next to the large clock tower, embraces the square with its regard. 

The cathedral is a small jewel that embodies the altar of Vivarini and the nativity scene 

of Stefano da Putignano. Polignano is a land of artists and singers. Everyone celebrates 

Mr “Volare”, Domenico Modugno, the most well known Italian singer in the world, but 

little know that he was born right here in Polignano, as well as Pino Pascali, the 

international multi-faceted modern artist. This is Polignano a Mare…come and discover 

it! 

 MALÙ 

Welcome to Our World. Welcome to Malù. Malù is the gem of Polignano a Mare, set in 

the most beautiful point of the Apulian costline. The attention for welcoming and the 

hospitality typical of Apulian are combined with the splendid overlook on the medieval 

village that overhangs the sea, visible from the outstanding terrace of Malù. We offer a 

charming "oasis” where our guest can live moments of pure relax during their stay. 

During the evening Polignano shows its beauty, with its festive atmosphere that 

characterize this magic land.  

BED & BREAKFAST: Malù is a splendid Bed & Breakfast located in the seabord of 

Polignano a Mare, the perfect place in Apulia to spend the summer, thanks to the music 

(Polignano a Mare is the birthplace of Domenico Modugno, infact at about 20 meters 

from Malù there’s a statue named after him) and the stunning sea, awarded with 

“Bandiera Blu” and "le 4 vele di legambiente” (two of the most important Italian prize 

for the safety and the pureness of the sea). The first purpose of our staff is to make the 

guest stay the better as possible, showing the warm welcome typical of Apulian, and 

impressing with the stunning skyline overlooking the wonderful medieval village and 

the majestic cliff that overhang the sea. The perfect mix to relax during the vacation. 

The originalty of Malù is in the name of the room inspired by the discography of Mr. 

Volare (it’s a chance to live a pleasant stay in the Wonderful “Meraviglioso”, “Nel Blu 

dipinto di blu”, or maybe “Tu si na cosa grande”, “Uomo in Frack” and “La Donna 

riccia”) and the stave painted on the wall. The white of the wall surrounds you joined 

with the light blue that inevitably makes you think about the crystal clear water. 

Furthermore Malù is now included in the prestigious Guida Michelin, and it has also 
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given hospitality to the marvelous actors of the American soap opera Beautiful, during 

the shooting. 

ROOMS: The Suites and the Rooms are elegant and refined and offer the greatest 

comfort. The white of the wall surrounds you joined with the light blue that inevitably 

makes you think about the crystal clear water. The closeness of Domenico Modugno’s 

statue has inspired the choice of the name for every room (they have the same name of 

his song): “Meraviglioso”, “Nel Blu dipinto di Blu”, “Tu si na cosa grande”, “Uomo in 

Frack” and “La Donna riccia”. 

MAISON LULÙ AND NANNÌ: Malù is pleased to present our wonderful Maison Lulù 

and Nannì. Inspired by the names of grandparents Lulu (Luluccio ... Alias Grandfather 

Paul) and Nannì (Nannina ... Alias Nonna Anna), the Maison is beautifully finished 

apartments, located on the ground floor, equipped with a kitchen , air conditioning, sofa, 

LCD TV, bathroom with shower, free wifi. 

DELUXE ROOM: Our Deluxe room is a jewel thanks to the private terrace with beach 

umbrella and sun beds, and the only private access to the big panoramic terrace, perfect 

to gaze at the beautiful crystal clear sea and the wonderful Medieval village. 

SEA VIEW DOUBLE BEDDED ROOM: This is a comfortable and spacious sea view 

room with a little private balcony that overlooks the stunning Medieval village. 

SEA VIEW SUITE: This is the most comfortable room that has a panoramic view on 

the breathtaking sea and the little medieval village from the private balcony. 

DOUBLE BEDDED ROOM: The standard room is a comfortable and spacious room 

with a private balcony. 

DOUBLE ECONOMY- SOLE USE OR SEPARATED BED: The Economy is a 

splendid and comfortable room. 

DON FIFÌ: Independent apartment with sea view. 

LOCATION: 

POLIGNANO A MARE: The Pearl of the Adriatic sea. Polignano a Mare is the pearl of 

the Adriatic sea, with its beautiful crystal clear sea and the beautiful Medieval village 

clinging on the stunning sea caves. It is an "oasis” in the province of Bari, where the 

beauties goes from the beautiful "Trulli” and Caves in the inland to the splendid sea 

view terraces and balconies of the majestic sea town Polignano. It has been awarded 

with the Notorious price “Bandiera Blu” and “le 4 vele di Legambiente”, (two prices 
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given to the cities with the safest and the most beautiful sea). Except from the 

wonderful sea, Polignano a Mare count on the hospitality of the people, and the 

tradition and to welcome the tourists. During the evening Polignano shows its beauty, 

with its festive atmosphere that characterize this land.    

PINO PASCALI: Pascali was an eclectic artist who worked as sculptor, stage designer 

and performer. His works show in the best way the Mediterranean culture (the 

cornfields, the sea, the land and the animals):  A collection of works is dedicated to the 

weapons, toys made up with recycled objects (metal, straw and ropes) and a lot of his 

work are dedicated to the mass society. 

 MASSERIA ALMADAVA 

The journey that brought us to Almadava. Alessandro and Marica lived and worked in 

Rome for many years, among its traffic, noise and urban bustle. In 2011, they decided to 

move to Puglia to start a new adventure, sharing their dreams, and looking for a farm to 

live in where they could embark on a new journey with enthusiasm and passion. As 

everyone knows, a journey involves details, stirs the emotions, and brings a little 

apprehension. It starts with a race between heart and head, a strange happiness that 

overcomes everything, and a desire to reach the destination amid new sensations and 

emotions. Alessandro’s and Marica’s journey towards Almadava saw them leave the 

capital for the village of Polignano a Mare, a journey that lasted years and changed 

them. They searched for months to find this home, and immediately fell in love with it. 

The walls, the stone, the fragrances, the colours, and the intense light filling the rooms 

and illuminating the countryside, won their hearts forever. Almadava is a story. It is a 

story of departures and returns, amazing places, and a new path of discovery. A story of 

wise and ill-judged decisions. A wonderful story of love for this farm, this land and the 

rich, intense aromas of its rural surroundings. 

THE HOUSE: The house that will be your holiday home. Almadava is an old and 

completely restored 19th century farmhouse in the Puglia countryside at Polignano a 

Mare. Almadava represents the old-world warmth of the hearth, tranquility, a peaceful 

haven where you can rest for a few days and enjoy the slow pace of nature and country 

life. The farm retains the original charm of a bygone era, with details faithful to rural 

tradition. The six guest rooms feature a range of colors and decors created by craftsmen 

who used recovered materials to create a unique, setting under the careful guidance of 
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the owners. Each room combines simplicity and elegance, passion and feeling. In 

traditional farmhouse style, communal spaces are dedicated to conviviality, 

togetherness, sharing and socializing. The wide portico, the cellar, the citrus trees, the 

orchard and the synergistic organic garden all add to the rural atmosphere, while a 

superb swimming pool surrounded by greenery and blending with the environment is 

the sole concession to modernity. 

BREAKFAST: The breakfast that welcomes the day. In Almadava, we like to greet the 

morning with natural and organic “0 km” products. Alexander and Marica are guided by 

respect for nature and the territory, offering Puglia’s finest products prepared with care 

and attention. A hearty breakfast of sweet and savory items to satisfy all tastes and give 

a great start to your day. Homemade bread, organic jams, doughnuts and pies made with 

fresh eggs, freshly picked fruit and everything you need for an invigorating breakfast. 

THE ENCOUNTER: The encounter between people and stories. At Almadava, we try 

to create perfect harmony between people, stories, and lives. The farm is meant to be a 

place where guests find exactly what they are looking for, whatever that may be. A 

place for the soul, where you can feel at ease, in harmony with yourself and others. At 

Almadava we offer space and time to meet, live, share moments of life together, listen, 

and find inner peace and well-being. 

PUGLIA: Puglia that is part of us. Puglia is now home to Alessandro and Marica; it is 

now part of them. This unique region offers many different and intense experiences; its 

landscape is a blend of various colours and characteristics, and the food is superb. It is a 

land of welcome and new experiences. Almadava is located in the heart of Puglia. The 

farm lies a few kilometers from Conversano, Castellana Grotte, Polignano a Mare, 

Alberobello with its UNESCO heritage trulli houses and Locorotondo and Martina 

Franca in the Itria Valley, one of Puglia’s most attractive areas, Bari, the white city of 

Ostuni and the Basilicata Matera, 2019 European capital of culture, are all nearby. 

4.2 Reviews on TripAdvisor 

 

 HOTEL COVO DEI SARACENI 

dbiWashington_DC, 2 weeks ago:  

“Polignano a Mare - Lovely hotel on the Adriatic sea with beautiful views. Very 

friendly and helpful staff, immaculate rooms and lobby area, lovely little lounge open 
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until 10 pm. Great breakfast buffet every morning. Conveniently located: 10 minute 

walk to the old town, and to several amazing restaurants, 15 minute walk to the train 

station. You can swim outside when weather permits. I loved this hotel.” 

PMB54, 4 weeks ago:  

“Lovely hotel in an unspoilt part of Italy - a hotel in a great location. Lovely 

rooms and very friendly staff. Good base for exploring Puglia. Polignano a Mare has a 

great atmosphere and plenty of good restaurants. Local beach is very picturesque but 

stoney although some good quiet beaches close by if you seek them out” 

Jason and Emma C, September 18, 2017:  

“Great location with beautiful views! - Stayed at this hotel for 2 nights with my 

husband & overall we had a great stay. The hotel is in a prime location situated right on 

the stunning cove. (Our rooms balcony overlooked this cove which was a real treat!). 

Our room was a little on the small size, very clean & simply furnished. We had 

everything that we needed but you could not really describe the room as luxurious. Our 

bathroom was a little on the dated side but again very clean. We would really 

recommend the hotels restaurant, amazing views & fabulous food, very reasonably 

priced too! Breakfast was served in a really beautiful room, plenty of choice but we 

found that the service was very slow. We waited over 15 minutes before we were 

offered a hot drink one morning & the room was nearly empty. I would stay at this hotel 

again dispite the few criticisms, with a few improves this hotel could be perfect.” 

Emidec82, September 4, 2017: 

“Avoid superior room in the annex - The hotel is pretty good but don't ever get 

the rooms in the annex. It's a low quality complex and extremely humid. To be honest, 

we feel like the room we got was mis-advertised. We paid a lot of money for a sea-view 

superior room in the annex but there was nothing superior about the room and the sea 

view was more a parking lot view. Air conditioning wasn't working, the room was quite 

small, with oldish, ruined furniture, and a very bad shower in the bath tub that was 

impossible to use properly unless you are a dwarf. The biggest disappointment was the 

"sea view" -- the room is on ground floor in a noisy parking lot and you really don't see 

the water much anyway. We asked reception to move us but they only "offer" upgrades 

for €200 plus. Location is great but other than that, we really feel the room was not as 

advertised, and not worth the money at all.” 



92 

 

Love2TravelInCA, September 2, 2017:  

“Great stay! - Excellent location overlooking the ocean, near 2 bathing coves, 

and the city center with tons of great restaurants. Had a room in the main building with 

a large patio overlooking the beach. Breakfast was generous, with a large buffet filled 

with fresh fruit, sweet pastries, boiled and scrambled eggs, and savory meats and 

cheeses.” 

 CASTELLINARIA HOTEL 

Magdalena92, 1 week ago: 

“Very relaxing and friendly - Hi, we have just spend a lovely two weeks in 

Castellinaria Hotel. 'Yes' as lots of people mentioned the hotel is old and maybe needs a 

bit of an upgrade but it didn't affect our holiday at all. It's old but very clean. The staff 

are more than helpful. Always happy to help and nothing is a problem. Lovely 

breakfast, lots to choose from and great service! Very family orientated, we traveled 

with our 2 year old son. The private beach is a bonus! Plus You are in a central location 

to lots of tourist attractions. Thank You All, Magda and Family” 

tanjaGozo, October 2, 2017:  

“Very nice setting but needs urgently an upgrade. - The setting of this hotel is 

wonderful with a private beach. The room ensuite was clean , but they really should 

consider a update bathroom and furniture . We saw/smelled the newly painted...but 

there it stopped. Minibar had only 4 small bottles of water . When we arrived at 15.00 , 

we could not have lunch or a drink and without a minibar, we ended up in the full 

station a few hundred meters away from the hotel to buy a coffee. Breakfast was a nice 

variety , however coffee tasted like light tea. The first look of the garden/beach area is 

just wonderful and romantic , but then you start seeing rubbish everywhere , it s a pity . 

It could be a real paradise....” 

loganbogans, september 30, 2017:  

“Established 1978 or are we in 1978? - Our room, 2 seperate matresses 

pretending to be a double bed, could hear neighbours flushing toilets during night, hope 

you packed your binoculars... not for the view BUT to see the small TV, Make sure you 

have your life insurance up to date as trying to charge your device in the power points is 

more then risky! Also need to step back in time to operate the aircon... NOW the 

ensuite... nothing has changed in 40 years, you pull a handle to flush the toilet and it 
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sounds like Niagra Falls, the shower is made for 1 person, unlikely to shower together 

unless you weigh 40kg each, as for the rain fall shower head it's more or less the feeling 

of a bucket of water being dumped on your head... note to self always turn cold water 

on full or else risk 3rd degree burns... AGAIN! Breakfast was a 6/10 which is a great 

rating for this establishment, 6/10 because there was plenty of salami, bread and cheese 

which we love to eat, the coffee was worse then my 10 yo home made kettle coffee. The 

rusty push bikes were handy as we are so far from town and luckily the service station 

close by sold wine so we could drown our sorrows... Bonuses went to the ACDC loving 

rececptionists who were extremely helpful and the view from breakfast, you are paying 

purely for the private beach, watch out for the topless grandmas!!!!! Thanks for reading, 

hope you enjoyed our review” 

anfieldboy, July 25, 2017:  

“An absolute treasure - This was a family holiday. We stayed a week. Hotel and 

staff were excellent throughout and made our holiday a wondeful relaxing experience. 

Very family orientated. Hardly any non italians!!!! Sandy beach at back of hotel with 

umbrellas, sun lounges, chairs, pizza parlour. It was very hot reaching 37 degrees. Sea 

was warm with lifeguards on hand. Rooms were basic but spacious and clean with very 

good air conditioning. We had a car which we needed as hotel is a few kilometers from 

the town. Its about 40 minjutes from Bari airport. The town is historic and not 

commercialised, so go quick. Everything is reasonably priced, food, drink, coffee etc 

and locals are very friendly. Red Bull diving from cliffs was on during our stay which 

brought huge crowds and great buzz around. Overall we had a great stay and highly 

recommend as a place to stay.” 

Sandra C, June 8, 2017:  

“Hotel and personnel above expectations - Hotel and personnel above 

expectations, Beautiful location, so romantic. Kind staff, (but in general pugliese people 

are very kind and very helpful everywhere we went). hotel clean, bedsheets and towels 

changed every day. Large varied breakfast but small choice as regards dinner (maybe 

because it was low season.....).” 

 HOTEL CALA PONTE RESORT & SPA 

Cris_Selbach, 4 days ago: 
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“Great facilities wasted by very bad services - We found the decision to be based 

in Polignano a Mare to explore this part of Puglia to be very good. Stayed there for 4 

nights to explore Pulignano, Metropoli, Alberobello, Bari and Ostuni. Among those, the 

cities of Polignano and Metropoli were our favourites, very charming. In this context, 

the choise of this hotel was very good in terms of comfort and facilities, but quite bad 

when it comes to staff. Our experience with part of the staff was so bad that almost 

wasted our stay in Puglia. Gladly the beauty of this region did not let it happen. The 

hotel had a very nice pool area, great space in the room, comfortable bed, amazing 

bathrooms and was very clean in general. The facilities are indeed impressive and very 

good. However, the down sides were: (i) staff - not as helpful as in other places we 

stayed, hard to communicate in English and we had a very bad experience with two of 

the staff who served at the restaurant (one of them was quite rude on our first day 

because we arrived at Breakfast 10 minutes before 10am when it would end serving 

breakfast, the other did not understand any English and was also not inclined to help 

with any of our request to adjust to the needs of our 1 year old daughter). Fortunately 

we had a good experience on our last day with the other restaurant manager to 

compensate. (ii) location - the hotel is quite close to the city of Polignano, but not 

necessarily walking distance and during high season it must be impossible to find places 

to park in the city (we were there during low season and it was already hard enough). 

(iii) Spa only opened for 2 hours from 10 to 12 which we found to be quite 

inconvenient. (Iv) charged 20 euros per day for a crib for our baby (none of the other 

hotels we stayed in other parts of Italy during our 21 days trip charged for the crib at 

all), amount which would allow us to buy a brand new portable crib. (V) reception did 

not help with any info or map - only advised to go to tourist information desk at the city 

center.” 

Holidaylover091, 2 weeks ago:  

“Very average - Firstly, with one or two exceptions the staff at the hotel could 

not have been more friendly or helpful, they tried their best to help us whenever they 

could. We stayed for a week in late October and I had booked half board through a UK 

website as the hotel is some way from the town. The whole site is modern and 

spotlessly clean. The rooms are at ground floor level with a terrace in front, are spacious 

and very well decorated but somewhat impractical. There is a hanging wardrobe and 
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one drawer, so for two people for one week this is not adequate storage. In addition 

there is no privacy whatsoever from people strolling past the terraces, this meant for 

most of the time we needed to keep the net curtains closed to afford some privacy. The 

shower is Modern and toiletries are provided, with a good hairdryer. Breakfast was 

quite good with a varied choice of food, replenishment was a little slow and if you were 

not early enough the food was not replenished at all. Hot food was just scrambled egg 

(again not replenished) and bacon. We had to ask for the bread to be replenished 

practically every day, and milk was another thing which seemed to run out constantly. 

The biggest disappointment throughout the week was dinner in the restaurant. Although 

the food was of fair quality and well cooked, there seemed to be no actual menu for a 

couple of days, we were presented each morning with a handwritten note as to what the 

food would be that evening. I will freely admit that am quite fussy, however we were 

offered the same few choices every night throughout the week, and never saw salad or 

potatoes mentioned at all. Towards the end of the week we asked if salad and omelettes 

could be served, and the chef kindly cooked this for us. The restaurant wine is well 

overpriced with the price per bottle starting at €25. We were rather surprised when we 

saw the same wine in a local supermarket for under €3. (same grape, same label etc 

exactly) The restaurant was very brightly lit, with only a couple of tables set, and totally 

lacked any sort of ambience. Although the hotel seemed full at breakfast it appeared 

most people preferred to eat elsewhere at dinner time. After the first couple of nights we 

understood why, we sometimes felt as though we were interrupting things by wanting to 

eat there. I asked after the first two nights if we could cancel our half board arrangement 

however I was told this would not be possible. We were offered a snack lunch instead, 

but again, we never saw anyone at all in the restaurant at lunch time, not even staff. The 

pool area is fabulous with a very large pool which was clean and sparkling if very cold. 

Pool towels are provided free of charge and plenty of comfortable sunbeds are provided. 

The hotel is about 40 minutes walk to Polignano which was not a problem however it 

does mean you are a little bit remote from what is going on in the town. The small 

Hamlet of San Vito is a 15 minute stroll away and there is a bar and restaurant in 

season. In fairness we stayed out of season and the hotel seemed mostly aimed at 

commercial overnight stays. Had we booked bed and breakfast we would have been 

quite satisfied however our disappointment with the restaurant was so considerable that 
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it spoiled a large and important part of our holiday. We have found better food and nicer 

restaurants in much cheaper hotels throughout Italy. We would not return.” 

Emanuele R, September 7, 2017:  

“Amazing! - Beautiful Resort with a great staff. Everyone was helpful and 

welcoming. Highly recommended to couples and families. The area is surrounded by 

olive trees and the city is just few minutes drive away. If you are in Polignano a Mare 

on vacation or on a business trip, you should totally consider booking a room here.” 

Ggcaiazzo, August 31, 2017:  

“Beautiful and modern! - This resort is less than 10 minutes from Polignano al 

Mare. Modern, in a grove of olive trees surrounding a huge pool, you will be tempted to 

stay at the resort for your whole time. The rooms are spacious with covered terraces. 

Each is in a peaceful setting. The staff are very nice and helpful. They also serve a very 

varied and ample breakfast.” 

Allsusan, August 25, 2017:  

“Close to Polignano e mare without the cost - Very friendly and helpful staff, 

perfect for families with lots of room for kids to run around, the pool was amazing. 

Website said they had a view of the marina it does not and the food was adequate but 

nothing special.” 

 PIETRABLU RESORT & SPA CDShotels 

Silina77, 2 weeks ago:  

“HOSPITAL - Do not go, unless you are a pensioner who needs a hospital 

regime and environment. Catastrophy of interior/exterior design, shortage of green area, 

wide family (one bedroom, two bathrooms) rooms, but nothing, NOTHING for 

children. Rooms are very uncosy with light blue tiles and small small windows. Pool is 

such a tiny puddle (how you can use it, if the hotel is full?). Restaurant is more a school 

canteen, although the service is good. Most of guests are pensioners' groups sitting 

around long group tables. Eating are 3 times per day for 1,5h only. Breakfast until 

9:30!!!! Strand is very rocky, but there is a narrow access to the water. Such a 

disappointment for choosing it as a vocation for our family.” 

SMRHBoston, 3 weeks ago:  

“Rail Discoveries Holiday - The hotel is set in pleasant grounds, well looked 

after with lots of tame rabbits around. The rooms are spacious, very clean, comfortable 
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bed, living room and 2 bathrooms, (one of the toilet seats was broken on arrival and 

though I reported it, nothing was done to repair it). The room had a free safe, a fridge, a 

kettle , milk could be obtained from the bar, tea and coffee were not replenished, luckily 

as always we had taken our own. We do not understand why but as we were with a 

party of 40 people we were allocated 4 tables in the upper part of the dining room ( 

canteen style). We are sociable people but we would have preferred 2/4 seat tables. The 

food was not particularly good, bland, repetitive and lukewarm. The meat was 

unappetising , fish was passable, the best part were the sweets. Although tables should 

be cleared quickly the speed of the waiters was very annoying, our plates were often 

almost removed before we had finished eating. Some guests even had their wine glasses 

and cutlery removed when they had gone to get the next course! It was very noisy and 

chaotic, the waiters were not very friendly and the management were even less friendly. 

The bar staff were pleasant and the all inclusive basis was quite extensive. Wi fi in the 

bar area was good and intermittent in our room. . The on site shop was closed as it was 

the end of season, luckily we didn't need anything and as we were out on trips it might 

have been difficult to buy any essentials. Although we enjoyed the holiday as we saw 

the lovely sites in south east Italy, we would not return to this hotel or to the area. We 

have been to several other areas in Italy but this was completely different.” 

Anne L, 4 weeks ago:  

“A mixed review - The hotel is very attractive, with a lovely pool and private 

beach. We went there with Rail Discoveries on an all-inclusive basis. The 

accommodation is set in blocks of rooms arranged around the grounds. Ours had a view 

over one of the well-kept gardens with lots of palm trees (and rabbits). The cleanliness 

of the rooms was excellent. It was a large apartment for two of us, with a sitting room 

with tv and sofa, a large bedroom also with tv and 2 fully equipped bathrooms. Our son 

also had a sitting room in his apartment, all in all very spacious. Our only complaint 

would be the food. Although there was both hot and cold food available at mealtimes, 

all self-service buffets, there was very little variety. We seemed to have been eating the 

same food for a week! The only bacon was in fatty, undercooked strips and the 

scrambled egg was like a cake-bake (maybe that is he acceptable Italian style, but 

inedible to us). We wouldn't revisit.” 

Diatribe2017, September 23, 2017:  
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“Not suitable for the elderly - This resort is only for the young and fit. I am 

disabled and found the walk from the coach to reception too much! Reception, the 

restaurant and the bar are all separate buildings and not close together. If it rains you get 

wet!! The restaurant is chaos and has the rudest waiters I have ever met. There are 3 

sections with 2 steps and a ramp between 1 and 2 which makes it very difficult to carry 

plates of food. The eating area is like a big barn with every one having to go through the 

narrow walkway to get to all sections. The waiters come barging through piled high 

with dirty plates and glasses nearly knocking me over several times. I had to ask other 

people to guard my food because if you left the table to get a roll or a glass of wine then 

your table was cleared even if there was a plate of food on it!! Loud music is played all 

day and I mean LOUD. I used to retreat to my room, closed all the window shutters and 

doors and still could not here the tv. I cannot think of anything good to say about this 

resort.” 

AttilaBugar, July 25, 2017:  

“Perfect Family Vacation - We stayed here with two kids (9 and 12) for a week, 

and had a wonderful vacation. The location is beautiful, the hotel and the park is very 

well maintained, the food was excellent. We loved the baby dance and the funny shows 

every evening, although only one of us speaks Italian, but still it was very entertaining 

for all of us! The rabbits all around are very cute! Very nice and friendly staff, 

everything was PERFECT! We will definitely come back.” 

 BORGOBIANCO RESORT & SPA 

Ronald V, 2 weeks ago:  

“Quite Retreat in the country side - Beautiful hotel in a country side setting. The 

staff is amazing, front desk, van driver, bar and restaurant. They provide a van service 

to Polignano A Mare main street and pick up at night. No need to rent a car which is 

expensive, they will arrange limo service to other towns.” 

Gay f, 3 weeks ago:  

“Great service, but facilities not what I’d expect for a 5 star hotel - My husband 

and I had a very enjoyable three nights and appreciated the friendly and attentive service 

from the waiting staff in particular. We had a half board option which was extremely 

good value and the food was a combination of good, extremely good and occasionally 

pretty below average. The wine list was excellent. For a hotel that has been rated 5 stars 
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the facilities are incredibly disappointing. We paid extra for a suite, which was basic, 

well laid out and comfortable, but little things like a loose loo seat suggested that the 

attention to detail is poor. Good fridge and kettle/Expresso machine. 2 small bottles of 

water each day. Excellent wifi everywhere, that was free. The bicycles need attention 

and the gears and brakes were really poor. The pool( which initially was shut but they 

kindly opened it at my request,) was slimy and slightly green. And freezing, but that’s 

normal for Italy. A heated outdoor pool would be such an attraction in autumn and 

spring. The spa was nice. The hotel itself is attractive and well laid out, and with some 

investment in the facilities and management to make it more luxurious and worth of the 

5 Stars it could be really special. as it is, I wouldn’t go back, d still enjoyed the stay, but 

it was the waiting and bar staff that made it” 

Maxim H, 3 weeks ago:  

“Classy, boutique hotel-remote but with a free shuttle - We stayed as a family in 

the August holidays. Super service and the staff went out of their way to make sure that 

we had a sea view , even if it meant a free room upgrade. The pool is gorgeous and you 

will need to rotate to stay in the sun all day or the shade as you prefer. There are lots of 

lovely umbrellas and pods you can shelter under. The breakfast is exceptional, 

especially the Nutella cake. The room is set to a very high standard. i had read a few 

dodgy reviews- none are true- this is a high end Sofitel hotel in the M series. The food is 

expensive- high end boutique style stuff.. It was not for our family. We ate the breakfast 

that was included and very ample. We had one dinner at the restaurant- very gastro very 

pricey and very hungry afterwards. The traditional dinner may be worth it. it is a buffet 

with ample amounts of food and local artisan crafts people come up an entertain, dance 

with you and it is kind of fun. There were bikes (average quality) to loan for free and 

you can explore the local area. You need a car to reach the seaside towns (20 min 

drive)BUT there isa re shuttle that is very obliging. It holds about 9 people so you need 

to book it in advance. The hotel has deal with a local beach club and you get a discount-

still pricey. This is a great place to chill, not child unfriendly but my rather boisterous 

teens were kept on a narrow lead by us as i felt they were liable to disturb the beauty. I 

would still bring them again if we rebooked. This hotel was classy, lovely and has 

lovely friendly helpful staff” 

Mike E, September 19, 2017:  
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“A wonderful week in Puglia - The staff were extremely helpful without being 

intrusive, the hotel was in a lovely setting in a rural area with sea views, outside space 

was immaculate and the pool was large enough for a decent swim. Rooms were clean 

and well serviced - terrace was great with wonderful view of the coast and even a Trulli. 

Ideal location for touring - Matera, Alberobello, Martina Franc etc as well as local 

Polignano and Monopoli. Food including breakfast was very good, evening meals were 

fantastic and imaginative with local produce. I would return without any hesitation. 

Donato runs a friendly but tight ship as Maitre, his staff are helpful and attentive. Really 

relaxing with Spa facilities and comfortable outdoor spaces to sit and ponder , pool was 

large and well looked after with bar and food area at hand.” 

Girolamolm, September 12,2017:  

“Perfect - We really enjoyed our week in Borgobianco. The hotel is great, the 

room is perfectly equipped, clean and well decorated. The bed is well suited for a 

restoring night. The pool is very calm and well equipped with longchairs, vestiaire, 

toilette and showers. The restaurant is proposing a very good menu. The breakfast is 

proposing local and fresh food. The local team is very friendly and their goal is to 

answer all your wish. A big thanks to all the people of the hotel for all they did for us to 

make this stay a wonderful one.” 

 HOTEL NICOLAJ 

Monique b, July 22, 2012: 

“bad service - We spent 2 nights at this hotel, even if the architecture is ok and 

with a nice swimming pool, the servive is not as professio9nal as we can expect for this 

level of price. Nobody speaks any foreign language,staff never smile, breakfast is really 

poor, nothing fresh and hot water for tea is not hot...in the bathroom soap is unexisting. 

Bref, not a good address, lack of management.” 

 L’ABBATE HOTEL 

CCbirds, September 3, 2017:  

“DON’T STAY HERE - DON'T STAY HERE. They have stolen my jewellery, 

within hours of me leaving I rang to be told I hadn't left anything I'm the room, when I 

explained exactly what I had left and exactly where, the only response I got was 'No'... 

So not only do they have a theif working there, no apology.” 
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Igheorghita, August 17, 2016:  

“OK for 1 night - The place is 1.5 km away from Polignano center, you can only 

get there by car (the hotel is right next to the national road). We got a room on the 

corner, it was well isolated from street noise - not so much from the sounds inside the 

hotel. We had a good sleep. Personnel was nice. Some details can be improved: wifi 

didn't work in the room; there was no outlet near the beds. For a more atmospheric 

experience maybe it's worth trying somewhere else.” 

Sayla, July 24, 2016:  

“View of a Goat! - This hotel was fairly new, and a short drive or 15 minute 

walk from the town of Polignano a Mare. It was clean, simple, and had a nice patio 

(ours overlooked some land with a big olive tree and a goat!). A great place to base out 

of, and very convenient. Lots of parking, and an extensive breakfast buffet is included!” 

Craig F, May 30, 2016:  

“Find somewhere else in summer - Even when accommodation is cheap it's not 

necessarily worth it. Couldn't fault the staff, very pleasant and helpful and English was 

good. But we couldn't get the fridge or Airconditioning to be cold, so all the 

Airconditioning really served to do was drown out any traffic noise. It was an odd 

feeling to not see another guest at all - not in the halls, reception or at breakfast. Leaving 

us to believe we were the only one's staying that night. Wouldn't stay there again.” 

theDteam, September 24, 2015:  

“Stop over before the Rome trip - Came to polignano a mare to check out the 

nearby grotto restaurant, we stayed in this lovely hotel . It was a bit tricky to find as it is 

right on a bridge basically but once we found it we were very happy with the service 

and the room. We did not end up eating at the grotto as it was ridiculously priced and 

not at all welcoming . We did get some good pics though. The staff at the L'Abbate 

were lovely and could not have been more helpful . We were off season so the 

restaraunt was not open but they recommended a nearby place to eat .” 

 MAZZARELLI CREATIVE RESORT 

Maria B, 1 week ago:  

“Contemporary Resort, great service, we will be back - The resort is stunning, 

new and very contemporary. We did enjoy the entire design of the hotel, as well as the 

outstanding service. The restaurant offers an excellent choice of local dishes and wine, 
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the cook is excellent. The menu changes daily - thus we were very happy to have lunch 

and dinner every day during our stay. The bed is very comfortable and in principle, the 

entire resort is really quite - perfect if you want to relax. Depending on the location of 

the room you might hear your neighbours above you or housekeeping talking in front of 

your door. However, we were so happy with our room and its own terrace - we will be 

definitely back next summer. Minor improvement is recommended on: Free of charge 

coffee and water on the room (especially in this category)” 

Bride881, October 1, 2017:  

“lovely hotel! - Really enjoyed a few days here with our son. An incredibly quiet 

peaceful hotel and more catered for couples and people who are looking for peace, 

rather than young kids. But they cater well for children in the restaurant in the evenings 

and do their best to make you feel welcome. Breakfast basic but ok, you can order eggs 

and bacon. We enjoyed the lunch menu and relaxing around the pool and the food 

quality is good. Its in a secluded area so if you are looking for lovely new rooms ( 

everything spotless and new) with a lovely pool and to just unwind then this is the place 

for you. Negatives are the wifi, very sketchy but that would be because of remote 

location. I recommend it!” 

AndyTompkins, September 19, 2017:  

“Great Hotel - We stayed for 11 nights in September in a deluxe room in the 

main house. The quality of fixtures and fittings is very high and the hotel is beautifully 

styled. Bed really comfortable, bathroom superb and fantastic views from the balcony. 

We ate lunch and in the evening a few times and found the food great and not 

overpriced with daily menu changes. Breakfast in simple but perfectly adequate. Pool 

was deserted most of the time given there are just 9 rooms and pool service brings cold 

water in an ice bucket to your sunbed. Hotels on a hill so there are simply stunning 

views all round and it's so quiet. Staff are the best you'll get, nothing is too much trouble 

and there's always a smile and a chat. If you want a relaxing break in tranquil 

surroundings and real 5 star quality then this is the place.” 

Laimdota, September 3, 2017:  

“Sumptuous relaxation away from the masses - Mazzarelli is a lovely resort, 

opened April 2017 with rooms built on an elevation some 30 km West of Polignano a 

Mare. All is first class, with every single detail beautifully designed, landscaping that 
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underlines the sleek design. Service is first-class, though at times a little over-bearing. 

As the clientele is well-heeled by definition, it is disturbing to get a welcoming letter 

that strictly forbids any food or beverages not from the hotel to be brought into the 

rooms. For a traveller like myself that likes to go to local delicatessens and to bring 

some food for tasting from a local market - this is disproportionate! The breakfast offer 

is fantastic: diverse choice, very fresh, first class service. Wonderful. Housekeeping was 

on different levels of excellence, but we cracked it up to being a new hotel, really. The 

greatest improvement should be for internet access and reliability, especially for a non-

Italian speaking guest. The pool is perfect on a hot summer's day; since the resort is 

higher up a hill, most of the time there is also a slight breeze helping with the heat. The 

perfect location to wind down, languish, be pampered.” 

Mark W, August 18, 2017:  

“Beautiful but flawed - This is without doubt a beautiful hotel set in lovely 

grounds oozing style, first impressions are very good. Our delux room room was well 

appointed with beautiful decor. Service upon arrival was welcoming and throughout our 

4 night stay the staff were excellent, from the cleaning staff to the management. 

However........ although this is a new hotel it is not as refined as you would expect for 

such a premium price. The wifi is awful and patchy at best making even checking 

emails difficult. The safe in our room repeatedly needed mending and whilst the hotel 

did keep our valuables in their safe this was an inconvenience when we wanted to come 

and go freely. The food was just ok, breakfast was not 5 star and the evening meal we 

had was a buffet at €40 per person and felt like it was set up at the convenience of the 

hotel not the guests, and it was just a buffet .................... I'm sure this hotel will grow 

into something that deserves 5 stars over time but at the moment it is style over 

substance and as such overpriced. I hope the owners of the hotel will sort out basics like 

the food and wifi because this place could easily be exceptional.” 

 B&B ANTICO MONDO 

GlobalAdventure67, 4 weeks ago:  

“Charming authentic local experience - Highly recommend. The cave rooms are 

modern and have good bathrooms. Ask for a room with a balcony or a large window as 

they can feel a little claustrophobic. Breakfast is simple but good and the location is just 

off the square in the historic town. Great place to be located. Lots to do nearby and the 
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office are helpful in arranging yours. They arranged a boat trip for us which was great. 

Highly recommend.” 

Jo K, August 12, 2017:  

“Beautiful stay - We just spent a week in beautiful Polignano and were lucky 

enough to stay in a two bedroom apartment there in the old town. We had our own 

terrace which was great for drying our clothes from the washing machine in our 

apartment and for relaxing in the evening listening to the sounds of Polignano. The staff 

were super helpful and the location perfect with access to the views and restaurants of 

this lovely town. The wifi was fantastic and the air conditioning very welcome. I would 

highly recommend this fabulous property.” 

Saraks2015, June 6, 2017:  

“Great place for a romantic stay - I stayed at Antico Mondo B&B with my 

husband from May 21 to 23rd in a room called Symphony. The room was very cute and 

it was located in a beautiful narrow alley covered by flowers. It's a great location as it's 

right the centro storico and it's also very close to the popular beach of Polignano a Mare. 

The room was decorated with cute musical instruments and notes, it was very clean and 

beautifully furnished. Staff are very helpful and friendly. Upon our arrival, they 

arranged a pick up from the nearest parking lot, as we drove to the town from Bari. The 

guy helped us park in a provate parking lot that belonged to Antico Mondo and he drove 

us and our luggages with his bicycle cab all the way to the room, it was a fun ride. 

Breakfast was served at their main building and it was amazing and fresh with local 

produce. The nice lady from reception invited us to a tour of one of their upscale rooms 

that had a door opened to the breakfast area. It was an amazing room fully renovated in 

an old building, with classic furniture and antique touch yet contemporary. The room 

had an stunning balcony facing the town, the room is definitely on my wish list for next 

visit :) I totally recommend this place and hope to go back sometime very soon.” 

AFCW, June 1, 2017:  

“Excellent place to stay, but be sure exactly what you have booked - We loved 

staying at Antico Mondo - it was an excellent choice - clean, characterful, stylish, 

within the old city walls, so location cannot be beaten. You have lots of great 

restaurants all within 5-10 minutes walk, plus the beach is only 10 minutes away, train 

station 15 minutes. Breakfast very nice. Polignano a Mare is a lovely location and we 
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would love to return. We booked an apartment, it was 50 metres from the main 

building, the apartment was lovely, and we had it all to ourselves. The lady made a 

point of saying that we had the apartment all to ourselves a couple of times, although I 

expected this to be the case when I booked. Within the apartment there was a locked 

door to a second bedroom, and our bedroom also had a lock, so I believe the apartment 

is designed to accommodate 2 separate couples. We would not have liked to have 

shared the main (dining) room, small kitchen and roof terrace with another couple we 

did not know. And the bedroom would have been very cramped if we had to store all of 

our luggage in only the bedroom. Having said all that, we did have the apartment to 

ourselves and it was wonderful, but please clarify exactly what you are booking if you 

choose the apartment option. Overall, we loved Polignano and Antico Mondo, and we 

would love to return one day.” 

KELLIE G, May 18, 2017: 

“Clean, but expensive for what you get - The room was clean and yes, Polignano 

a Mare is a popular destination, but compared to similarly priced hotels (note I said 

hotel not B&B) our room was not a good value. Had we booked one of the less 

expensive rooms in the main building that lead directly into the breakfast room I would 

have been disappointed because I imagine those rooms would be loud. For a budget 

traveler this would be a great option, but the price isn't really budget based on my 

experience in Italy.” 

 B&B DEI SERAFINI 

Eddebruin, 4 days ago:  

“Very nice apartment - To start with, the apartment was nice and comfortable! 

Three notes: 

- the owner has several apartments in the area: check which one you are put in 

- make an arrangement before hand where the handover of the keys is to take place 

- we had to pay extra for the parking: the apartment is ina pedestrian area, so that is a 

complication. 

Most of the above applies to all apartments!” 

Sausage47, 2 weeks ago:  

“Relaxing stay executive suite - We had 2 nights in the executive suite. Lovely 

apartment. Balcony overlooking the sea wonderful. Saw dolphins one day. King size 
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bed. Modern Kitchen and living room area. Good shower room. Great position in old 

town. Breakfast place for dei serafini almost next door so very convenient in mornings. 

Enjoyed our 2 nights and hope to return next year.” 

Zhanna S, October 2, 2017:  

“Perfect stay - Me and my friend had a perfect 3 nights stay at Serafini's. The apt 

was very beautiful with a nice terrace, we had amazing breakfast at her restaurant with a 

fascinating view of sea. She was helping us in everything. I would like to thank you and 

your friend , who helped us to meet and have a really nice time in polignano a mare. I 

definitely recommend Serafini's B&B. you just need to book it and you will have 

everything in a high hospitable level.” 

Elsboussemaere, August 2, 2017:  

“The Cave - Upon arrival, we met Angelo, who tried to explain in not so good 

English how to park our car (15€ per day). Very boastful on having 20 rooms in the 

city, he accompanied us to our room. We booked with Travelbird and we had a standard 

room : it happened to be a room down below surface, with no windows, a real cave and 

no possibility, except for the door, to see or to be outside. As I explained that my 

partner was claustrophobic, he exclaimed that every room was booked and well, that we 

just had a 'standard' room. We had booked for 3 days and it turned out to be a 

catastrophe. We really got depressed by our room. Although the bed was good, the 

shower did not work properly and we had put on the lights to see anything. Angelo did 

meet us the following days but did not make any offer to change rooms. After two days, 

we had enough and booked another room in another city. We didn't want to spoil our 

holidays further. Upon checking out, the lady in charge reacted astonished, stating that 

another room had been available...but then we already had made other arrangements. Oh 

yes, Angelo even had another offer to make : if we wanted to rent a seat on the beach, 

he could take care of this : 40€ for 2 persons per day. Needless to say we declined...” 

Jerseygirl632014, July 18, 2017:  

“Rustic hideaway - This is a review of The Suite, which is a self contained 

apartment away from the main B & B. We stayed here for 4 nights in July based on the 

trip advisor reviews and we weren't disappointed. The reception and B & B are in a 

central square and the suite is a few hundred yards away, the bar that breakfast is served 

in is very close and convenient and the breakfast is varied and plentiful. The suite is full 
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of character and very rustic, if you like modern decor this isn't for you but we loved it. 

The accommodation is on three floors, the first is the small but quaint kitchen, dining 

room and well equipped bathroom, then upstairs to the bedroom which has everything 

you need. Upstairs again to a hot tub and a balcony that overlooks the street. The overall 

atmosphere is Italian rustic and very private. The cleaner comes daily and the welcome 

wine was appreciated. We would recommend this accommodation.” 

 B&B A CASA DI ANNA 

Michelle M, August 19, 2016:  

“Perfect location! - I studied the map for a while to find a place that was central 

and not expensive... sooo happy when we arrived. Perfecr location being right near the 

central piazza and a 2min walk from the famous free dive platform. Beautiful room, 

spacious & a private balcony! Private bathroom and comfortable beds. The owners are 

super friendly and hospitable. Amazing breakfast in the morning. Loved everything. 

Grazie Millie Anna & Maurizio” 

 CASA SILVESTRI 

Tyra S, September 3, 2016: 

“Nice room, but far from sites - The room was very clean and the mattress was 

perfect for us. It was a little far from the sites we wanted to see, but overall it was a 

good place to stay. There was also parking for our vehicle, which was a plus!” 

Sofia12Littleborough, July 10, 2016:  

“Delightful little guest house - My husband and I stayed here for just one night 

after flying in to Brindisi and before our trip to Naples. The guest house is decorated to 

a high standard with good sized bedrooms and bathrooms, air conditioning and mini 

bar. Umberto the owner is friendly and very helpful. Breakfast is a croissant and coffee 

at the bar next door. I am unable to say much more as we were only here for a few 

hours, but I would definitely stay again if travelling to the area. Thankyou Umberto!” 

Steveage, July 9, 2016:  

“Great spot, important info in this review! - First of all, I will get you out of A 

LOT of pain and suffering if you read this review! The address listed by the B&B 

themselves (and thus TripAdvisor) is wrong! Here is the correct address to put in your 

GPS: Via Ardito Antonio, 11, 70044 Polignano a mare BA, Italy. I posted pics of the 
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map too. I road through the tiniest of streets, I found ways around blocked roads for 

about 2 hours, all for nothing! Go to the correct address. When we finally parked and 

walked to the incorrectly listed address, we found nothing. I called the proprietor. To 

the proprietor's credit, he came in his car and had us follow him back to his B&B. The 

B&B was excellent. The rooms were beautiful, great AC. Great wifi. He showed us 

everything we needed to know about the town. The owner (his dad was with him) gave 

us a map, he was so funny, high energy and personable! I know enough Italian to get 

by! Breakfast is around the corner at a great coffee / pastries shop. €115 per room. 

There is parking for one car out in front. It's a 15 minute, beautiful walk to the edge of 

the Adriatic Sea in "downtown" Polignano A Mare. I want to come back here!” 

Mister7Star, July 3, 2016:  

“Great value for money! - This was a last minute decision to stay here in 

Polignano a Mare and I think we lucked out. Well priced, clean nod recently refurbished 

rooms with great bathroom. This friendly, family run guesthouse is a short, leisurely 

10min walk from city centre. Yes, it is not in town but we appreciated the stroll walking 

off the delicious dinner we'd eaten at Antica Mura :) We only stayed here for 1 night but 

it was great. The owner doesn't speak any English but with my basic Italian I could 

understand everything. We arrived early and they allowed us to store our luggage until 

check in at 3pm. When we arrived, they had brought our bags to our rooms which was 

lovely. Off street parking and Breakfast is at a music cafe around the corner. Highly 

recommended!” 

Joe W, September 10, 2015:  

“Beautiful little hotel close to the sea - This place is perfect for a short stay in 

Polignano - newly refurbished rooms, comfortable beds and only a short walk to the 

sea. Room was a good size with a large balcony. The owner Umberto and his father 

were very lovely and helpful, it was especially useful to have the bikes to cycle around 

the coast. Very good value - would recommend.” 

 BED & BREAKFAST CRIGIÙ 

JazzyTokyo, January 30, 2016:  

“Clean, spacious and welcoming B&B - This accommodation has two bedrooms 

and two separated bathrooms, which is very convenient for two couples, or of course for 

two persons, even more convenient. It has also a kitchen. Because we were tired of 
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eating out everyday, it was very good for us. Then we ate and relaxed in a big dining-

living room which looks down a pretty piazza with a church. It is not situated in the old 

town, but it was very much better for us. It's in the heart of the local people and near to 

shops, so we enjoyed the local life. Most of all, we would like to thank Ms. Giuseppina 

for her welcoming. She was always available and it made our stay very special.” 

 IL PALAZZOTTO 

RobinA438, 1 week ago:  

“Delightful B&B in a charming little ‘palazzo’ - Where least you'd expect to find 

an elevator in such an old but lovingly transformed house you can ride up to your room 

as well as to the roof terrace - with its lovely garden and views out over the sea and 

town. The room we had was very comfortable and pretty with a nice little balcony from 

which we could also catch a glimpse of the sea and the locals going about their 

business. The house is very close to the old historic centre of town. In fact you can walk 

there in just a few minutes along a car-free street lined with good restaurants and 

interesting shops. And besides our charming host Antonella and her brother, we were 

exceedingly well looked after at breakfast by Maria.” 

Dianne27, 1 week ago:  

“Location, charm, outdoor seating - A delightful small inn. We stayed 8 nights 

and enjoyed the convenience of the location and the morning chats with Maria who took 

care of breakfast. It is well managed and a family run establishment.. The rooftop 

terrace is delightful and we took advantage of it every evening.” 

Utopiaseeker1, Jyuly 24, 2017:  

“Highly recommended - Wonderful place, supremely well located and 

maintained wonderfully. It's run by Antonella and her family including her kind and 

warm mother. Be sure to spend a couple of hours on the terrace enjoying the view and 

sunset. Don't expect an elaborate breakfast but it's perfectly sufficient to get the day 

started in a place where you're probably going to eat heavy meals for lunch and dinner. 

If I returned to Polignano I would stay here again.” 

Linda H, May 26, 2017:  

“Fantastic place close to the centre of town - Had a fabulous 10 day break here 

recently. They arranged to collect us from Bari airport. This B and B is family run and 

they expect you to treat it as your home. There are 3 rooms. We had Garafolo. It was 
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spotlessly clean. Not a huge room but convenient on the first floor. There is a nice 

bathroom with a good shower. A tiny balcony from which you could see the sea. Maria 

came and laid up the breakfast most days. Antonella and Sandro look after you well and 

are really helpful. They speak perfect English as does Anita their mother who also helps 

occasionally. Breakfast from 8am consisted of pastries. Bread, cold meats and cheeses 

as well as fruit and yoghurts. This is in a room you have access to at all times which has 

a kettle and a selection of teas and a jar of coffee. We had a fridge in our bedroom. 

There is a tiny lift but we tended to use the stairs. The roof terrace is huge, on 2 levels 

with plenty of chairs. The location is excellent you can be in the old town in minutes. 

We loved our stay here and were sad to leave. They try and think of everything” 

Tanja_resid, April 21, 2017:  

“Very charming stay! - We stayed there in April out of high season, so it was 

great value for money! A rare occasion where we preferred rather to spend more time in 

the hotel than outside. Traditional house is well decorated, I loved those vaulted stone 

ceilings and the roof terrace was absolutely charming. As Polignano is not really 

famous for good beaches, terrace was a great place to relax and get some sun. Owning 

family is very friendly and really make you feel welcome. They all speak good English, 

so we received all the necessary information and all our wishes were accommodated. 

Little snacks, tea/coffee/water were available for guests all day long.” 

 MINERVA 

Swrxp47, June 17, 2017:  

“Apartments with breakfast - Unusual for a B&B is that the accommodation are 

two large apartments one on the first floor and one on the second floor. There is a large 

living/sitting room, two bedrooms, a bathroom and well fitted kitchen. Also unusual for 

a B&B is that you take your breakfast in your own kitchen. The fridge is well stocked 

with juices, milk,butter, yoghurt,eggs, fruit, water, soft drinks and every morning at 

your convenience Rosanna brings fresh bread rolls, croissants and pastries. There is also 

a coffe machine. Each room has AC and excellent free wifi. There are two balconies to 

sit on, one off the kitchen facing the quiet side street and on off the living room facing a 

pleasant tree and shrub filled piazza. There are a few small supermarkets within walking 

distance where you can buy a bottle of wine to enjoy on the balcony. A two minute 

walk to the railway station and a five minute walk to the old centre of Polignano make it 
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an excellent choice. Parking is free and on street. Rosanna speaks a little English but on 

arrival there was a young lady who spoke perfect English to explain everything. If you 

want a bit more room than the usual B&B then Minerva is an excellent choice.” 

Eveliina P, February 19, 2017:  

“Perfect place to stay! - We stayed in the place for 3 nights and loved it! The 

host was really friendly and helped us with everything. The room was very beautiful 

and cozy, with a great location near to the old city, it also included everything needed, 

for example good Wifi! I will definitely come back someday and would recommend this 

place for everyone!” 

SebastianRe, January 27, 2017:  

“Very nice B&B with very nice hosts! - We had a fantastic time at Bed and 

Breakfast Minerva. Nice hosts, spacious and clean apartment, well located and delicious 

breakfast! There is nothing more you can ask for! We will definitly come back!” 

Liza D, January 19, 2017:  

“Extremely lovely B&B - When you enter the place you don't want to leave 

anymore, the owners are incredibly nice and will make everything to make your stay the 

best. And breakfasts are really tasty !! The appartements are well located, you can reach 

every sightseeings by foot !” 

Panos M, January 19, 2017:  

“Wonderfull rooms and really helpful people - The Roselli family was realy 

helpfull and open to talk and meet people .I felt welcome before even entering ! The 

rooms were comfortable and really clean , and i loved the colour selection ! Its near the 

old city and this is really helpfull and nice !” 

 B&B PETALI ROSA 

John M, September 20, 2016:  

“Lovely B&B with a flowery theme - We stayed for only 1 night for my wife's 

birthday as we had a reservation at a local restaurant. I wish we had stayed for the whole 

week as it was a lovely room with a friendly owner who was a joy to deal with. They 

brought you breakfast to your room on a tray with a good selection to eat. The B&B has 

themed rooms (flowers) & we stayed in the sunflower room which was bigger than 

some of the other rooms with a kitchen area. It is a short walk to the historic centre & 

town centre with lots of shops & restaurants to choose from. It was very clean & well 
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appointed with shutters & music system that activated automatically when you used the 

key fob. I would recommend this B&B as a great place to stay for your trip to 

Polignano. The town is really nice & laid back. The only negative point would be the 

noise levels with cars/mopeds travelling up the narrow streets.” 

David M, October 21, 2015:  

“Lovely place - Lovely place! Frienly and helpful owner. Everyting is clean. 

Lovely design, excellent for couples. Well-equipped kitchen, comfortae bed. Very close 

to city center, only 3 minutes walk to old town. But also close to train station. Nice 

place to stay” 

Svend w, October 4, 2015:  

“Unique - Very friendly owner, full av smiles and joy. Breakfast served 

individually. I doubt if you will find a b&b like this anywhere in Italy. even the coldest 

soul will tune into the romantic atmosphere that penetrates everyone of the rooms. If 

you are lucky you will get the one the top floor with kitchen, sitting room and a huge 

terrace. My wife and me stayed there for five days and hope to return one day. Svend-

Rita.” 

Chichirichi69, August 31, 2015:  

“Only deal with the wife of the property…. - Unfortunately, upon arrival we 

encountered the husband of the couple that owns the B&B. He was terrible: rude and 

insulting. I believe he works/owns in the funeral home next door. Makes sense that he is 

not used to being courteous and having manners. A complete jerk. Fortunately, his wife 

showed up later to rectify the situation. She was pleasant and far more professiona and 

accommodating.. if it wasn't for her we would have left on the spot. The rooms were 

clean and breakfast very good. It is not located near the beach. You have to walk 

through town first. I would say it was a good B&B, as long as you pay less than $100 a 

night. I would also mention that, fur some reason, there are little stuffed animals 

everywhere.....” 

Lilly S, June 20, 2015:  

“Cute B&B a short walk from town - A cute B&B with modern features and 

great parking nearby. Rosa is a kind, wonderful host & she brought us a lovely breakfast 

in the mornings. We also had a gentleman walking the streets playing an accordion 

during breakfast, very romantic! (but you need to pay him as he's busking). Try the 
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bakery next door for their pizza, really divine! Make sure you let Rosa know what time 

youre arriving as shes not always there.” 

 B&B GROTTONE 

A TripAdvisor member, July 27, 2017:  

“Alan - Lovely holiday with friends in Polignago. Apartment clean and bright 

with good facilities if you wished to self cater. Breakfast is taken at an excellent cafe, 2 

minutes walk away. Area is peaceful and very close to main town and beach. Gianni 

and Giuseppe were excellent hosts, always helpful and available for transfers, if 

required. Would thoroughly recommend” 

Nick W, July 14, 2017:  

“Fantastic - Location superb. Only a few minutes walk to public beaches and 

historic town centre. Spotlessly clean and tidy. Gianni a great host; very helpful and 

always cheerful. Excellent value for money. Will definitely stay here again.” 

Antoinette P, May 28, 2017:  

“Clean and comfortable!! - My daughter and i stayed at Grottone for four nights 

mid May. The owner Gianni and his brother are very hospitable and helpful. Gianni 

picked us up from the station and recommended both restaurants and sightseeing for the 

time we were there. The apartments are well appointed, clean and very comfortable, 

particularly for those who want to self-cater. The location is a pleasant stroll to the 

centre of Polignano, but far away enough not to be effected by the noise during the busy 

period. I highly recommend this B&B, well priced for what it offers.” 

Gingerbaker, May 17, 2017:  

“Just book it.. - We stayed here for ten days. The location was perfect in every 

respect. Its ten minutes from the Rail Station [which is central for visiting most of the 

major towns in lovely Puglia] Its a five-minute walk to the centre of Polignano a Mare 

and is in a quiet location. Our accommodation was perfect for our needs...A clean 

spacious apartment with some cooking facilities..And most important..a fridge.. The 

Host, Gianni, was most helpful. He met us on arrival at the station and dropped us back 

on departure.. helped with travel and restaurant suggestions.. allowed us to stay at the 

apartment on departure day till 15.30 as we had an evening flight..And presented us 

with a bottle of local wine on arrival. We spent the first seven days travelling..one town 

per day.. and totally chilled in Polignano a Mare for the last three days..It worked out 
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perfectly for us. It is very possible to visit a lot of Puglia and also Matera using public 

transport. Sincere thank you to Gianni” 

Rosemarian23, October 17, 2016:  

“Great location - Polignano a Mare is a great base if visiting Puglia and B&B 

Grottone an excellent choice of accommodation. Rooms (suites) are really good 

standard and size and there is an option to self-cater if you want. We really enjoyed our 

stay here, the owner Gianni was amazingly helpful and gave us lots of tips of places to 

visit and some really good recommendations for local restaurants. Would definitely stay 

here again if/when we return to Puglia as it is a great location in the town.” 

 MALU BED & BREAKFAST 

Endrit T, 3 weeks ago:  

“Love this place - The best B&B experience I ever had in my life. Great service, 

great location, great food. Everything was excellent. It is totally worth the money you 

spend there. Paolo is the men, he will take care of you.” 

Coylum, October 3, 2017:  

“Location Location - Our room had a view over the beach, but a narrow window 

in a narrow room. Comfortable though and with decent WiFi. Good shower room. The 

real deal is the top floor breakfast balcony. Nice breakfast with good coffee and 

fabulous views. The Red Bull Cliff Diving competition takes place from the point 

directly opposite. Dramatic.” 

Ali-Gav10, September 28, 2017:  

“Great place to stay - Location was perfect, with a great view and the owners 

were so welcoming that we would recommend this hotel to everyone! We will definitely 

return as the town is fantastic too and Malu is close by to everything.” 

Mariabruna t, September 26, 2017:  

“A day in polignano - We spend a day and night. The owners of malù were 

helpful and a lovely. The rooms are clean & new! I had a nice view of the sea! 

Breakfast on the rooftop terrace was very nice, with home made yogurt among other 

delicacies. I would highly recommend il malù and look forward to going back” 

Robert P, June 5, 2017:  

“Taste of a Small Town on the Coast - We stayed there for 2 nights and visited 

Towns in Bari where my wife's Grandparents are from. The room was excellent and the 
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breakfast each morning was Fresh and well pre-pared. The staff is friendly and helpful. 

The price is reasonable. The view from the Terrace each morning was breathtaking. 

We'd love to stay there again. My tip is parking can be challenging .so I recommend 

park in their lot for a small fee. I lucked out our 1st night.” 

 MASSERIA ALMADAVA 

Surreyhills100, September 21, 2017:  

“Heaven ! - Our stay at Masseria Almadava was simply lovely, extraordinary 

building, lovely large pool, extremely curtious owners, exclusive and elegant 

throughout. Ideal for couples. Would recommend without hesitation.” 
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CONCLUSION 

 

 

As I already claimed in the introduction, and in the chapter devoted to the research 

work, the main purpose of this dissertation was to understand the relationship between 

linguistics and tourist communication, by analysing from a linguistic and sociolinguistic 

perspective the ways in which the tourist services operating in Polignano a Mare create 

value through words, as well as by analysing the language used in online customers 

reviews. 

The most relevant and immediate aspect, which I had the possibility to notice while 

performing the research work was the fact that not all the tourist facilities which operate 

in Polignano a Mare have their own website. As far as I am concerned, this is a negative 

aspect for the tourism industry of this territory, because, as I already claimed in the 

previous chapters, nowadays the web is the most important means to reach potential 

tourists coming from all over the world. 

Secondly, I noticed that the tourist facilities which have a website, are not always 

provided with a translated version in at least one foreign language. Of course, in this 

case multimodality (images, videos, colours, etc.) gives the possibility to understand the 

main qualities of the destination and the service also to those tourists who do not speak 

or understand the Italian language. In my opinion, an added value to the tourist service 

can be surely given by providing the websites with a version in a foreign language, so 

that the message can be addressed to all potential customers of tourism services around 

the world. 

Among the websites which are provided with an English version, on the other hand, 

several ones are written in agrammatical poor English. Probably, this is because 

marketers do not always pay competent translators to translate their websites. 

Nevertheless, one of the most effective marketing strategies is the possibility for the 

message to be directly addressed to the reader, often using expressions and culture-

bound elements which captivate the attention of the potential tourists and make them 

feel taken care of and involved in the experience, inspiring them, triggering their 

imagination and make them wish to live the experience. 

One of the most important results of my research work is the strong relationship 

between the image created through the integration of the different semiotic and 
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linguistic elements used in the promotional materials, and the expectation created in the 

mind of the tourist. As a matter of fact, while analysing the most frequent words used in 

the reviews on TripAdvisor, I noticed that the most important element that tourists 

comment online is the ambience, the environment, and the presence of the sea, in all its 

declinations and aspects such as sea view, distance from the main attractions of the city, 

general atmosphere of the accommodation, etc. So, consequently, the data collected in 

the research work confirm the theories described in the previous chapters, according to 

which there is a very strict relationship between marketing through the promotional 

texts and the tourists’ expectation derived from the image created in the mind of the 

tourist, and, so, this is the main tool that can be used in order to attract the tourist. 

As it was previously said in this thesis, a tourist destination has the possibility to 

create many different images of itself, to promote its services and to attract various 

segments of tourists. These images can be related to the history of the place, to the 

traditions, to the cultural or natural aspects of the destination. Of course, the expectation 

in the mind of the tourist will change according to the idea and image of the destination 

brand created by marketers. In the specific case of Polignano a Mare, the main focus of 

marketers is the brand of a dreamy, idyllic destination, and all the elements which 

constitute the message are aimed at enriching the impression of romanticism, quietness 

and relax that comes from the natural elements which contribute to create a wonderful 

and unique landscape and surround the city of Polignano a Mare. 

At the end of this dissertation, I would like to give my opinion on the main aspects 

that should be considered to improve the effectiveness of the marketing strategies used 

by the tourist facilities operating in Polignano a Mare. Firstly, as I already claimed 

before, I think that there should be a more professional approach to the translation of the 

websites not only in English, but also at least of the languages of the most frequent 

tourists who come to Apulia (for instance, German, Russian, French and Polish 

languages). Secondly, as it is possible to find out from several TripAdvisor reviews, 

many owners or managers of tourist facilities do not speak English at all. As far as I am 

concerned, since the tourism industry is based on the possibility to create relationships 

with people potentially coming from all over the world, there should be a more truthful 

and better relational approach to the tourist, especially because tourism is not just a 

«transmission» of promotional messages, instead it is a total life experience. 
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Also, the analysis of the online reviews is very useful in order to understand which 

elements of the enterprise should be improved. As a matter of fact, from the analysis of 

the online reviews I could understand which were the negative or positive aspects of the 

tourist service in Polignano a Mare. In order to offer always a better service, and to 

attract more and more tourists, in my opinion marketers should constantly analyse the 

online reviews written by the tourists, to understand and be aware of the strengths and 

weaknesses of their enterprise, and to know which aspects of the tourist service offered 

should be improved. 

Lastly, Polignano a Mare, also because of the idea that gives to the potential 

tourists, can be categorised as a summer destination. The relation with the sea, the 

weather and the landscape contribute to communicate this idea. Of course, this form of 

seasonality has also its negative impacts on the territory, as it happens in any tourist 

destination. In my opinion, there should be a more integrated approach to the services of 

the whole city and the surrounding region, to guarantee tourists the possibility to spend 

their holidays in Polignano a Mare in every month of the year. To reach the goal of 

deseasonalizing Polignano a Mare as a tourist destination, tourist promotional 

communication should be integrated and adapted, maybe, by creating an image of 

Polignano a Mare which is also linked to the culinary traditions and the historical and 

musical culture and therefore not just linked to the beauty of its sea. 
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