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INTRODUCTION
This report is a comparable analysis of territorial marketing policies of the Province of
Trento in Italy and South Australia. It underlines the importance of international policies
in promoting and increasing the global attractiveness of a territory. Four major criteria
reflects the attractiveness of a territory from both tourism and investment sectors. These
include: the accessibility of the destination, the ease of the commercial access to the
tourism products in the territory, the destinations assets, and the seasonality.
In the past few years, the Government of South Australia has invested much effort
towards improving the attractiveness of its territory. Attractiveness includes many
different fields. This report analyses the most important sectors of Trento and South
Australia that could be important towards increasing the investment from international
organisations.
The report begins with an introduction of the Australian economy, particularly in relation
to imports and exports and free trade agreements Australia has signed with influent
economies. Free Trade Agreements promote stronger trade and commercial ties between
participating countries; in addition, they give many opportunities for Australia investors
to expand their business into key markets and to attract new investment from other
countries. Another sector where Australia appears very competitive is education; in
particular, higher education is prominent in terms of both supply and demand. According
to the Economist Intelligence Unit’s liveability rating, Australia presents a very good
lifestyle worldwide. In fact, three of Australia cities are ranked in the top ten cities,
including Sydney 7th, Perth and Adelaide 8th.
The report then analyses the sectors important for the welfare of South Australia. The
population and the employment rate have been considered: South Australia needs to
maintain a relevant and effective population strategy, it has to further increase both South
Australia’s share of overseas skilled migration and also net inward interstate migration
flows. In addition, next years growth forecast and investment opportunities have been
analysed. There are many reasons to invest in South Australia; the most important is that
it has a great strategic position and it is also an ideal location for businesses providing
opportunities in emerging and established industry sectors.
South Australia is a world leader in climate change policy and a national leader in the
development and support of renewable energy. It has the highest per capita level of
recycled water use in Australia.
As mentioned above, South Australia is also very important for the education sector and
the improvement in research and development. South Australia has a growing share of
Australia’s overseas student numbers. The Government continues to work with
universities and industry to encourage them to stay once their studies are completed. In
addition, the Government is engaged in improving science and innovation because it
recognizes the important role these play in the advancement of the economy and society.

8

Another important element of territorial marketing for South Australia is tourism. It
includes not only leisure activities but also short-term travel for business or other
purposes such as education. The economic impact of the tourism sector in South
Australia is over $4.3billion a year. The industry employs a huge amount of people both
directly and indirectly.
The second part of this report analyses the situation in Trentino Alto Adige, in particular
in the Autonomous Province of Trento. This province signed a Memorandum of
Understanding (MoU) with the Government of South Australia and is collaborating with
the Government for further cooperation in different sectors. For this reason, the policies
of the two regions (Trento Province and South Australia) have been analysed.
This kind of cooperation, with various fields of mutual interests, is very important in
improving reciprocal opportunities for the exchange of entrepreneurs in order to promote
new business.
Trentino Alto-Adige is situated in the far north of Italy; its strategic position is very
important in its connection with the rest of Europe, especially with Germany; in fact, the
German language is the second language here and many academic courses are held in
German. In addition, the value of exports to Germany represents a significant amount for
the Province of Trento (about 18%). Therefore, investing in this region provides the
opportunities to benefit from spillover effects by fast growing and highly-developed
markets.
The province of Trento boasts a variety of quality manufactured produce and takes pride
in its natural and environmental heritage which characterizes its valleys and mountains.
The population is equally distributed between the two provinces (Trento and Bolzano)
but with a slight majority in the Province of Trento. Trentino Alto-Adige can also praise a
growth in occupied people; in fact the unemployment rate is 3.9%1.
The report also analyses the importance that the Province places on its environmental
policy. Unlike other Italian regions, Trentino has a large autonomy of different topics
about the energy sector and is also the second Italian region in production of renewable
energy (16%) mainly due to the hydroelectric sources.
In addition, the Province of Trento boasts an important education sector and places
significant effort to increasing investment in research programs. Special importance has
been given to the International dimension of the University. In fact, the University has
focused on the development of strategic international alliances. In the last few years the
Province is working to make Trentino one of the leading Italian and European innovation
districts and to establish an open, high level and flexible research system attractive to
foreign researchers and students.

1

Source: ISTAT-2010.
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One of the most important sectors for the economy of Trento is represented by the
tourism industry. It also gives an important contribution to other sectors. The Province of
Trento offers different kind of tourism opportunities like winter and summer holidays as
well as cultural and thermal tourism. This important characteristic can reduce the
seasonability of the sector.
The final section of the report considers the importance of a brand for the regions.
Regional branding is increasingly important in assisting regions to marketing their
products, capture value add and build supply chains to access international markets. The
competition between geographic areas deals with not only economic and productive
conditions, but also with cultural and territorial identity. This identity could be well
expressed by the use of a brand that transmits distinct value about the region.
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1. THE IMPORTANCE OF INVESTMENT ATTRACTION
“Attractiveness is the quality of being attracting or engaging”
With globalization the competitiveness of a territory is acquiring a very important role.
When a particular territory is competitive it is also attractive. In particular external factors
will try and benefit from those assets and competencies that make it competitive.
Therefore attractiveness is an essential component of a territory’s competitiveness.
An attractive territory can attract capital, knowledge and competitiveness and this implies
a strong comparison of local enterprises with other external realities. Consequently this
comparison stimulates local enterprises to improve and enhance their competitiveness.
There are many different key factors to improve investment attraction, and these are:
1. Natural endowment:
• Pro business culture
• Infrastructure
• Advanced technological infrastructure
• Wealth
• Human capital
• Innovative technological capital.
2. Image and reputation;
3. Institutions and practice:
• Public administration
• Education and training
• Law/Judiciary
• Finance
• Industry.
4. Policies;
• Tax and fiscal policies
In addition, image and reputation of a territorial system depends on different factors:
•
•
•

Past information /current information
Direct contacts that include tourism, work, social life.
Specific messages delivered by relevant territorial agencies

A region could be considered a competitive territory if it improves different things. It is
important that it is considered a cost competitive city for business and its economy is
growing. Furthermore, it is important that it is considered as an international livable city,
considering factors like education and job opportunities.
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2. TERRITORIAL MARKETING
Territorial marketing is the study of strategies to attract investments (companies) and
people (tourists, visitors, new residents) in order to guarantee the satisfaction mainly
external, but also the satisfaction for those who live in the area. Territorial marketing is a
network of relations between the person who has the task to manage the supply of all the
components that make up the territory and potential investors.
Developing policies about local marketing means: to connect the world of business and
tourism opportunities in the area effectively, to contribute to the creation and
enhancement of the territory. Territorial marketing is aimed at promoting the
establishment of enterprises in a certain geographical area as this action has positive
effects on the entire social system and of that area.
The main goal of territorial marketing is to create a network between public institutions
and companies that are responsible for the territory. Moreover, other important networks
are between territory supply and different kinds of demands.
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3. AUSTRALIA
The global financial crisis occurred at the end of 2008 saw a slowdown in economic
growth and international trade worldwide. Australia in this difficult economic scenario
has shown production solidity and economic independence. Furthermore, the Australian
economic upswing has proved (by current forecasts) that demonstrates a slow GDP
growth of 0.5% already in 2010, followed by a growing trend of 3.25% starting from
2011. We can consider Australia as a labor market with an unexplored potential in terms
of occupations and work opportunities.

3.1 INVESTMENTS
Despite geographical isolation and the distance from both Europe and North America,
Australia is proving to be a strategic support for both Western economic poles aiming to
penetrate the largest-rising market: Asia.
Moreover, this country is itself the centre of a constellation of smaller economies with
which it is well connected (ASEAN2 and Australasia3 countries). The Asia-Pacific area,
including China, India and Japan, are considered as emerging countries in the world
economy. These countries will be a potential market for Western economies and
Australia will assume an essential role in this market.
Table 1

GDP (billion US dollars)
China
India
Asean
Australia
New Zealand
EU
USA
Japan

2000
1,198
460
489
400
53
6,269
9,765
4,650

2010
5,745
1,430
1,518
1,220
138
16,107
14,624
5,391

Increase in 10 years
380%
211%
210%
205%
160%
157%
50%
16%

Source: International Monetary Fund - World Economic Outlook Database, October 2010

Despite the growing importance of Asia as an investor in Australia, the United States and
Europe are still the main foreign providers of capital to Australia. The UK is the most
important investor, followed by the US. Asian countries (Japan, Hong Kong and
Singapore) are also bringing an increased capital inflow.

2

ASEAN (Indonesia, Malaysia, the Philippines, Singapore, Thailand, Brunei, Myanmar, Cambodia, Laos
and Vietnam).
3
AUSTRALASIA (Australia, New Zealand, New Guinea, and islands in the Pacific Ocean (Island
Melanesia, potentially including Wallacea).
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For Europe, Australia represents as an increasingly important player in the South Pacific
region that includes a considerable market. Considering the ASEAN region, which
includes 10 countries, and Oceania, which includes Australia, New Zealand and the
South Pacific Islands, the population is more than 609 million and a GDP of more than
US$ 2,639 billion. Australia has a significant influence and plays a main role due to:
•
•
•

An high import/export skill
The spread of Free Trade Agreements which improve the exchange
of goods and services all over this area
The 39 Universities present in Australia representing the High
Educational System in this area

3.2 AUSTRALIA’S EXPORTS AND IMPORTS
In 2009, Australia’s major import sector was the manufacturing sector. Minerals and
fuels were the second major import sector. North Asian countries were Australia’s most
important partners, while 19.7% of the imports came from the European Union and
19.6% from ASEAN.
Australia’s major export sector was minerals and fuels. North Asia partners had the
largest share in exports; in particular, China is Australia’s major export market. The
second largest market is Japan following by Republic of Korea, India, US and UK.
Even in 2009, while all other import and export markets declined, trade with South Asia,
India and China kept growing.

3.3 FREE TRADE AGREEMENTS
The Australian Government supports the negotiation of comprehensive Free Trade
Agreements (FTAs) consistent with the World Trade Organization rules and guidelines
and which complement and reinforce the multilateral trading system.
FTAs promote stronger trade and commercial ties between participating countries, and
open up opportunities for Australian exporters and investors to expand their business into
key markets. They can speed up trade liberalization by delivering gains faster than
through multilateral or regional processes.
FTAs that are comprehensive in scope and coverage can complement and provide
momentum to Australia's wider multilateral trade objectives4.
Free and open trade investments help economies to grow, create jobs and provide greater
opportunities for international trade and investment.
Australia is deeply involved in the Free Trade Agreements’ trend, having signed many of
them with todays most influential economies.

4

http://www.dfat.gov.au/fta and http://www.austrade.gov.au/Free-Trade-Agreements/default.aspx
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Australia has bilateral FTAs with:
•
•
•
•
•
•

ASEAN-Australia-New Zealand FTA, signed on 27 February
2009, and come into effect since 1 January 2010
Singapore-Australia FTA, in place since July 2003
Thailand-Australia FTA (TAFTA), in place since January 2005
Australia-United States FTA, in place since January 2005
Australia-New Zealand Closer Economic Relations Trade
Agreement, in place since 1983
Australia-Chile FTA, which came into effect in March 2009

Free Trade Agreements under negotiation
•
•
•
•
•
•
•
•

Australia-China FTA Negotiations
Australia-Gulf Cooperation Council (GCC) FTA Negotiations
Indonesia-Australia Comprehensive Economic Partnership
Agreement (IA- CEPA) negotiations
Australia-Japan FTA Negotiations
Australia-Korea FTA Negotiations
Australia-Malaysia FTA Negotiations
Pacific Agreement on Closer Economic Relations (PACER) Plus
Trans-Pacific Partnership Agreement

3.4 EDUCATION
Higher education in Australia is mostly relevant in terms of both supply and demand. The
number of domestic and international students enrolled at all higher education providers
(HEPs) reached 1,134,866 in 2009, an increase of 6.5% from 2008.
The high demand for management related courses is explained both by the Australian
economy itself and by the huge amount of Chinese students seeking professional
development in management, which they cannot access from institutions in their home
country. International education is an important sector in the Australian economy. This
sector, with 619,119 international students, contributed AUS$16.6 billion in export
income to the national economy in 2008-2009, the third largest source of overseas
earnings.
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4. GLOBAL LIVEABILITY REPORT
The Economist Intelligence Unit’s liveability rating quantifies the challenges that might
be presented to an individual's lifestyle in 140 cities worldwide. Each city is assigned a
score for over 30 qualitative and quantitative factors across five broad categories:
•
•
•
•
•

Stability
Healthcare
Culture and environment
Education
Infrastructure

The categories are compiled and weighted to provide an overall rating of 1–100, where 1
is considered intolerable and 100 is considered ideal.
Table 2

TEN TOP CITIES
Rank (last
year)

Country

City

Overall
(100=ideal)

1

1 (1)

Canada

Vancouver

98.0

2

2(2)

Austria

Vienna

97.9

3

3(3)

Australia

Melbourne

97.5

4

4(4)

Canada

Toronto

97.2

5

5(5)

Canada

Calgary

96.6

6

6(6)

Finland

Helsinki

96.2

7

7(7)

Australia

Sydney

96.1

8

8(8)

Australia

Perth

95.9

9

8(8)

Australia

Adelaide

95.9

Auckland

95.7

10 10(10)

New
Zealand

Source: The Economist Intelligence Unit (2010)
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Cities that score best tend to be mid-sized, in a developed country with a relatively low
population density. This often fosters a broad range of recreational availability without
leading to high crime levels or overburdened infrastructure. Seven of the top ten scoring
cities are in Australia and Canada, where population densities of 2.88 and 3.40 people per
sq km respectively compare with a global (land) average of 45.65 and a US average5.
Competitive Alternatives 2010 measures the combined impact of 26 significant business
cost components that are most likely to vary by location. The study also compares data on
a variety of non-cost competitiveness factors. The study examines 17 industry operations
in 10 countries: Australia, Canada, France, Germany, Italy, Japan, Mexico, the
Netherlands, the United Kingdom, and the United States.
The basis for comparison is the after-tax cost of startup and operations over 10 years.
Graph 1
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KPMG's Guide to International Business Location- Competitive Alternatives 2010 – Highlights

Australia, the United Kingdom, and France rank fourth, fifth, and sixth respectively.
Costs in Australia are 2.2 percent below the US baseline, while costs in the UK and
France are very similar, at 1.8 and 1.7 percent below the US, respectively.
International business cost relationships also vary by industry sector.

5

http://www.competitivealternatives.com/highlights/default.aspx
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Graph 2
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KPMG's Guide to International Business Location- Competitive Alternatives 2010 – Costs by Sector

The Competitive Alternatives 2010 Special Report has a tax focus on and reveals that
Mexico remains in the number one spot for having the lowest total taxes, but that change
to the tax systems in Australia, Canada, and the Netherlands have enhanced their
attractiveness as tax friendly environments.
The report assesses the general tax competitiveness of 95 cities in 10 countries (Australia,
Canada, France, Germany, Italy, Japan, Mexico, the Netherlands, the United Kingdom,
and the United States). The analysis focuses on 41 major cities with populations greater
than 2 million, and compares the total tax burden faced by companies, including income
tax, capital tax, sales tax, property tax, miscellaneous local business taxes, and statutory
labor costs.
The report compares the total tax cost between countries and cities using a Total Tax
Index (TTI) score for each location, expressed as a percentage of total taxes paid by
Corporations in the US. A lower score is better since it means lower tax costs for
businesses.
This study reveals that there is no standard approach in setting tax policy among the
countries examined. Although the types of taxes used to raise government revenues are
more or less the same, there is a huge range in how these taxes are weighted and applied.
A country's tax policy choices can significantly affect the tax cost of doing business in
that country.
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Table 3

TAX COMPETITIVENESS – 2010 AND 2008 RANKINGS BY COUNTRY
Rank
1
2
3
4
5
6
7
8
9
10

Country

Total tax index
2010
59.9
63.9
76.4
80.8
88.0
100.0
124.1
129.6
138.0
181.4

Mexico
Canada
Netherlands
Australia
United Kingdom
United States
Germany
Italy
Japan
France

2008 rank
1
3
2
4
6
5
8
9
7
10

KPMG's Guide to International Business Location- Special Report: Focus on Tax
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5. SOUTH AUSTRALIA
South Australia, with a GDP of AUS$80.356 million (GDP per capita $49.152)6, is the
fourth largest state in Australia. It has over 1.6 million people with the majority residing
in the capital city, Adelaide. South Australia’s population is growing at the highest
annual rate since 1975, largely due to its appeal to overseas skilled migrants. Culturally
rich, it enjoys a strong reputation for its many festivals and sporting events, as well as
beaches and national parks.

5.1 ADELAIDE
The capital city Adelaide is the fifth-largest city in Australia, with a population of 1.2
million. Adelaide is one of the world’s most livable cities, with its relaxed lifestyle
adding to the benefits of a strong and diverse economy, globally renowned education
system, and safe, scenic natural environment7.
A 2008 survey by KPMG found Adelaide to be Australia’s most cost-competitive city for
business and the third most cost-competitive in the world in its population bracket. In
2009, Adelaide remains the most affordable city in Australia and one of the most
affordable cities in the Asia Pacific Region.
Adelaide is the most affordable among Australia’s mainland capital cities. The real estate
market attracts international and national investors due to its affordability, reliability and
stability.

5.2 POPULATION AND EMPLOYMENT
South Australia’s population growth rate is increasing in accordance with the South
Australian Strategic Plan target of two million people by 2050, with the plan for
Adelaide’s population to rise to 1.5 million at this time. This is the major goal that
appears in the report by Economic Development Board (March 2009). This report
communicates different ways to achieve this projected growth.
In particular, for South Australia to maintain a relevant and effective population strategy,
it has to further increase both South Australia’s share of overseas skilled migration and
also net inward interstate migration flows. Economic prosperity is the biggest driver of
skilled migration. A good strategy, in recruiting skilled migrants and their families to jobs
and fulfilling lives in South Australia, would be to improve collaboration between
government, business and community support agencies.

6
7

http://www.adelaide.edu.au/saces/economy/production
Economist Intelligence Unit's 2010 Liveability Survey
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South Australia can acclaim a record number of people in work, and a historically low
unemployment rate. In South Australia8:
•
•

Unemployment is at a low rate - 5.2% in April 2010
Employment is at a record level - 801,700 in April 2010

South Australia’s business, government, higher education and non-profits spend more on
R&D as a proportion of State GSP than does Australia as a whole or any other Australian
State.

5.3 SOUTH AUSTRALIA’S ECONOMY
Table 4

Forecaster

ANZ Bank
DTF
SACES

GROWTH FORECASTS FOR SOUTH AUSTRALIA9
Gross State
Product

2010-11
2.75%
3.00%

Employment

2011-12
3.50%
3.3%

2010-11
1.25%
1.75%

2011-12
0.00%
2.00%
1.8%

South Australia’s Economic Performance

In South Australia, you’ll find major projects worth more than AUS$80 billion creating
investment and jobs and stimulating local industries and business.
The major goal of the State's Economic Development Board is to capture the emerging
economic opportunities, make South Australia the most competitive place in which to
invest and operate a business in Australasia and secure a genuine social dividend, while
ensuring that the State is ever more environmentally sustainable.
This is an economy in transition - evolving from its traditional manufacturing and
agricultural base to include new, advanced industries and knowledge-intensive services.
Expansion in mining, defense and education and the emergence of clean and renewable
technologies are positioning South Australia for a prosperous future.
8

South Australia Department of Trade and Economic Development
Various:
– ANZ Bank, States and Territories Economic Update,
http://www.anz.com/aus/corporate/EcoComm/StateFocus.asp
– DTF, South Australian Budget 2008-09, Budget Paper 3
– South Australian Centre for Economic Studies, Economic
Briefing Report
9
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The AAA credit rating from Standard & Poor’s (S&P) and Moody’s has been maintained
for more than five years and provides a platform for record levels of employment and
population growth. Top rating awarded to qualifying corporate bonds by the bond rating
agencies such as Standard & Poor's (AAA) and Moody's (AAA). These ratings mean:
•

the bonds are of the highest quality

•

carry the least degree of investment risk

•

are fully expected to pay both interest and principal on time

Credit ratings are forward-looking opinions about credit risk. S&Ps credit ratings express
the agency’s opinion about the ability and willingness of an issuer, such as a corporation
or state or city government, to meet its financial obligations in full and on time. Each
agency applies its own methodology in measuring creditworthiness and uses a specific
rating scale to publish its ratings opinions. Typically, ratings are expressed as letter
grades that range, for example, from ‘AAA’ to ‘D’ to communicate the agency’s opinion
of relative level of credit risk. ‘AAA’ means: extremely strong capacity to meet financial
commitments.
S&P ratings are not indications of investment merit; they speak to one aspect of an
investment decision—credit quality—which in some cases may include their view of
what investors can expect to recover in the event of default.
5.3.1 INNOVATIVE ECONOMY
South Australia’s economic activity grew annually by about 2.5 per cent over the past
decade compared to almost 3.5 per cent for the nation as a whole.
South Australia has an advanced manufacturing, technology and research base and is
home to some of the world’s leading defense, food and wine, mining and energy,
information and communications technology, bioscience and automotive companies. The
State’s AAA credit rating from international ratings agencies Standard & Poor’s and
Moody’s has been retained due to the State Government’s low net debt, revenue growth
and commitment to a prudent level of spending over the next two to three years. South
Australia’s businesses are the most innovative in the nation and they invest strongly in
research and development.
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5.4 INVESTMENT OPPORTUNITIES
South Australia is the most cost-competitive environment for trade and business
development in Australia. It is also an ideal location for business opportunities in
emerging and established industry sectors.
Defense, resources and clean technology are three ‘stand-out’ investment options for
local and interstate investors, while the traditional economic pillars of food and wine,
agriculture and advanced manufacturing continue to achieve high-level outcomes in both
local and international markets.
Graph 3
PORTION OF TOTAL GSP BY INDUSTRY
Services
Education, Scientific &
technical services

17%
5%
3%

Manufacturing

55%

11%

Mining
Agriculture

9%

Other

Source: Australia’s Trade by State and Territory- 2008-09

There are many reasons to invest in South Australia. First of all, its strategic position
represents an important factor. South Australia is an affordable and highly costcompetitive environment for trade and business development. It has a well-developed
industry base, a highly skilled, productive and flexible workforce, and world-class
education and health system. More than $80billion in major developments is creating
investment and job opportunities, and stimulating the growth of local industry and
business.
Expansion of the State’s education, mining, defense and service sectors, along with the
emergence of new cleantech industries and innovative information technology
capabilities, are positioning South Australia for strong economic growth in the coming
years. A culturally diverse and welcoming coastal city boasting a Mediterranean climate,
Adelaide provides a lifestyle and quality of life envied around the world. In addition, it
could be considered convenient to invest in this State because of business environment,
the presence of the lowest rents in Australia and the competitive price of property and
construction.
South Australia has significant research and development strength, both academically and
industrially, including universities, co-operative research centres, government research,
testing organisations, and commercial capacities.

23

South Australia can benefit from Government Funding, providing financial assistance to
potential investors, identifying appropriate business partners and secure rapid and
straightforward approvals for new projects.
5.4.1 INVESTMENT POTENTIAL
South Australia’s economic performance in recent years has been strong. Its mining,
defense, clean technology and education sectors are attracting international investment
and attention, and add to the State’s long-standing expertise in advanced manufacturing,
agriculture and health services.
South Australia possesses world-class mineral deposits, including almost 40 per cent of
the world’s known recoverable uranium deposits. Mining and exploration are spread over
much of the State with 11 mines in operation and 30 more in the planning and
development stages.
Advanced manufacturing
Contributing almost AUS$9 billion to the South Australian economy and providing
employment for more than 80,000 people, manufacturing is the State’s largest industry.
Investment opportunities exist currently in advanced manufacturing, where the State is
rapidly developing expertise in water recycling equipment, premium wine, cars and
automotive parts, submarines, agricultural equipment, health and medical devices,
defense equipment, consumer electronics, building materials and mining supplies.
Bioscience
Adelaide is Australia’s most cost-competitive city for biomedical research and
development, and clinical trials (KPMG Competitive Alternatives 2010).
Bio Innovation SA was established by the State Government to foster the growth of the
State’s biotechnology industry. Investors in this sector will benefit from the four elements
required to grow a thriving biotechnology industry – world-class infrastructure, business
development services, financial incentives and management expertise.
Food and wine
Internationally acclaimed wine and food produce are exported to markets around the
world. Renowned for innovative production processes, the State produces almost half of
Australia’s wine and is home to the world-famous Penfold’s Grange. South Australia has
an enviable reputation as one of the world’s most sustainable growing environments and
its quality produce is renowned for integrity and safety. With opportunities growing for
trade with China, India, the United States and South-East Asia, South Australia provides
an excellent base for agribusiness operations.
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ICT and electronics
Adelaide is ranked as the second most cost-competitive city in the world for software
design, and Australia’s most cost-competitive city for software, web and multi-media
development.10
South Australia’s information and communication technology (ICT) sector is one of the
State’s niche growth industries, its award-winning companies are acknowledged as
innovative and globally competitive.
Export Markets
South Australia's traditional export strengths are in wine, cereals, meat and automotive
manufacturing. These are now being augmented by exports of minerals, scrap metal and
metal ores, and information technology products and services. With almost half of
exports going to the Asia Pacific – the world’s fastest growing region – South Australia is
a strategically positioned export base.
Table 5

MERCHANDISE TRADE BY MAJOR COUNTRY, 2009-10
Country
World
China

USA
Japan
Singapore
Thailand
India
UK
Germany
France
Italy

EXPORTS
AUS$ mill
8,135
1,251
956
680
109
181
599
531
134
86
18

IMPORTS
%
AUS$ mill
100 6,446
15.4
964
11.8
504
8.4
756
1.3
977
2.2
512
7.4
84
6.5
146
1.6
281
1.1
150
0.2
160

TOTAL TRADE
%
100

AUS$ mill
14,581

KPMG Competitive Alternatives 2010
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Rank

100

15

2,215

15.2

1

7.8

1,460

10

2

11.7

1,436

9.8

3

15.2

1,087

7.5

4

7.9

693

4.8

5

1.3

683

4.7

6

2.3

677

4.6

7

4.4

415

2.8

11

2.3

236

1.6

17

2.5

178

1.2

19

Source: Australia’s Trade by State and Territory- 2009-10

10

% share

Table 6

South Australia Trade 2009-2010
Goods
Exports
(AUS$m)
8,135
Imports
6,446
Major goods exports ( AUS$m)
1
Alcoholic beverages
2
Iron ore & concentrates
3
Cooper ores& concentrates
4
Cooper
5
Wheat
Major goods Imports (AUS$m)
1
Refined petroleum
2
Passenger motor vehicles
3
Goods vehicles
4
Vehicle parts & accessories
5
Rotating electric plant & part

Services
2,101
1,867

Total
10,236
8,313

1,344
624
619
560
452

972
609
303
228
156

Source: Australia’s Trade by State and Territory- 2009-10

It is important to highlight the importance of Education-related travel; it is the most
relevant value among South Australia’s export with AUS$741m in 2007-08, AUS$892m
in 2008-09 and AUS$1,052m in 2009-10.
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5.5 SOUTH AUSTRALIAN STRATEGIC PLAN (SASP)
The South Australian Government launched the inaugural South Australian Strategic Plan
(SASP)11 in March 2004. The Plan draws together the hopes and aspirations of South
Australians, and
maps
out a comprehensive path to
the future.
The SASP is a commitment to making this State the best it can be; prosperous,
environmentally rich, culturally stimulating, offering its citizens every opportunity to live
well and succeed. The plan was based on the conviction that when South Australia works
towards common goals, it can achieve so much more than if it did it alone.
In the current update of the SASP (2007) some new targets were added, particularly in
the areas of early childhood, a sustainable water supply, multiculturalism, cultural
engagement, employment participation, work-life balance, and venture capital
investment.
In particular, it has six objectives:
•

Growing Prosperity:
South Australia wants a dynamic economy that is competitive, resilient
and diverse. The growth will be managed in an environmentally
sustainable way investors will be drawn to South Australia because of the
quality of the workforce. The main reason to have high economic growth
is because it leads to higher rates of job creation and higher living
standards. Better job opportunities are vital if people are to lead fulfilling,
independent lives and generate future opportunities. Jobs are in many
ways the social dividend from having strong economic growth.

•

Improving Wellbeing
South Australia should enjoy a good quality of life at every stage of life.
The South Australia health system must focus on primary healthcare.
Education needs to highlight the health consequences of lifestyle choices
such as diet, smoking and risky driving behavior, and promote healthy
lifestyle.

•

Attaining Sustainability
South Australia values the natural beauty of our state. They want to
minimize the impact of human activity on the environment. South
Australia must continue to be a leader in climate change policy and an
exemplar for Australia and the world. They want to be at the forefront of
producing and using renewable energy and in the sustainable use of water
and other natural resources.

11

http://www.saplan.org.au/system/pdf/South_Australia_Strategic_Plan_2007.pdf
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•

Fostering Creativity and Innovation
South Australia has a reputation for innovation in science and in the arts.
South Australia is home to world-class research institutions and has been
successful in attracting the headquarters of major nodes of national
collaborative research centers, research facilities and centers of excellence.
The intent is to be a hub for research and innovation. For this reason, they
have to invest in the education and skills of South Australians.
Increasingly, the role of entrepreneurs who build and lead successful and
dynamic business is being recognized as a key component of economic
prosperity.

•

Building Communities
South Australia is a successful multicultural community. The Government
wants a fair society, with many more South Australians engaged in
political and civic life.

•

Expanding Opportunity
Education is central to creating and expanding opportunity. It is also vital
for sustaining strong economic growth and rising living standards.
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5.6 SOUTH AUSTRALIA AND THE ENVIRONMENT
5.6.1 ENERGY AND CLEAN TECHNOLOGY
In April 1998, Australia became a signatory to the Kyoto Protocol, thereby committing
the nation to meeting internationally agreed greenhouse gas reduction targets.
Cabinet requires the development and implementation of an Action Plan that addresses
energy use in the operation of its building assets, office equipment and vehicle fleet.
In 2007, South Australia became the first jurisdiction in Australia, and just the third in the
world, to introduce dedicated climate change legislation.
Federal policy is beginning to change with the publication of the Garnaut report and
Carbon Pollution Reduction Scheme White Paper, announcement of an Emissions
Trading Scheme started in 2010 and announcement in August 2009 of a National
mandatory renewable energy target of 20% share of electricity supply in Australia by
2020 (13% lower than in South Australia-33%).
South Australia has 51% of Australia’s wind capacity and 45% of the grid-connected
solar power. It is also home to 90% of geothermal energy. South Australia is a leader in
the world in climate change policy and a national leader in the development and support
of renewable energy. It has the highest per capital level of recycled water use in
Australia.
The Government would like to improve the use and production of renewable energy.
Moreover, it has increased policy for preservation of natural habitats and native species
of flora and fauna.
The main objective is to lead research into the effect of climate change on South
Australia, and also into innovative ways to improve natural resources management.
In particular, the SASP aims at:
•
•
•

Reducing greenhouse gas emissions by 60% of 1990 levels by 2050;
Increasing the generation of renewable electricity to 20% of all electricity
generated in the state by 2014;
Increasing the state’s consumption of renewable electricity to 20% of the total by
2014.

South Australia’s clean technology – or “cleantech” – sector is at the forefront of
international efforts to develop technology-based products and services that reduce
environmental impacts.
The State leads Australia in renewable energy sources such as wind, solar, geothermal
and wave power, and has recognized expertise in water treatment and waste management.
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It also has highly competitive energy costs by world standards with access to Australia’s
largest onshore oil and gas fields in the north of the State. The northern regions of South
Australia also form a hub of the national gas-distribution network.
South Australia is operating with a wide variety of alternative energy generation
methods. Its wind farms already provide one of the three highest penetrations of wind
generation with respect to installed capacity worldwide. However, wind variability
creates a series of problems for electricity supply. Large parts of South Australia contain
attractive geology for geothermal energy generation. In addition, solar and wave energy
are also under long-term consideration.
5.6.2 MINING
PACE is South Australia’s Plan for Accelerating Exploration. It is an important
document for the growth in this State of mineral, petroleum and geothermal energy
sector. The Plan aims to “ensure that South Australia retains its competitive advantages
and further creates opportunities for new discoveries and new mining developments”;
South Australia’s Premier, the Hon. Mike Rann, has recently announced that PACE has
been extended and expanded. PACE 2020 tries to open new areas for exploration, to
make more efficient the process from exploration to mine development and also to
improve delivery services.
South Australia is home to the Olympic Dam, one of the world’s biggest mines.
Outstanding joint venture and investment opportunities exist in exploration for gold,
uranium, iron ore, nickel and heavy mineral sands in downstream processing, refining
and the associated resources infrastructure and services.
In addition to the famous Olympic Dam, there are many other mines in SA, for instance:
•
•
•
•

Beverly Uranium Mine (U)
Middleback Ranges Mines (Fe)
Leigh Creek Coal Mine (Coal)
Challenger Gold Mine (Au)

South Australia earned a top-10 ranking in mineral potential in the 2009-2010 Fraser
Institute survey of more than 70 mining jurisdictions worldwide. It also ranked fifth
globally in Resource Stocks magazine’s 2009 World Risk Mining Survey.
The South Australia Minerals industry has shown great resilience to the effects of the
global financial crisis. The minerals industry is the largest export sector in South
Australia and it is crucial that the required infrastructure is in place to support future
predicted export growth. Total Exports – 2009/10 – AUS$8.1billion.
The value of exports from the mining industry has almost doubled since 2003–04. In
2006–07, mineral resource exports, excluding oil and gas, were around AUS$90 billion,
or around 65 per cent of Australia’s total commodity trade.
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The major markets for Australian mineral and petroleum exports in the period 1989–90 to
2006–07 were Japan, China, the Republic of Korea, India and Singapore. China’s
demand for Australian resources is rapidly increasing: China is a major export destination
for iron ore and pellets, lead concentrates, LNG and LPG. Exports to India have been
increasing since 1989–90, with a sharp increase of 207 per cent.

5.7 EDUCATION
South Australia has a growing share of Australia’s overseas student numbers. The
Government needs to continue to work with universities and industry to encourage more
overseas students to study in areas of future demand in South Australia, and to encourage
them to stay once their studies are completed. The report by the Economic Development
Board (March 2009) shows that approximately 65% of international students intend to
remain in Australia after graduation. South Australia also need to increase the number of
international students studying at its higher education institutions.
Table 7

CHANGE IN ENROLMENTS FOR SA AND AUSTRALIA, DEC 2009-10
South Australia

Higher Ed
(onshore)
VET
Schools
ELICOS
"Others"
TOTAL

2009

2010

Change
200910

14,858
7,645
2,744
6,382
2,278
33,907

15,886
8,590
2,488
5,460
1,967
34,391

6.9%
12.4%
-9.3%
-14.4%
-13.7%
1.4%

Australia
SA
Market
Share
2010

2009

2010

Change
200910

6.5%
4.2%
10.3%
4.8%
6.3%
5.6%

226,011
207,985
27,380
137,539
31,748
630,663

243,591
206,581
24,235
113,477
31,235
619,119

7.8%
-0.7%
-11.5%
-17.5%
-1.6%
-1.8%

Source: Education Adelaide
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5.7.1 LEARNING CITY
Adelaide is considered an international education centre and Australia’s “learning city”.
Many students from all over the world make the decision to enrol in school and
universities in Adelaide. Adelaide attracted almost 34,000 international students in 2009
as education became South Australia’s third largest export sector, generating AUS$892m
for the economy and supporting more than 6,000 local jobs.
South Australia boasts three high profile and internationally recognized universities based
in Adelaide: University of South Australia, University of Adelaide, and Flinders
University. In addition, two foreign universities have opened offshore campuses in
Adelaide including Carnegie Mellon University (USA) and University College London
(UK).12 In addition, Adelaide offers many opportunities to work in local organisations
for students that decide to remain in South Australia after their study.
A key priority for the State Government and Adelaide City Council is for Adelaide to be
a learning city. The Government and Council are working together to attract universities
and students to Adelaide including supporting Education Adelaide.
For this reason, in 2006 the University City Project was established to permit Adelaide to
become a leading international centre for higher education. The main goal of this
Division of Department of Premier and Cabinet is to improve partnerships with foreign
universities that will bring expertise in teaching and research to South Australia. It is
promoting collaboration between South Australia’s universities and targeted world-class
foreign universities in key current and emerging areas.
In doing so, this cooperation will increase the competitiveness in areas of science,
research and innovation where South Australia already has a competitive advantage.
Students from more than 130 countries around the world choose South Australia as their
study destination thereby creating substantial opportunities for South Australia.

12

Report : “Potentialities for Collaboration: an overview of the Research & Development System in SA”,
by Dr. Sara Benetti and Dr. Silvia Decarli.
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Table 8

ENROLMENTS: DOMESTIC, INTERNATIONAL AND TRANSNATIONAL
STUDENTS
Uni South
Australia
2005
22342

2009
23275

Domestic
International
4177
6137
Transnational
5747
7438
Total
International13
9924
13575
Students
32266
36850
Total
% of
International
30.76% 42.07%
Sudents

Increase

Uni Adelaide

Increase

Flinders Uni

Increase

2005-09
4.18%

2005
14796

2009
16181

2005-09
9.36%

2005
12966

2009
15470

2005-09
19.31%

46.92%

3637

5664

55.73%

1855

2447

31.91%

29.42%

789

626

-20.66%

1189

849

-28.60%

36.79%
14.21%

4426
19222

6290
22471

42.11%
16.90%

3044
16010

3296
18766

8.28%
17.21%

36.77%

23.03%

32.72%

42.08%

19.01%

20.59%

8.31%

Source: Universities’ website14

The international education industry makes a positive contribution of about AUS$1,052m
to the economy of South Australia (2009-2010).
Adelaide’s increasing attractiveness as an international education destination is providing
significant economic and social benefits for the City. Adelaide attracts about 34,391
international students. In fact, international education is the state’s largest service sector
export and the fourth largest overall export.
However, the international student's population growth is a sustainable one. As its overall
impact in the Australian society is marginal and doesn’t cause radical changes.

13
International students are foreign students attending course in South Australia, while transnational
students are those attending course offered by South Australia’s universities offshore.
14
University of South Australia: data about students are taken from the report “University of South
Australia: key statistics 2004 to 2009” (www.unisa.edu.au/pas/bai/keystatistics/asp ).
University of Adelaide: data about students are taken from the 2005-2009 “Pocket Statistics” reports
(www.adelaide.edu.au/sp/statistics ).
Flinders University: data about students are taken from the 2005-2009 “Quick Stats” Brochures
(http://www.flinders.edu.au/)
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Table 9

THE ECONOMIC IMPACT OF INTERNATIONAL EDUCATION
Education-Related Travel Export Figures by States and Territories

NSW
VIC
QLD
WA
SA
ACT
TAS
NT
AUST

2006-07
AUS$
4,258.000
3,480.000
1,586.000
823.000
636.000
193.000
114.000
18.000
11,109.000

2007-08
AUS$
5,269.000
4,388.000
1,863.000
925.000
731.000
291.000
121.000
22.000
13,538.000

2008-09
AUS$
6,381.000
5,408.000
2,374.000
1,125.000
892.000
260.000
141.000
28.000
16,610.000

Source: Education Adelaide

Accommodation research commissioned by Adelaide City Council and Education
Adelaide last year found that 30% of all international students choose to live in the City.
There is a highly visible impact of international students in the City. First of all, the
changing demographics; the influx of international students has contributed to a decrease
in the median age of City residents from 35 years in 2001 to 32 years in 2006.
This is resulting in a younger population making for a more vibrant, culturally diverse
City with vitality and higher activity levels over a greater span of hours-time.
Secondly, the impact of international education has a flow on effect which increases
numbers in the tourism sector. It was estimated that there are about 90,000 trips per year
through Adelaide airport made by international students with a total travel spend of
around $10.1m per year. The families of overseas students also contribute to tourism
income.
Finally, many overseas students apply for Australian Permanent Residency when they
complete their studies.
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5.8 RESEARCH AND DEVELOPMENT
Research and development is the process of creating new and improved products.
Discoveries resulting from R&D are often transferred to large corporations through sale,
license or other contractual arrangements, to enable development and commercialization
of new products. In small businesses R&D tends to focus more on product improvement
because of budget and cost limitations.
The South Australian Government is engaged in improving science and innovation
because it recognizes the important role these play in the advancement of the economy
and the society.
The Science and Information Economy Directorate promotes and supports science and
innovation developments with the government, industry and community sectors.
In 2008-09 the R&D expenditure in South Australia was AUS$ 1.9 billion. The Gross
Expenditure on R&D (GERD) was distributed between15:
•
•
•
•

Business AUS$ 932 million (49.57% of GSP)
Higher Education AUS$ 505 million (26.85% of GSP)
Government AUS$ 440 million ( 23.43% of GSP)
Private non-profit AUS$ 2.9 million (0.15% of GSP)

In an economy like Australia, the public research sector is very important. It is the main
source of high level expertise and skills in science and technology. In Australia, the
Commonwealth contributes to large amount of funds for the sector. In using these funds,
South Australia has to demonstrate its performance and efficiency of the local innovation
system, as well as being a measure of its national competitiveness.

15

Sources: Australian Bureau of Statistics
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Graph 4

SOUTH AUSTRALIA’S SHARE OF COMMONWEALTH R&D FUNDING, 20022008

http://www.innovation.sa.gov.au/16

South Australia’s share of Commonwealth research funding has risen from AUS$68
million in 2007, 6.4% of the national total, to AUS$74.6 million in 2008, 6.7% of the
national total. This is below population share of 7.6% and below the STI10 target level of
9.5%. However it is above the State share of GDP of 6.5%.
For a successful innovation system there is a risk capital known as Venture Capital. It is
very important to finance the ideas and new knowledge created by the research sector and
to transform them into tradable intellectual property and commercially applications.

16

Note - due to data constraints Rural R&D Corporation funding, comprising about a third of
Commonwealth funding, is not included in this analysis.
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Graph 5

VENTURE CAPITAL AS PERCENTAGE OF GSP/GDP 2003-2009

http://www.innovation.sa.gov.au/Government

After holding a strong upward trend for several years during the boom, venture capital
investment in South Australia fell 30% in 2008, as the global financial crisis placed
severe constraints on risk capital availability. This trend continued in the year to June
2009 with a further fall of 22% from AUS$173 million in 2008 to AUS$135 million in
2009, with a corresponding deterioration in the target percentage of GSP from 0.22% to
0.17%. The national venture capital percentage fell from 0.70% to 0.62% in the same
period.
The R&D Tax Concession is the principal Australian Government initiative to increase
the amount of research and development (R&D) undertaken in Australia. The aim is to
encourage innovative, competitive and export-oriented Australian industries. The role
of research and development (R&D) and innovation is to get your business into a
competitive position and keep you there.
The main benefits of innovation are:
•
•
•
•
•

increased quality
greater customer satisfaction
extended product range
increased profits
reduced costs
• improved production techniques
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5.9 TOURISM
Tourism is very important for business, for employment and for the social and economic
development of South Australia. Tourism includes not only leisure activities but also
short-term travel for business or other reasons such as education.
The South Australia tourism industry turns over about AUS$4.3 billion a year and more
than 50,000 people are employed in the industry throughout the State, both directly and
indirectly17.
The main goal of the South Australian Tourism Plan 2009-2014 is to find key strategies
for growing the value of the state’s tourism sector; it plans to achieve a AUS$6.3 billion
tourism industry by 2014. This is designed to ensure that tourism and tourism related
businesses are viable and sustainable. The plan also identifies the industry’s key
objectives for the next six years within the broader context of South Australia’s
competitive performance and the likely future of tourism, both nationally and globally.
The South Australian Tourism Plan is addressed to improve many different aspects of the
tourism industry. The main goals are:
•
•
•
•
•
•

Communicate with impact
Develop new signature experiences
Improve distribution channels
Improve air access
Ensure a positive policy environment
Build industry capability.

If you attract investment capital into South Australia you attract events. South Australia
needs ‘new news’ and to further develop areas and to change the target consumers’
perception of South Australia. This includes an accent on tourism in the food and wine
industries, higher profile of its natural heritage and cultural strengths, links to South
Australian products and services.
Domestic tourism accounts for 94 per cent of South Australia’s visitors. The major
markets where international tourist comes from are: Europe, UK, the Americas, Asia,
New Zealand and Japan. China and India are markets that South Australia could consider
to further develop its tourism sector.

17

www.tourism.sa.gov.au
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Table 10

SUMMARY OF VISITOR ORIGIN – YEAR ENDED JUNE 201018
VISITORS
International
7%
Interstate
35%
Intrastate
58%
Total
100%

NIGHTS
31%
36%
33%
100%

Graph 6

SOUTH AUSTRALIAN TOURISM TRENDS-For the 12 months ending June 2010

In the 12 months ended June 2010, South Australia received around 5.1 million visitors
and 26.3 million nights.

18

South Australia Tourism Trend-For the 12 months ending June 2010
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Graph 7

SOUTH AUSTRALIAN TOURISM TRENDS-For the 12 months ending June 2010

5.10 THE ROLE OF EVENTS
Event Tourism identifies the strategic role of events so that cities and destinations may
achieve objectives of generating visitor flows as well as image, position and brand. The
planning of the events is fundamental so that events become effective tools for tourism
and territorial marketing purposes, contributing to the coherent and organic tourist and
economic development of a destination. The strategic planning and marketing of events
has an economic impact on the territory.
The attraction of tourists through events permits us to reduce the variability of the
demand during the year and to extend the tourist season. Events are important not only as
a tool of tourism marketing, but also become a strategic approach for improving and
enforcing brand and imagination of the city or destination. When an event becomes a
successful tool of tourism marketing, it could be a way to improve investments and to
create a network that leads to an increased regional economy.
Sports and cultural events compete to capture the attention of tourists. These events could
be a way to improve the city’s range of tourism attractions. In fact, they are useful like a
promotional strategy, attracting media and hoping that more people will be encouraged to
visit the city in the future.
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The relationship between events and tourism is linked. One significant element of this
relationship is the way in which images associated with an event may be transferred to
the destination. In this way the destination brand may be strengthened, enhanced or
changed.
The Adelaide Convention Bureau is a private sector, non-profit, membership-based
organisation supported by the Government of South Australia and the City of Adelaide. It
is the official organisation responsible for promoting Adelaide and South Australia as a
desirable business meeting and conference destination. It actively markets and promotes
the state both nationally and internationally for conventions, meetings, exhibitions and
incentive travel buyers. Their clients include corporations and major associations who
may share a motivation to host exceptional events in Adelaide.
In 2008, the Adelaide Convention Bureau was recognised by ‘Meetings and Events
Australia’ as the most efficient marketing organisation of its kind. Adelaide was rated the
third best destination in the world for business travel by The Economist in July 2009. The
major objectives are:
•
•
•

Promote and develop Adelaide, South Australia as a leading business event
destination
Achieve full support and commitment of industry stakeholders, and in return
represent their best interests
Attract business events to Adelaide, South Australia.
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6. TRENTINO ALTO ADIGE
Trentino Alto-Adige is situated in the far north of Italy along the border of Austria. The
Region is framed by the Dolomites, some of the most beautiful mountains in the world,
and crossed by the Adige, Italy's second longest river. The territory of the region is
divided into two provinces: Trentino and Bolzano/Bozan. They are also subdivided into
333 communes (116 in Province of Bolzano and 217 Province of Trento). The Region
has a population of about 1 million with a GSP of about €26 billion.
Figure 1

The mountains and valleys (Val di Sole, Val di Non and Val Gardena) comprise the
Region's main economic resource, attracting tourism in both winter and summer, with
more than 8 million arrivals and 40 million visitors (with an average of 5 day per
person)19. Another important resource of Trentino Alto-Adige is its many hydroelectric
reservoirs, which allow energy to be generated and exported.
Various industrial sectors have developed in the Region, including building,
woodworking, mechanical engineering and metallurgy, mainly consisting of small
businesses distributed uniformly throughout the territory. A distinctive local product is
Trentino porphyry, a stone that is extracted and worked in the Valle di Cembra and then
sent to places all over the world where craftsman, often originally from the same valley,
transform it into high-quality urban fixtures. This industry, together with other allied
industries have become pillars of the region's economy.

19

Source: Istat-2007.
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6.1 POPULATION AND EMPLOYMENT
Trentino Alto-Adige can praise a growth in employed people. According to Istat’s
survey, during the 2010 (July-September) the unemployment rate was 3.9%.
The population of the region is derived from three different ethnic groups (66.4%
German, 29.4% Italian, and 4.2% Rhaeto-Romanic Ladin, in the province of Bolzano). It
is almost equally distributed between the two provinces with a slight majority in the
Province of Trento. The most densely populated areas are the two main towns, Val
Lagarina, lower Val Isarco and the area around Merano.
Table 11

POPULATION
1991

POPULATION
2001

POPULATION
2010

Province

440,508

462,999

503,434

Province

449,852

477,017

524,826

Region

890,360

940,016

1,028,260

STATUTS
Province of
Bolzano
Province of
Trento
Trentino AltoAdige

Source: Istituto Nazionale di Statistica Italia (web).

Progressive, but slow, urbanisation is taking place in the main towns; today, more than a
third of the region's inhabitants live in small mountain communities. Depopulation of the
mountain areas is more evident in Trentino, in the areas only marginally affected by
tourism.

6.2 TRENTINO ALTO-ADIGE’S ECONOMY
The regional standard of living in Trentino is higher than the national average. The solid
economic infrastructure of Trentino witnesses the success of the model of development
from a rural to an industrial economy. The high level of integration of different industries
offers high-income levels and different employment opportunities.
The economic system is exemplified by the important contributions made by local
industry in enhancing tourism in the region, building large infrastructure and skillfully
promoting goods produced by local businesses in several sectors on the international
markets.
Topping the list in terms of the contribution made by individual sectors in generating
value add for the province are private services, at 50%; the secondary sector accounts for
30%; and non-saleable services accounts for 17%. Local agriculture contributes 4% with
its high quality products such as apples and soft fruits.
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The principal cereal grown in Trento is rye. Fruit is extensively grown (Adige Valley,
lower Val Isarco, Val di Non, and Val Venosta) and the region has the highest apple
production in Italy. Vine growing is widespread and high quality wines are produced.
Other important primary activities are forestry, (approximately 17% of Italy's timber for
processing) and livestock breeding (especially cattle) which provides the basis for a
flourishing dairy industry. Mining is limited (copper, fluorite, barite, marble, asphaltic
rock, quartz, gypsum in small quantities).
Naturally, the industrial sector has the heaviest concentration of large factories along the
Adige Valley has a high output of hydroelectric power (as a result of the vast quantities
of water available) and is therefore second only to Lombardy.
In 2008 there were 40,483 enterprises in the region. 73.4% of companies operating in the
services sector, 17.4% in construction and 9.2% in industry.
There are industrial areas at Trento, Bolzano, Rovereto and Merano, all of which
developed after the Second World War. The main industries are steel and metal-working
(Bolzano, Rovereto), engineering (Bolzano, Trent), chemicals (Trent, Bolzano, Merano),
paper, textiles and food (canning, breweries).
The service sector is closely linked to the large flow of tourists, both in summer and
winter, and to the many and well-equipped holiday resorts.

6.3 PROVINCE OF TRENTO
Trento, with a population of 116.29720 is the capital of the region and of the Autonomous
province of Trento. The city often ranks extremely high out of all 103 Italian cities for
quality of life, standard of living, business and job opportunity, coming first, sixth and
second respectively.
The province of Trento is one of the richest in Italy, with a population of 521,779 and a
GDP of €12.940 million21. In 2008, the province of Trento was affected significantly by
the international crisis. This year, the province's GDP showed a decrease of 0.8% still
smaller than national one. GDP per capita in 2000-08 was on average €27.443, a value
that exceeds the national average of 15% for the same period.
Trento is a major educational, scientific, financial and political centre in Trentino AltoAdige and northern Italy in general.
The University of Trento ranks highly out of Italy's top 30 colleges, coming first in the
Italian Ministry of Education ranking, first in Engineering area according to Censis-La
Repubblica ranking and fifth in the Il Sole 24ore ranking of Italian universities, and
amongst the 500 best in the world, coming in at 407.

20
21

Source: Istat al 30/09/2010-524.826 in the Province of Trento
http://www.rim-europa.eu/index.cfm?q=p.baseline&r=ITD2
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6.4 INVESTMENT OPPORTUNITIES
The Province of Trento showcases a taste of Italy, not only for the variety and quality of
manufactured produce, but also for the excellence of its natural and environmental
heritage which characterizes its valleys and mountains.
The tertiary sector, and in particular tourism, represents one of the most significant share
of the Trento economy, both in terms of its density by which it is distinguished, and for
the induced effects, directly or indirectly, which it exercises over all the other sectors.
Provincial agricultural production has, over time become more and more specialized
towards fruit farming, vine-growing and wine-producing. The working of agricultural and
animal husbandry products gives rise to a blooming food industry, which constitutes an
important section of exports.
The production of apples in the Trento Region, is of a quality recognized on the market
(the apples of the Val di Non are marketed under the brand “Melinda”), make up a
significant portion of overall Italian production, exceeded only by the Province of
Bolzano.
Vineyards cover 13,500 hectares of which registered DOC plots total of 11,100 hectares.
Annual wine production of 1,200,000 hectolitres includes 61% or 730,000 hectolitres
DOC of which about 70% is red22. Trentino, which boasts Italy's largest production of
Chardonnay, is a leader in sparkling wines by the classical method, spumante that
qualifies under the trademark of Trento Classico. The main distinction between Trentino
and Alto Adige production is that in the northern area the wines are produced mostly by
small family-owned and managed wineries that sell their product locally with limited
exports to Germany and Austria. Trentino on the other hand counts on a large number of
growers who have joined into large cooperatives, such as Ca'vit and Mezzacorona, which
produce wines that have consistent taste and characteristics over the years.
The porphyry (igneous rocks) sector is the most important extraction activity in the
Province. In Trentino, the tradition of using porphyry as construction material is old, be it
in the form of walls or roofs. In pavements, the most ancient use is in the form of cubes
substituted later by cobblestones. The last decade of the 20th century showed a deep
growth in the sector, followed by a big rise in production and a clear improvement in
working conditions, mining methods and techniques. This has led to a better offering of
products and their range, where the manufactured end-product (with more value add)
represents the most common use.
The spring mineral waters are another important component of the extraction sector.
Currently, three bottling plants are in production, in Peio, Carisolo and Levico. There are
multiple sectors of specialization in the manufacturing industry. The presence of
considerable resources of unprocessed timber has contributed to the growth of the wood
industry and that of furniture.
22

http://www.made-in-italy.com/winefood/wine/regions/trentino.htm
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Of particular importance are the activities associated with the sawing of raw wood and
the production of packaging doors, windows and shutters in wood. In this sector the use
of highly innovative production processes is significant, both in terms of the first and
second stages of processing, providing a high quality product. Tyre retreading at
industrial level has become concentrated around the industrial district of Rovereto. Used
tyre retreading in the Trento area has stimulated development of a significant section of
machine-producing companies (all part of the recycling process). In this case, companies
have been able to establish themselves in a market for environmental technologies, with
great development potential.
Other industrial sectors significant for the Province's economy are: wood and stone
processing machine tools, machines for industrial and civil automation (mechanical
manipulators and assemblers, lifting equipment, etc.), paper production in the Riva del
Garda area and around Rovereto, the production of PVC windows, doors and shutters,
metal sections and other accessories and, more recently, electronics, has exploited of the
University of Trento’s applied research and the support of Povo Scientific and
Technological Research Centre (IRST).
In particular, the spin-off from technology has been to encourage the creation of minicompanies in the territory, which are highly innovative in the field of sensors/optics, and
of software for computers and micro-electronics.
6.4.1 EXPORT MARKETS
The strategic position of the Region is very important because it could impact on the
economy due to the connection with the rest of Europe, in particular with Germany; in
fact, the value of exports to Germany represents the most important amount for the
Province of Trento (about 18%).
Table 12

PROVINCE OF TRENTO’S EXPORT SECTORS in 2009 (million Euros)
SECTORS

VALUE

Engineering and
electronics
Food
Chemistry, tyres and
plastic
Wood/paper
Fashion
Agriculture and
fishing
Other Industry
Total

%/TOTAL

946,830
469,818

40.0
19.8

400,629
192,127
111,804

16.9
8.1
4.7

50,144
197,920
2,369,272

2.1
8.4
100.0

Source: Institute G. Tagliacarne on Data Istat-2009;
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Table 13

PROVINCE OF TRENTO’S MERCHANDISE TRADE BY MAJOR COUNTRY,
2008-2009
Country
Germany
Unites State
France
UK
Austria
Spain
Belgium
China
Nederland
Switzerland
Other countries
TOTAL

EXPORTS (,000euro)
Change
%
2008
2009
%/tot
567.354
428.777
-24.4
18.1
301.914
250.647
-17.0
10.6
346.885
232.328
-33.0
9.8
209.696
176.544
-15.8
7.5
166.800
163.116
-2.2
6.9
138.367
128.825
-6.9
5.4
99.485
76.993
-22.6
3.2
46.847
70.873
51.3
3.0
92.388
65.431
-29.2
2.8
105.606
62.176
-41.1
2.6
871.701
713.562
-18.1
30.1
2.974.043

2.369.272

-19.6

100.0

Source: elaboration Istituto G. Tagliacarne on Data ISTAT

6.5 PROVINCE OF TRENTO STRATEGIC PLAN
Trento is seeking to invest in the improvement of its economy, the social living and also
to make it a better territory. The main goals are:
•
•
•
•

To promote its brand, and for the environment to become unique
To strengthen the importance of education and human resources
To protect human rights and to improve the quality of public
services
To increase research and to improve innovation.

In the last strategic plan, the Autonomous Province of Trento revisited some strategies in
place that are considered very important for its future as a territory.
Trento would like to promote territorial policies in order to preserve the environment and
the natural landscape. The intent of the Province is to:
•
•

Make Trentino one of the leading Italian and European innovation
districts
Establish an open, high level and flexible research system
attractive to foreign researchers and students.
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Table 14

GROWTH FORECAST FOR THE PROVINCE OF TRENTO
PROVINCE OF TRENTO
Growth rate (yearly):
Value added
Employment
% value:
Exports/ added value
Employment rate
Unemployment rate
Assets rate
value per capita at the end of
the period:
added value per inhabitant
added value per employed

2007-2009

2010-2011

2012-2013

-1.1
0.8

1.8
0.4

2.3
0.9

17.2
44.5
3.5
46.1

18.2
44
4.2
45.9

19.1
43.7
3.4
45.2

20.9
45.4

21.3
46.7

22
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Source: Unioncamere (2010-2013)

6.6 PROVINCE OF TRENTO AND THE ENVIRONMENT
The Autonomous Province of Trento intends to promote territorial development based on
competitiveness and innovation, at the same time respecting the local environment and
also making use of the environment to generate sustainable economic development.
The autonomous province of Trento is autonomous in different areas of the energy sector,
including transport, industry, and production of hydroelectric power and distribution of
energy services.
The main goal of the Province of Trento is to improve and maintain a sustainable
economy. For this reason, the energy sector is very important. It is crucial for the
development of the economy of the Province.
In Trento’s Energy Strategic Plan there are many goals that are relevant for the promotion
of efficiency in the use of energy:
•
•
•
•

Resource efficiency and prevention;
Improve cooperation with surrounding territory;
Increase energy politics in service business;
Improve research about distribution of energy also for mobility
use.

These activities are aimed at improving cooperation and participation between local
authorities, Service Company and final consumers leading to an increment of production,
distribution and use of energetic source.
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There is a program co-founded by the European Regional Development Fund (ERDF).
This program focuses on key sectors such as information and communication
technologies (ICT), research, and renewable energy, environmental restoration, making
use of the potential of young people, launching new entrepreneurial activities, and
exploiting the cultural and natural heritage.
The main tasks of the Autonomous Province of Trento, with the help of the Structural
Funds, will be:
• To promote energy efficiency, sustainable energy and lowemission technologies and promote and improve the environment
in favor of economic development
• To increase investment in research and technological development
(RTD)
• To increase employment levels, particularly among women and
young people, and retain older workers in the labor market.
6.6.1 DEVELOPMENT OF ENERGETIC SYSTEM OF TRENTO
During the last few years, the use of natural gas has increased more than 3% on a yearly
basis. However, even if the use of methane has increased, the use of oil products is also
increasing (yearly about 1%). This is due to the monopoly of the petroleum sector.
On the other hand, due to high internal-energy production, the final use of electric energy
has increased less than in Italy and has a lower amount, about 16%-17% instead of 20%.
Consumers of energy per head is much higher in Trentino than in Italy (about more than
20%), due to the climate condition, transport services and intense tourism flow.
Trentino Alto-Adige is the second Italian region that produces renewable energy (16%).
It contributes to the national renewable energy in many ways23:
•
•
•

0.1% wind power
22.3% (40% from the province of Trento) hydroelectric energy
10% (21% from the province of Trento) solar energy

In reference to transport, there are some measures that endeavour to reduce pollution:
•
•
•
•

23

Car-pooling
Electric transport or hybrid
Development of a cycling lane
Disincentives to using private cars in the centre of the city.

Source: Energetic Plan of the Province of Trento-2010.
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Over the last few years, the Province of Trento has engaged in the development of a
program focused on local transport. The main goals are:
•
•
•

To enhance the use of electric buses and rail transports
To give priority to public transport
To develop “clean mobility”.

6.7 EDUCATION
The University of Trento was founded almost 50 years ago, and has since established
itself as an institute of quality research and education; characterized by its focus on
international relations and student mobility. As a dynamic and medium-sized research
university, the University of Trento is tailored to respond to the needs of its 16,000
students and about 600 members of faculty and researchers.
In regards to international rankings, the University of Trento has achieved important
recognition by ranking among the QS-Times World top 500 Universities in the World
since 2007 - an outstanding result given its size.
The university comprises of 6 faculties (Faculty of Economic, Faculty of Law, Faculty of
Engineering, Faculty of Arts and Humanities, Faculty of Cognitive Sciences, Faculty of
Mathematical, Physical and Natural Science), offering 45 programs, numerous
professional Master's, and lifelong learning courses. There are also two higher education
schools (School of International Studies, School on Local Development), 14 research
departments, and 20 doctoral schools.
The didactic and scientific activities concentrate on three main “areas”: the “polo di città”
(city area), with the Faculties of Economics, Sociology, Law, Arts and Humanities; the
“polo collina” (hill area) with the Faculties of Mathematical, Physical and Life sciences
and the Faculty of Engineering, the “polo di Rovereto” (Rovereto area) with the Faculty
of Cognitive Sciences.
Special importance has been given to the International dimension of the University ever
since its first years of operation. The University has focused on the development of
strategic international alliances that are complementary. The University has partnerships
with prestigious universities and research centres all over the world and is part of
important cooperation networks.
The University has a number of bilateral agreements with universities in Asia, America,
the Middle East and Oceania. There is also much collaboration for development cooperation, with African and Latin American universities. Foreign Tenured scholars and
Visiting professors are 10% of the total amount of professors.
The University is investing in high profile foreign and Italian scholars after significant
experiences abroad, contributing to the internationalisation of the University.
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The collaboration with Germany resulted in Trento being chosen as the Italian base of the
Italian-German University, an institution that deals with coordination for advanced
training and research between Italian and German universities.
By developing a rich network of international cooperation projects the University of
Trento has been awarded first place in the general national ranking of the national
“Censis (Centro Studi Investimenti Sociali) survey”, which provides information and
guidance to monitor the quality of Italian higher education, as were each of its seven
Faculties.
Table 15

ITALIAN UNIVERSITIES (10.000-20.000 Students); 2008-09
Position University Service Scholarship Facilities Web Internat. Average
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18

Trento
Siena
Sassari
Trieste
Modena Reggio
Emilia
Ancona
Brescia
Macerata
Urbino
Udine
Cassino
Ferrara
Venezia Ca Foscari
Bergamo
Catanzaro
Reggio
Calabria
Foggia
Napoli Parthenope

102
103
85
96

110
103
110
92

91
106
106
107

110
90
99
92

109
92
90
96

102,6
100,3
99,2
97,9

75
90
93
82
94
81
71
70

96
90
101
82
94
83
106
86

110
108
100
107
77
87
85
93

101
99
88
101
103
101
97
92

92
85
90
83
87
97
69
85

96,2
96,0
95,5
92,5
89,2
88,6
85,8
85,7

79
80
109

75
82
73

84
75
71

99
103
77

90
90
66

84,4
83,9
79,2

71
69

82
76

73
73

88
84

69
75

76,1
74,8

66

67

66

72

68

67,4

Censis Survey 2010/11-academic year 2008/09.

The University of Trento is also ranked 252nd overall (and 5th in Italy) in the Times
Higher Education World University Rankings 2010.
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There are three key ideas by which the University of Trento fosters and maintains its
unique international dimension:
•
•
•

Internationalising education
Promoting international research net
Developing an international campus

In addition, the University of Trento has created particular services and initiatives for
students/graduates and companies, to foster the link between the University and the job
market, such as the Internship service, the Placement service and the Technology
Transfer service enabling the university to support the graduates’ placement in the job
market.
Table 16

1
2
3
4
5
6
7
8
9
10
11
12
13
14

INTERNATIONAL STUDENTS IN ITALY (2008-2009)
foreign/total
University
Foreign Total student
Universita' per Stranieri di Siena
122
474
25.7%
Universita' per Stranieri di Perugia
404
1585 25.5%
Libera Universita' di Bolzano
101
750
13.5%
Politecnico di Torino
1945
21363 9.1%
Universita' Commerciale "Bocconi"
Milano
1096
12189 9.0%
Universita' degli Studi di Trieste
1428
16007 8.9%
Politecnico di Milano
2068
32968 6.3%
Universita' degli Studi di Urbino "Carlo
BO"
631
10779 5.9%
Universita' degli Studi di Bologna
4017
69000 5.8%
Universita' degli Studi di Trento
737
13063 5.6%
Universita' degli Studi di Genova
1707
30454 5.6%
Universita' degli Studi di Camerino
311
5564 5.6%
Universita' degli Studi di Brescia
639
11961 5.3%
Universita' degli Studi di Verona
1074
20426 5.3%
Source: vision about data of MIUR24

24

MIUR: Ministry of University and Scientific Research

52

6.8 RESEARCH & DEVELOPMENT
During the last few years, it has been increasingly recognized that Research and
Development (R&D), innovation and economic development are interrelated. An
increase in R&D spending is regarded as an essential input for changing the economic
structure of a country, increasing productivity and bringing about higher wages and a
higher standard of living.
In references to innovation, research and education, before a reform these matters were
among the federal state’s responsibilities. After this time, however, the various regions
and the provinces of Trento and Bolzano acquired autonomy to institute their innovation
policy and define strategic plans. Some regions have immediately introduced new tools,
exploiting the peculiarities of their respective territories. However, the coordination of
regional and national goals is necessary. There is need for a unitary system policy as well
as for complementy programs and incentives at the national and local levels.
The Office of Research supports the university community in improving research of the
highest quality. Responsible for achievement of Trent's research goals and objectives, the
Office of Research works in cooperation with other departments to implement the
University's strategic research plan.
In particular, the Office of Research works with local, regional, national and international
members of the research community to promote and steward:
•
•
•
•
•
•

excellence in research (peer-reviewed, high calibre, with national
and international recognition)
a diversity of research (across a full range of scholarly disciplines
at Trent, and of either a basic or applied nature)
an emphasis on interdisciplinary research (with cooperation
between a number of departments/ programs/ disciplines/ centres/
institutions)
Responsible for provision of resources to researchers
(infrastructure, staff, space etc.)
the involvement of students in research, and training of highly
qualified personnel
open accountable research practices (honest, ethical and open to
public scrutiny)

The need to overcome the limitations of business size and the reduced propensity of local
enterprises to innovate have led the province of Trento to intervene with a series of
measures and projects to stimulate and facilitate networking between businesses (clusters
and technology clusters). The contribution of business on R&D was €27.67m, equivalent
to 0.36% of the national average, and 0.02% of the EU27.
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The average GERD in the period 2000-08 was €150m, less than 1% of the national
average. The weight of the business contribution on R&D is equal to 12.27% of GERD25.
In the Province of Trento the level of research is of high quality and this is due also to the
contribution that the Province directly gives to this sector. In particular the expenditure
for research represents about 1.9% of the Budget of the Province and for research and
university represents about 2.6%. In addition to the contribution by the Province, there is
large amount of financing by the State26. There are 2.400 people employed in the research
sector.

25

http://www.rim-europa.eu/index.cfm?q=p.regionalProfile&r=ITD2&fj=100#rnd-innovation
http://www.uniricerca.provincia.tn.it/binary/pat_uniricerca/Presentazione/La_Ricerca_scientifica_in_Tren
tino.1279180348.pdf
26
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6.9 TOURISM
Tourism has a central role for cultural and social growth and actually is the most
important sector for improving the economy of a city. It gives an important contribution
to other sectors. The Autonomous Province of Trento offers types of tourism, because of
this there is opportunity to reduce seasonal tourism and attract tourists on a monthly
basis.
The strategic mission of the City of Trento is to improve the city as a tourism and cultural
destination that enhances and promotes border territory developments.
In the Region, Trento offers:
•
•
•
•
•
•

Winter holidays
Summer holidays
Country tourism
Cultural tourism
Business tourism
Thermal/ Well-being tourism

Table 17

VISITORS 1990-2010
31,000,000
30,000,000
29,000,000
28,000,000
Series2

27,000,000
26,000,000
25,000,000
24,000,000
19

90 9 95 9 96 9 97 9 9 8 9 99 0 0 0 0 01 0 0 2 0 03 0 04 0 0 5 0 06 0 0 7 0 08 0 0 9 0 10
1 1 1 1 1 2 2 2 2 2 2 2 2 2 2 2

Servizio Statistica delle Provincia Autonoma di Trento-Trento, febbraio 2010
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Table 18

Arrivals

Var.

Presence

Var.

Italian

808.133

+4,7%

3.353.785

+3,8%

Foreign

367.485

-0,7%

1.985.438

-2,0%

Winter season 2010- Servizio Statistica delle Provincia Autonoma di Trento
Table 19

PLACE OF ORIGIN ABOUT FOREIGN TOURISTS
Arrival var % Attendance var %
Polonia
Germania
Repubblica
Ceca
Belgio
Regno Unito
Federazione
Russa
Svezia
Danimarca
Paesi Bassi
Austria

Days

%

65.970

5,0

439.103

0,3

6,7

22,1

84.327

-5,1

345.672

-3,2

4,1

17,4

44.119

9,1

251.346

7,2

5,7

12,7

21.494

-3,4

134.966

-3,0

6,3

6,8

19.470

-23,1

117.164

-22,4

6,0

5,9

14.110

14,2

102.516

12,6

7,3

5,2

12.021

4,8

69.406

6,6

5,8

3,5

10.181

-1,6

64.775

-2,6

6,4

3,3

10.663

-13,5

61.841

-13,7

5,8

3,1

12.301

15,7

44.426

14,6

3,6

2,2

Winter season 2010- Servizio Statistica delle Provincia Autonoma di Trento
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6.10 THE ROLE OF EVENTS
Trentino’s culture is represented via events. Through events, it is possible to improve and
to boot the interest of media and so to reinforce the territorial impression.
Event Tourism identifies the strategic role of events so that cities and destinations may
achieve objectives of generating visitor flow as well as image, position and brand. The
planning of events are effective tools for tourism and territorial marketing purposes
contributing to the coherent and organic tourist and economic development of a
destination. Strategic planning and marketing of events has the ability to impact on the
economy and the territory. They require high investment of resources. For this reason, the
event has to generate relevant flow of demand.
In particular, in the Province of Trento there is an important event, known as Festival of
Economics; is an international and cultural event. It is a fourday initiative, which hosts
international speakers and a wide range of participants from across the world and of
every age. Past festivals has seen the participation of various Nobel prizes winners and
other prominent speakers and politicians.
These kinds of events are known as “hallmark events”. It means that events have the
duration of a few days and are held annually. It is therefore very important for the
Province to oversee the impact of the event on the economy. For this reason, in the last
few years it has used a new technology known as Radio frequency identification (RFID).
It is a generic term that is used to describe a system that transmits the identity (in the
form of a unique serial number) of an object or person wirelessly, using radio waves.
This technology makes it possible to monitor consumer behavior rather than the declared
consumption revealed by questionnaires, improving the significance of the estimate of the
whole expenditure and of the indicators of the economic impact of the Festival.
Over three festivals, it has led to a growth of stream of tourists. Since the 2006 festival,
arrival and attendance have improved respectively between 16% and 25%. The direct
economic impact of the event is about €1,700,000 (about AUD$ 2,353,000m)27, it
represents the total amount of expenditure borne to organizers and participants.

27 Source: Faculty of Economy, Department of information technology (DISA), research group eTourism
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7. ITALY AND AUSTRALIA
The South Australian State Office of the Department of Foreign Affairs and Trade offers
assistance to South Australian businesses in trade and investment overseas. It improves
awareness and understanding in South Australia of foreign affairs and trade issues and
assists business and State Government in most international trade opportunities. The
Department also operates a Cultural Awards Scheme (CAS), a Special Visits Program
(SVP) and an Overseas Media Visitors Program (OMV).
The Department’s objective is to improve Australia's image in key markets and provide a
greater awareness of the diversity, excellence and sophistication of the Australian cultural
product. In addition to promoting Australia’s image and cultural product, it is a way of
improving commercial possibilities and enhanced institutional links and networks.
Australia and Italy enjoy a long-standing relationship. Trade, investment and the
development of cultural and educational links continue to grow. According to the 2006
census, 852,418 Australians claimed Italian ancestry, with 199,124 Australian residents
having been born in Italy. At least 30,000 Australians are estimated to live in Italy28.
Table 20

NUMBER OF ITALIANS ENROLED TO A.I.R.E.29
ENROLED
2009
Cons.
Adelaide
Cons.
Brisbane
Amb.
Camberra
Cons. Gen.
Melbourne
Cons. Perth
Cons. Gen.
Sydney
TOT.
AUSTRALIA

ENROLED
2007

ENROLED
2005

ENROLED
2003

SHARE %
2003-09

14,623

13,757

12,694

15,187

-3.86%

13,700

13,014

11,773

11,985

12.52%

2,744

2,450

2,147

389

85.82%

45,501
14,032

40,936
12,955

36,361
12,031

53,502
13,324

-17.58%
5.05%

36,386

33,713

31,490

34,224

5.94%

126,986

116,825

106,496

128,611

-1.28%

Source: DGIT30

28

http://www.dfat.gov.au/geo/italy/italy_brief.html
A.I.R.E.: Anagrafe Italiani Residenti all’Estero.
30
http://www.esteri.it/MAE/IT/Sala_Stampa/Pubblicazioni/Annuario_Statistico
29
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7.1 BILATERAL RELATIONSHIP
Australia and Italy have developed bilateral agreements covering culture, double taxation,
air services, economic and commercial cooperation, reciprocal social security and health
care benefits, and film co-production. The two countries have signed a number of
Memorandum of Understandings (MoUs) in the area of science and technology
cooperation, defense material, defense industry, motor vehicle safety certification, sports
cooperation, game meat exports and trade cooperation. In July 2009, an MoU was signed
regarding cooperation on the Square Kilometre Array. Many state governments have
signed MoUs with Italian regional governments to promote cooperative activities and
exchanges between the two parties. In addition, in September 2010, an MoU was signed
regarding programs of cooperation and collaboration in fields of common strategic
interest.
There are a range of Australian business groups in Italy, including the Italy-Australia
Business Council, Australian Business in Europe (ABIE) in Milan and the Australian
Business Network in Rome.
In 2009, Italy was the world's seventh largest economy and a significant market for
Australia. It was Australia’s fifth largest export market in the European Union (EU) and
Australia’s third largest source of EU imports. In 2009 Italy was Australia's 14th largest
merchandise trading partner overall and 19th largest partner in services trade. Australia
was Italy's fifteenth largest export market outside the EU and 31st largest trading partner
overall.
Italian investment in Australia is relatively weak, reflecting Italy's generally low FDI
(foreign direct investment) abroad, most of which is directed within the EU and
Mediterranean area.
There is, however, growing interest in Australia as a base for expansion into Asia. Total
stock of FDI from Italian companies in Australia in 2009 was AUS$472m, making Italy
the 28th largest direct investor in Australia.
Graph 8

Compiled by the Market Information and Research Section, DFAT, using the latest data from the ABS, the
IMF and various international sources.
Table 21
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ITALY’S GLOBAL MERCHANDISE TRADE RELATIONSHIPS:
Italy's principal export destinations,
2009
1
2
3
31

Germany
France
United States
Australia

12.60%
11.50%
5.90%
0.80%

Italy's principal import sources, 2009:
1
2
3
52

Germany
France
China
Australia

16.70%
8.80%
6.50%
0.20%

Compiled by the Market Information and Research Section, DFAT, using the latest data from the ABS, the
IMF and various international sources.
Table 22

SOUTH AUSTRALIA’S GLOBAL MERCHANDISE TRADE RELATIONSHIPS
South Australia's principal export
destinations, 2009
China
United States
Japan
India

15.40%
11.80%
8.40%
7.40%

South Australia's principal import
sources, 2009
Singapore
China
Japan
United States

15.20%
15.00%
11.70%
7.80%

Source: Australia’s Trade by State and Territory- 2009-10
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7.1.1 EXPORT OPPORTUNITIES
Items such as coal, wool, wheat, iron and steel, medications (including veterinary),
leather hides and skins dominated the mix of Australian exports in 2009-10, making up
two-thirds of total Australian exports to Italy. Italian imports are highly diversified and
dominated by specialised manufacturers.
Major Australian imports from Italy in 2009-10 included medications, chemical
compounds, machinery, pumps and parts, food and beverage items, and furniture. In
addition, Australian Wool Innovation Ltd has an office in Biella in northern Italy to
support its Western Europe market (Italy continues to be the world's second largest wool
producer and manufacturer of woolen clothing after China).

7.2 ITALY AND SOUTH AUSTRALIA
South Australia has always been a highly multinational and cosmopolitan State. The
entire population has European origins and the number of Asian and African immigrants
in the State has been persistently increasing over the past few years. South Australia has
always recognized and greatly appreciated the role of immigrants in enhancing the State’s
long-run economic growth.
Table 23

ARRIVALS IN SOUTH AUSTRALIA AT AND SINCE 2006 CENSUS
COUNTRY
OF BIRTH
1
2
3
4
5
6
7
8
9
10

Australia
England
Italy
Scotland
China
India
Germany
Vietnam
New Zealand
Greece

Number at 2006
Census (08/08/2006)

Number since 2006 Census
(09/08/2006 to 01/12/2010)

1,120,081
101,497
22,485
14,289
8,082
6,830
11,969
10,547
11,366
10,781

Total

516 1,120,597
1115
102,612
115
22,600
209
14,498
6058
14,140
6636
13,466
441
12,410
927
11,474
61
11,427
35
10,816

Source: ABS Census of Population and Housing 8 August 2006 and Department of Immigration and
Citizenship Settlement database Jan 2011.

South Australia has for many years engaged in some important bilateral relationship with
four Italia’s region: Campania, Basilicata, Puglia and Calabria. Moreover, in the last few
years the Government of South Australia has shown a strong interest in the Autonomous
Province of Trento.
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7.3 MEMORANDUM OF UNDERSTANDIG BETWEEN PROVINCE
OF TRENTO AND GOVERNMENT OF SOUTH AUSTRALIA
In September 2010, a new MoU was signed between the autonomous Province of Trento
and the State of South Australia. There was a mutual interest by both communities in
developing stronger cultural ties and exchanges to generate deeper knowledge and
understanding between their societies about their cultural heritage, long-standing
traditions and customs. Both parties are interested in creating an environment which can
develop and intensify the social and economic capacity of both Regions through joint
collaboration, cooperation and innovative practice in a broad range of industrial sectors
and academic fields of strategic interest to both Regions.
The parties agreed to promote and facilitate cooperative relationships between the
academic institutions and the business sector, facilitating joint projects and activities
based on the core principles, to be realised within the Province of Trento and the State of
South Australia.
This MoU was created to improve and expand the professional competencies of young
graduate and post-graduate students and promote mobility with the goal of finding
employment. Other important key objectives about this agreement are to create
economic, scientific and technological partnerships for joint innovative initiatives and
programs.
The Agreement pays attention to implementing joint initiatives to promote growth in
scientific research by encouraging and facilitating study exchanges, internships and work
experience. In addition, it emphasizes the reciprocal exchange and diffusion of
information to enhance the understanding of local culture and to consolidate relations
between our people, including through the organization of cultural events.
The two parties will convene bilateral working groups to develop annual programs within
the joint key sectors of interest, as well as specific initiatives which can be realized
depending on available funding at a regional, or national, or European Union level or in
collaboration with international organizations. In particular, the parties agree to develop
collaborative projects in the following areas considering strategic priority:
•
•
•
•

Agrifood (including wine research)
Environment conservation (management of land and groundwater
contamination)
Physics (between the University of Trento and Flinders)
Nanotechnology.

The MoU has a validity of three years from the day that it was signed. The parties may
agree to extend the MoU for a further period to be agreed between them.
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8. THE VALUE OF A REGIONAL BRAND
Brand competition becomes more and more prominent in globalization. It is an inevitable
trend to develop a regional brand. A region is a single area considered as a unit for
geographical, cultural, economic and political reasons. It is distinguished by a number of
historical, cultural, economic and landscape characteristics. In order to maintain and
distinguish its position in competition, a region needs its own profile. A regional brand
only takes shape in the perception of it by target groups. This perception is influenced by
associations, experience and expectations. A clear brand profile takes the expectations of
its target groups into account.
8.1 THE USE OF BRAND IN SOUTH AUSTRALIA
A brand is a name, a symbol and a perception applied to a product or service in a manner
that adds value to the product. Branding is the management of the business reputation so
that the opinion people have of the business is positive and memorable.
A good brand will help you to:
•
•
•
•

Define how your target market benefits from using your product or
service
Define how the product is different from the competition branding is not only about what you do, it is about what you do
differently from your competition
Promote a clear message about the difference to the target market
It can also help define any points of difference you may have with
your competitors, such as regional, environmental, niche or
gourmet.

In particular, regional branding recognizes what is unique to your region. This
uniqueness varies from region to region or State to State; it may be the:
•
•
•
•
•

History (Barossa Valley)
Geographical location (Fleurieu Peninsula)
Climate (Margaret River)
Type of inhabitants (Byron Bay)
Quality of produce (Yarra Valley)

By linking the regional brand with what makes the region unique, it defines what is
different about the region and makes the region stand out from others. If regional
branding is managed well it means that your region will be noticed and remembered by
your customers.
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“South Australia. A brilliant blend” is the State’s new brand, embracing all that the
State has to offer. The new brand replaces “Discover the Secrets of South Australia” in
the State’s tourism marketing campaigns, and will also be used by a range of other
government agencies in promoting South Australia.
The concept has been developed following extensive research and planning by the South
Australian Tourism Commission, in consultation with a wide range of other government
agencies.
The “brilliant blend” brand is key to positioning the State in the global marketplace. This
collegiate approach involves each of the regions reinforcing the brand through all their
promotion, as well as key State agencies with an interstate or international presence (e.g.
PIRSA, Arts SA).
The campaign builds on the State’s main strength—its wine reputation—without limiting
its focus to wine. In fact, the new brand encapsulates South Australia’s diversity whilst
being modern, creative and inspiring. It is a brand that all South Australians can be proud
of and supporat. An example of the use of brand is represented by the South Australian
Wine Industry Association (SAWIA) initiated the regional branding project to develop a
point of difference for South Australia and its regions, particularly in export markets.
8.2 THE USE OF BRAND IN TRENTINO
In 2002 the autonomous Province of Trento started a new territorial marketing program,
which highlighted the importance of a unique regional brand that is able to represent the
offering to all sectors in the Province. One brand has the ability to market specific image
that symbolises the quality and guarantee of all products and services.
The competition between geographic areas deals with not only economic and productive
conditions, but also with cultural and territorial identity. This identity could be well
expressed by the use of a brand that transmits distinct value about the region.

Through this brand, the region finds a high element of differentiation, very difficult to
imitate from the other competitor regions. The brand can assume a strategic value for the
acquisition of a competitive and lasting edge.
The Trentino S.p.A deals with all activities concerning the “Trentino” brand and
promotes the taste of the region. In particular, Trentino S.p.A. has the task to determine
dealers that can use this brand. The use of a website is a useful and the most important
way for this organisation to promote tourism offering in the region. This website
(www.trentino.to) offers both tourist information and commercial offers about different
economic organisations.
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CONCLUSION
Territorial marketing is an innovative policy for regions seeking to make key locations
much more attractive. This strategy has the ability to attract not only new investments but
could guarantee sustainable growth including tourism, education, industry, renewable
energy etc. Territorial marketing is aimed at promoting the establishment of enterprises in
a certain geographical area resulting in positive outcomes for the entire social system in
that area.
There are many tools used to develop strategies for territorial marketing. One tool is
“Event Tourism” which identifies event strategy so that cities and destinations can
achieve objectives to generate visitor flows as well as image, position and brand. Each
event contributes to economic development of a destination. Talent attraction is also a
strategic policy very important for academic and research sectors. This can improve the
standard of the local Institute and support a more competitive environment in the field of
innovation (research and technology transfer). Another important tool is the use of Brand.
In particular, Regional branding has become an important part of branding, giving even
greater credibility to a product brand that might otherwise have little meaning to the
consumer. The use of a unique regional brand is able to represent all sectors in that area
(region). A brand with high value permits and a specific image symbolises quality and
guarantees local products and services.
A couple of highly talented scientists from Trento and Adelaide provided information
towards the development of this research report. They shared their personal experiences
about how they chose a Region/State over another, so we can understand the factors that
impact a territory and now it is able to attract talented people. In fact, both scientists
changed the place where they lived with their family to move to a new region because of
work reasons but also to improve the quality of their life.
In 1988, an Italian scientist left the University of Stanford, California, to move first to
Edinburgh and finally to Italy. In 1992 he decided definitively to move back to Trento,
and the reason was "because the local strategy for research and innovation (now further
developed) gave me some hope that I could do something serious and relevant in Italy”.
Another example was the experience of an English scientist; he left the University of
Sheffield, UK, in 2006 and decided to move to South Australia. He moved to one of the
most prestigious Institute in the State because “the role as Director of the Institute with a
substantial State Government / University start up was very exciting. It was a significant
career move from being a Professor at the University of Sheffield. The challenge of
establishing a Centre in the Advanced Manufacturing field was very appealing. The
commitment of both the State Government and University were clear factors in his
deciding to come to South Australia”.
Another important factor that both scientists took into consideration was the lifestyle and
wellbeing of the City, particularly for their children.
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These experiences help to understand the importance of policy development for State
Governments in all sectors (education, research, tourism, business). A State needs to
improve all aspects of life to make it more attractive in a global context particularly as
competitiveness is taking a very important role.
The Government has to take into account many different sectors including education,
research, tourism and environment, to help attract and increase investments that are very
important for the economy and image of a State/ Region. The importance of a territory
and its attractiveness is connected to policy development by Governments. First of all,
these policies could be a way to attract talented people, researchers, entrepreneurs and
foreign students. In addition, Governments could develop their territory, economy and
services to become more competitive.
Both the autonomous Province of Trento and South Australia boast a good lifestyle,
where people can rely on stability and an important environment. There are many
important elements to consider by the two Regions who have a mutual interest to develop
their partnership.
Firstly, we have to consider the strong international performance that both Trento and
South Australia boast. In fact, South Australia maintains the AAA credit rating for more
than five years providing a platform for record levels of employment and population
growth.
In addition, the education and culture sectors are both very important for the economy of
these two Regions. Trentino and South Australia have a high number of foreign students
and Universities focus on the development of strategic international relations and student
mobility.
The Province of Trento and the Government of South Australia are engaged in improving
science and innovation because they recognise the important role they play in the
advancement of the economy and society. For this reason, they have higher experience in
research and contribute considerable public and private expenditure. An increase in R&D
spending is regarded as an essential input for increasing productivity in the high-tech
sector and bringing with a higher standard of living.
In addition, tourism offers an important contribution to many other economic activities
and is the most important sector for improving the economy of these Regions. Their
Tourism Strategic Plans are designed to ensure that tourism and tourism related business
are viable and sustainable. Their Governments are engaged in increasing the importance
and growth of tourism through the organization of important events including cultural
and economic experiences.
Finally, in the past few years they invest much effort towards improving and increasing
environmental strategies including renewable energy and clean technology. The main
goal is to improve and maintain a sustainable economy growth and for this reason
developing the energy sector is essential.
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As mentioned above, there are many common strategies, in particular in fields of
sustainable growth; for this reason, in September 2010 a Memorandum of Understanding
was signed between the South Australia and Trento. This is a way to develop stronger
cultural ties and exchanges to generate deeper knowledge between societies. Both are
interested in creating an environment which can develop the social and economic
capacity through collaboration and cooperation in a range of economic, industrial sectors
and R&D fields. It is important for both Regions to maintain further cooperation because
of the contribution they can offer to improve international competition.

67

REFERENCES
Australian Government- Department of Foreign Affairs and Trade, (2009-10).
“Australia’s Trade by State and Territory”.
Ballotta, M. (2004). World Bank, WBI/PSD Investment Climate, Seminar Series
Washington- “Factors, Actions and Policies to Determine the Investment Attractiveness
of a Territorial System”.
Benetti, S. and Decarli, S. (2011). Report: “Potentialities for Collaboration: an overview
of the Research & Development System in SA”-DPC.
Nardo, F. (2010). Report: “Australia as a dynamic hub of technology innovation among
ASEAN, Oceania and Pacific arena”-The Asian boom and Australian’s proximity-DPC.
Sasanelli, N. (2009). South Australia Strategic Objectives- Current collaboration Italy &
South Australia, DPC.
Sistema Statistico Nazionale- Istituto Nazionale di Statistica- Annuario Statistico Italiano
(2008).
Spandrio, C. (2010). Report: “Australia: Hub for European investment in R&D and High
Education sectors”- The Asian boom and Australian’s proximity-DPC.
South Australia’s strategic plan 2007.
Australian Bureau of Statistics- Year Book Australia 2009-10.
WEBSITES
Australian Bureau of Statistics: www.abs.gov.au
Australian Government: www.austrade.gov.au/Free-Trade-Agreements/default.aspx
Australian Government- Department of Foreign Affairs and Trade: www.dfat.gov.au/fta
Australian Government- Department of Foreign Affairs and Trade:
www.dfat.gov.au/geo/italy/italy_brief.html
CAB direct: www.cabdirect.org
City Population: www.citypopulation.de/php/italy-trentinoaltoadige.php
Education Adelaide: www.adelaide.edu.au/sp/statistics
Education Adelaide: www.adelaide.edu.au/saces/economy/production
E tourism- Dipartimento di Informatica e studi aziendali- Universita’ degli studi di
Trento: http://etourism.economia.unitn.it/

68

European Commission- Enterprise and Industry: www.rimeuropa.eu/index.cfm?q=p.regionalProfile&r=ITD2#policy
Flinders University: www.flinders.edu.au
Government of South Australia- Department of Further education, Employment, Science
and Technology: www.innovation.sa.gov.au
Government of South Australia- Primary Industry and Resources SA:
www.pir.sa.gov.au/minerals/home/resic/resic_strategic_plan
Government of South Australia- South Australian Tourism Commission:
www.tourism.sa.gov.au
Il sole 24 ore: www.ilsole24ore.com
Istat: www.istat.it
KPMG- Competitive Alternatives: www.competitivealternatives.com
La ricerca scientifica in Trentino-2004-Osservatorio provinciale della Ricerca
Servizio Università e Ricerca scientifica:
www.uniricerca.provincia.tn.it/binary/pat_uniricerca/Presentazione/La_Ricerca_scientific
a_in_Trentino.1279180348.pdf
Ministero degli affari Esteri- Pubblicazioni dell’annuario statistico:
www.esteri.it/MAE/IT/Sala_Stampa/Pubblicazioni/Annuario_Statistico
Piano energetico-ambientale provinciale:
www.energia.provincia.tn.it/piani_programmi/piano_energetico_provinciale/pagina6.htm
Provincia Autonoma di Trento- Servizio Statistica: www.statistica.provincia.tn.it
South Australia’s Economic Performance: www.southaustralia.biz
South Australian Government submission to the inquiry into research in Australian
universities by the House of Representatives standing committee on industry, science and
innovation- June 2008: www.aph.gov.au/House/committee/isi/research/subs/sub98.pdf
South Australia Strategic Plan 2007:
www.saplan.org.au/system/pdf/South_Australia_Strategic_Plan_2007.pdf
The Economist- Economist Intelligence Unit- Economist Intelligence Unit's 2010
Liveability Survey: www.eiu.com
Trentino: www.trentino.to
University of South Australia: www.unisa.edu.au/pas/bai/keystatistics/asp

69

70

