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VALUE PROPOSITION

Create a new image of Rome moving towards the future
a city that creates trends by leveraging all its treasures

which make it one of the most beautiful capital cities in the world



GENESIS
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The "Atelier Roma" project, born in 2019 from an intuition of a group of luxury hotels in the capital (Hotel Eden, Rome Cavalieri,
St. Regis, Hotel Hassler, Hotel de Russie) has further developed within the Section Unindustria Tourism and Leisure Industry -
as part of the 2020-2024 Presidency Program - with the involvement of the Municipality of Rome, ENIT and two other Roman
hotels (Hotel de la Ville and Grand Hotel Plaza)



INVOLVEMENT OF INSTITUTIONAL PARTNERS
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Defined partnership between

▪ UNINDUSTRIA

▪ COMUNE DI ROMA

▪ DMO/Zetema

▪ ENIT

To carry out a communication campaign with the first target 
on foreign markets
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The working group produced a first document for the relaunch of the image of Rome for top-of-
the-range targets, which led to the "ATELIER ROMA" communication initiative focused on an 
innovative product consisting of:

- Art and culture

- The Roman terraces

- Quality Roman craftsmanship

These focuses, which have found wide convergence with the objectives of the Roma Capitale 
program in the field of tourism promotion, also through the DMO set up within Zetema, have 
been articulated, at an operational level, in some lines of activity, aimed at conveying the image of 
Rome, with the operational support of ENIT and its foreign offices, through the following media:

- advertorials in international print and digital publications

- internationally distributed video

- USA influencer and social media campaign

- Italy influencer campaign

CONTENTS



ACTIVITY UPDATE
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• 60 articles produced since July 2020

• 19 European and non-European countries involved

• Contents produced for:

- 36 digital

- 23 print

- 1 podcast

- 1 web campaign

• Made a luxury video segment with the collaboration of some Atelier 
Roma hotels



PRODUCED ARTICLES
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PAESE REDAZIONALI TESTATE

BELGIO 2 Marie Claire - Luxemburger Worth

RUSSIA 8 Harper's Bazar - Vokrug Sveta - Kommetsant - Aerofolt Style - RBC -Discovery – MiceItaly - Newsletter

AUSTRALIA 6 Latte - Luxperience

UK 2 Financial Times - Communication kit – National Geographic

AUSTRIA 7 Die Presse -Insiderei - 1000 Things  - Woman.at - Kurier

GIAPPONE 1 Asahi Shimbun

USA 7
MPI - Saveur - Recommend - Prevue - Quiz influencer destinazione - Social destinazione – Marketplace USA – Qmagazine – Insider 
Travel Report

SVEZIA 2 Vagabond

SPAGNA 6 Vogue - Traveller – Social – IBTM Connect – Viajar – Hola Living

GERMANIA 3 Robb Report - Madame - Süddeutsche Zeitung

SVIZZERA 4 Imagine - Fierentrends - Anabelle – Femina - Illustrè

ARGENTINA 1 Podcast destinazione

OLANDA 1 Harper’s Bazar

UNGHERIA 1 Nlc.hu

POLONIA 1 Campagna web

REP. CECA 1 Condè Nast

PORTOGALLO 1 Publitours

CANADA 1 Offshore

COREA 1 Vogue

TOTALE 60



FINANCIAL TIMES
UK
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MARIE CLAIRE 
BELGIUM
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HARPER’S BAZAR
RUSSIA
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LATTE
AUSTRALIA

/11



AEROFLOT STYLE
RUSSIA
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ASAHI SHINBUN
JAPAN
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KOMMERSANT
RUSSIA
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RBC
RUSSIA
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SÜDDEUTSCHE ZEITUNG
GERMANY
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VOUGUE
SPAIN
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VOKRUG SVETA
RUSSIA
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• With the aim of developing and expanding the work already done with the Atelier Roma project, Unindustria has 
launched a new initiative called "Made in Rome Brand Identity", with the contribution of the Rome Chamber of 
Commerce and in partnership with Luiss Business School.

• The project aims to consolidate the international propensity of companies related to the Made in Italy sector, 
strengthening their media exposure and visibility on the markets of interest through a structured communication plan 
abroad.

• Through a careful analysis of the companies involved, the products, services, the reference context, the brand 
identity and communication strategies implemented and the target markets of interest will be identified, with 
reference to the sectors that make up the "made in Rome" ( agri-food; textiles, clothing, fashion; artistic crafts; 
catering; hotel accommodation).

• The goal will be to give end users a homogeneous and recognizable perspective of products and productions, in order 
to ensure a uniform visual identity.

DEVELOPMENT OF FURTHER CONTENTS:
PROJECT «MADE IN ROME BRAND IDENTITY»



NEXT STEPS
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Continue the collaboration with the Municipality 
of Rome and Enit from now to the end of the 
year with:

• Mediaplan integration

• Influencer campaign in Italy and abroad

• Ad hoc video for international target


