
Italianovation 
How Venetian Artisanal Businesses are 

Capturing the Zero Moment of Truth 

Gabriel Lawrence Pressman
Candidato Magistrale

L’Università Ca’ Foscari Venezia
Master’s Thesis

International Manegement
2016  



Table of Contents 

I. Introduction 

II.    Methodology 

 A.    Choosing the Businesses 

 B.   Pre-Interview 

 C.   The Interview 

 D.   The Film 

III.   Social Media Marketing and The Zero Moment of Truth 

 A.    The Zero Moment of Truth 

  1.   Overview of Methods Covered in the Project 

  2.   Four Categories of Content 

 B.   TripAdvisor 

 C.   Facebook 

 D.   Website 

 E.   YouTube 

F.   Yelp 

 G.   Twitter 

 H.   Instagram 

 I.   Mobile App 

 J.   Google+ 

 K.   Blog 

 L.   Email newsletter 

 M.   Search Engine Optimization (SEO) 



 N.   Foursquare, Pinterest and Hootsuite 

 M.   Traditional and “Offline” Methods 
   
IV.   Company Profiles 

 A.   Overview 

 B.   Dal Moro’s Fresh Pasta To Go 

 C.   Gelateria Ca’ D’Oro 

 D.   Handay 

 E.   Cocaeta 

 F.   Rizzo Pane 

 G.   Taverna del Campiello Remer 

 H.   Bacarando in Corte dell’Orso 

 I.    Cantina Do Spade 

 J.   San Stae - Fontego delle Dolcezze 

 K.   Bistrot de l’Osmarin 

 L.   I Rusteghi 

 M.   Antico Forno 

 N.   Caffé del Doge 

 O.   Antica Osteria Ruga Rialto 

 P.   Prosciutto e Parmigiano 

 Q.   Osteria al Portego 

 R.   Cantine del Vino Gia Schiavi 

 S.   Osteria da Filo 

 T.   YogurtCreperia Marie 



 U.   Tea Room Beatrice 

 V.   VizioVirtù Cioccolateria 

 W.   Trattoria Casa Mia 

 X.   Pasticceria Tonolo 

V.   Data Results and Conclusions 

 A.   Data Gathered 

 B.   Results 

 C. Conclusions 

VI.   Bibliography 

VII.  Appendices (digital copies included separately from the paper) 

 A.   The Documentary Film Italianovation: The Marketing of Small Venetian Firms 

 B.   Excel Spreadsheet “Venetian Businesses Contact and Filming Information” 

 C.   Excel Spreadsheet “Venetian Businesses TripAdvisor Information and Rankings Over Time 
Separated Out by Businesses” 

 D.   Excel Spreadsheet “Venetian Businesses Pre-Interview Survey Data” 

 E.   Excel Spreadsheets (22) “Last 100 English Language TripAdvisor Reviews for Each 
Business Compiled by Import.io”  



Introduction 



Introduction 

Venice is changing. Not in only in the sense that we read about in romanticized tragic 
tales of the city. Venice as a destination to lose yourself, even as the city loses itself to the rising 
tides of global warming and the continuing decay of brick meeting water. Or as a once creative 
and artistic Mecca, being undone by the waves of cruise ships, relentlessly dumping their 
substitutes for a once thriving local population in the form of day-tripping tourists. Venice is 
changing in another way, and the benefits or harm are not so easy to discern, and differ 
depending on who you ask.

These changes are more apparent to those who have experienced Venice over a long 
enough period of time to recognize not just its landmarks like Chiesa Maria Salute and the 
Ponte Academia, but its shops and businesses that serve locals and tourists alike. Walking 
through sestieri like Cannaregio and Dorsoduro, I began to notice that every time I crossed into 
an area I hadn't visited recently, I saw new shops and restaurants. What I noticed was not a 
continuation of the trend of Chinese buyers gobbling up previously Venetian owned businesses, 
but new businesses, with a new, more modern look, owned and run by Italians.

This started happening enough that I wondered about what was going on. I started 
speaking to some of the local business owners, asking them their stories. What I found was a 
diverse group of people, fighting against a tide of rampant tourism, to keep Venice as a 
functioning city. A city that can sustain a population who live and grow within its borders, not just 
those who visit, while at the same time embracing visitors and recognizing the inevitable and 
essential role they play in keeping the city afloat.

When choosing a project for my Masters Thesis, I knew I wanted to explore this story 
and share it with others. The heart of the matter is what are successful small Venetian 
businesses doing to attract customers, both local and foreign, and what responsibility do they 
play in the larger presentation of Venice? In researching these issues, I started with a belief that 
data alone could not convey the story sufficiently. To really paint a picture of the changing 
Venice, I would need to talk to the business owners themselves, to hear their opinions and 
decision making processes on how much to embrace the old ways of marketing vs. the new. For 
this reason I chose to present my work as a documentary, to share firsthand accounts of the 
people who are leading this army of Venetian defenders against the onslaught of Chinese 
buyers of businesses and cynical cheap souvenir shops. This time the defenders of Venice are 
not building ships, they're building businesses.

This is a story. A story of change in a country known for its traditions. This is Italianovation.



Fig. 1: Locations of the Businesses in Venice 

Throughout these pages and over the course of the accompanying film, the tale of 23 
Venetian artisanal food businesses will unfold, told in their own words. The businesses run the 
gamut from gelaterias to restaurants, specially stores to street food, a Tea Room and a 
cioccolateria. They range from only a few months old to spots that have existed, though through 
different management, as far back as 1448 (Munarini, 2016). Some businesses I spoke to 
embrace new technologies and methods of reaching out to clients, while others use almost no 
methods at all save for “passaparola,” or word-of-mouth. What these business all share in 
common is a love for this city and a hope, if not a certainty, that the inhabitants, be they 
permanent or temporary, will continue to love them back.

The ways in which these businesses carry out this dance with their current and potential 
clients is the primary focus of this research. I will be examining the various methods businesses 
can present themselves to the world, as they make use of new tools such as the websites 
Facebook, Twitter, and above all TripAdvisor, as well as more traditional methods such as 
physical advertising (collateral), having a presence in guide books and old-fashioned word-of-
mouth. The work will be presented in three parts. The first part is this paper, which will detail the 
methods used in creating the project, present research into the various social medias, share 
profiles of each company interviewed, and display the results from data gathered from research 
into their social media presence. The second part is the film, a documentary consisting of 23 
interviews, almost all on camera (two with audio only), discussing the a wide range of topics 
with the owners and mangers of these Venetian artisanal businesses, from their marketing 
strategies and why they believe they have found success to what they see for the future of 
businesses in general in Venice. Also included in the film is footage of day-to-day operations 
from many of the businesses in operation. The last part of the project is a presentation, given in 
Keynote (Apple’s version of Powerpoint), summing up all of the results and bringing together the 
paper and the film.

One aim of this project is to examine how businesses here are, or are not, capturing the 
“Zero Moment of Truth.” The Zero Moment, as explained by Jim Lecinski (2011) in his book 
released by Google in 2011, “Winning the Zero Moment of Truth,” occurs when consumers 
actively conduct research on their choices for consumption before arriving at the business 
location. Ways businesses can capitalize on this Zero Moment include search engine 
optimization, YouTube videos, Facebook pages, TripAdvisor profiles, and many other methods 



outlined in this paper. In particular, the power of a site such as TripAdvisor to affect tourist 
behavior and direct business to an establishment has grown considerably in the the last years 
(Conte, 2016), and the ability of each small business to influence their ranking on the site is a 
primary focus of this work.

Another goal of this work is to capture a kind of “snapshot” of Venetian business, and 
thus Venice itself, in this particular time, as so many different forces are acting upon the city, 
pulling it in different directions. The debates about whether cruise ships should be allowed so 
close to the city, about how much and what kinds of advertising should be permitted on 
historical landmarks under construction, and locals being priced out of their homes to make 
room for more rental spaces for tourists all bring to light how much issues of tourism are in 
constant struggle here with issues of the environment, cultural heritage and the “soul” of Venice. 
Equally evident is the pull of tradition, in a country so connected to its past in the changing world 
of iPhones and TripAdvisor, vs. taking the time and energy to embrace and interact with every 
new communication method available to expand your business. Some businesses, like Cantine 
del Vino Gia Schiavi in Dorsoduro, don’t believe social media has much of a place in their 
business (Gastaldi, 2016). Others, like the VizioVirtù Cioccolateria, seem to embrace nearly 
every communication tool available (Penzo, 2016). Because Venice is an Italian city with so 
much to offer, trying to preserve its past, yet so reliant on tourism, it makes it the perfect place to 
explore this “give and tug” of traditional vs. modern, and to show how one city is dealing with all 
of these forces through the decisions of its local business owners. 



Methodology 



Choosing the Businesses 

When choosing the businesses to be interviewed, the following criteria was used:

1. Venetian-Owned

Because this project is concerned with local Venetian businesses, the owners had to be Italian, 
with a preference in the selection process for those businesses which were founded in or near 
Venice or have been operating in Venice for a long time. This exempts, for example, Italian 
businesses such as the pasta-to-go spot Bigoi, originating from Bassano del Grappa and 
coming to Venice recently, but includes Tonolo, which originated in Mirano but arrived in Venice 
many years ago and has become a mainstay of the city (Cavagnis, 2016).

2.   Artisanal, Non-franchise

Focusing on small businesses meant that while more than one location in or near Venice is 
acceptable (an exception being Caffè del Doge, with two cafes in Venice and others around the 
world, because of its Venetian origins (Conte, 2016)), national or international franchises are not 
(such as Rossopomodoro or Grom, the latter of which is no longer Italian owned anyway). The 
preference was given to establishments which make their own chocolate, gelato, cicchetti, 
coffee, etc.

3.   Differentiation

This third criteria, while admittedly subjective and dependent on a number of factors, was no 
less important for the project. The business had to have qualities that differentiated it from other 
similar businesses in the area. These characteristics could be offering a particularly high quality 
of food or service, being especially popular with locals, an innovative approach to a traditional 
product, being consistently highly ranked on a site like TripAdvisor, or other interesting 
characteristic. In this way the “average” gelateria, pizzeria, or osteria, while potentially Venetian 
owned, was passed over in a more selective search for something “interesting”.

4.  Availability

Finally, it is worth noting that the business had to have owners or managers who were willing 
and available to participate in the work. Several interesting Venetian businesses were 
approached but not included, such as Paradiso Perduto in Canneregio and Pasticceria Ponte 
delle Paste in Castello, because their owners were away for extended periods during the filming 
sessions, and Osteria al Squaro, who after initially expressing interest finally were not able to 
arrange a meeting.

The goal of the selection process was also to explore a diversified cross-section of 
Venetian artisanal businesses. To this end, the breakdown of the businesses is as follows:

Three restaurants, three osterias, three gelaterias, two creperias, two pizzerias, 
two enoteccas, two pasticcerias, one pasta-to-go place, one specialty shop, one 
Tea Room, one caffè, one cioccolateria and a “sandwich shop”.



It should be noted that with the diversity of types of establishments to eat in Italy, the 
traditional lines differentiating an osteria, trattoria, and ristorante are not always clear (in the 
case of Bacarando in Corte dell’Orso, for example) and many establishments serve multiple 
functions (in the case of Pane Rizzo, a pasticceria and panificio). When the designations of 
baccaro, canitne and taverna are included, the picture becomes even more complicated. For the 
purposes of this research, an attempt was made at the best approximation for the core function 
of each business for classifications such as above. In the more detailed analyses of the 
businesses, the various roles they play are more fully explored.

Pre-Interview 

The first step for each interview was an in person visit to introduce the project to the 
owner or manager and inquire as to their interest in participating. Often multiple visits were 
necessary before reaching the owner and pinning down a time, but most businesses finally 
enthusiastically agreed to share their experiences. Before the interviews both pre-interview 
surveys and examples of the questions to be asked were sent to the subjects via email or 
delivered in person, and research was carried out independently on each business to discover 
what methods of publicity were easily discoverable online. Most sessions took place at the place 
of business, usually during off-peak hours or when they were closed.

The Interview 

Each interview session began with the interviewee being presented with a questionnaire 
discussing which methods they employ to reach out to existing customers and attract new ones, 
the “pre-interview survey.” The surveys were written with closed-eded questions: whether or not 
a particular method of publicity, such as a mobile website or frequent client card, is used, for 
how long the business has been using it, etc (inspired by Marrs, 2016). There was also space 
left at the end of the questionnaire for companies to share methods not already listed (in the 
case of Cantina Do Spade, for example, sponsoring a sagra (Munarini, 2016)). An example of a 
pre-interview survey is shown below.



Fig. 2: Example of a Pre-Interview Marketing Methods Questionnaire  



After the surveys were filled out there was generally a time for discussion of the topics off-
camera to give the subject the opportunity to consider his or her responses and clarify any 
questions they had about the material. The responses to the pre-interview surveys were then 
used to qualify the questions for the interview. The questions asked during the interview were 
written to be more open-ended, taking advantage of this medium of film to allow the subjects to 
share not only their techniques for marketing but their thoughts, experiences and feelings about 
the changing landscape of Venetian business. 

Of the 23 interviews, 6 were conducted in English, with the remaining 17 carried out in 
Italian. An example of the questions asked during the interview is shown here.

Fig. 3: Example of  On-Camera Interview Questions



The Film 

The centerpiece of the project, the documentary film introducing the audience to 23 local 
Venetian business owners and operators, was shot over several months in 2016. The interviews  
on camera ranged in length from 6 1/2 minutes to over 33 minutes, with most consisting of 
discussions lasting considerably longer before the filming. The total amount of filming time 
comes in at just under 7 hours - just under 6 hours for the interviews and about an hour for 
additional footage of the businesses. The interviews were then painstakingly edited down to just 
over an hour, including additional footage and other materials focusing on the media and 
marketing of the companies, including websites, social media and other publicity.

The tools used for the creation of the film included a Canon 650 DSLR for capturing the 
footage. All editing was carried out on a MacBook Pro, using Apple’s professional-level Final Cut 
Pro X software for normal editing, and Apple’s sophisticated Motion software for advanced 
graphics. Of the 23 businesses, 21 agreed to be filmed on camera, with Taverna al Remer and 
Pasticceria Tonolo preferring to be interviewed using only audio.

When choosing an outline for the film to follow, I kept in mind the unique challenges 
faced with a film that are not as relevant for a normal dissertation - namely, that whatever the 
subject matter, the film must be engaging. That is to say, it must be watchable. All of the extra 
steps taken to make sure every edit is clean and every bit of audio is neither too loud nor too 
soft serve to keep the subject matter, and what you see and hear on screen, as the main focus.

All of this care is of little importance, however, if the subject matter is not presented in an 
engaging and interesting way. Of course a documentary on the social media practices of small 
businesses cannot be as entertaining as a fiction film, but great consideration was taken in the 
editing and selection of footage to make the film interesting. Also consideration had to be taken 
on how to best structure a film that includes interviews with over 20 business in order to keep it 
from becoming too “unwieldy,” a task that proved daunting.

Finally after several attempts at various story structures I settled on the following from: 
after an introduction, the film is divided into a series of questions based on the pre-interview 
surveys. To keep the film moving, diegetic music is used (music captured during the course of 
filming). This music is either taken from the background sounds of an interview or, as is the case 
throughout the film, a live performance by the gypsy jazz band “Swing the Venise” that was 
recorded at Osteria da Filo is used in between questions and parts of the film as a transition. 

The breakdown of the structure of the film is as follows:

Part One - Introduction to the film and its concept.

Part Two - Introduction to each of the firms, accompanied in many cases by an 
explanation of how the firm differentiates itself from other businesses in the market.

Part Three - A discussion on Facebook, the number one choice for online marketing for 
many of the firms.

Part Four - An overview on which firms have chosen to create a website as part of their 
online presence portfolio.



Part Five - A discussion on the impact that TripAdvisor has had on each business and 
how they have chosen to interact on not interact with the service.

Part Six - A discussion on what impacts the business owners and mangers believe they 
can have on their rankings on TripAdvisor, and what a company must do to perform well on the 
site.

Part Seven - The views of the interviewees on whether the overall impact of TripAdvisor 
on the community of business in Venice has been, in their opinions, largely positive or negative.

Part Eight - The other online marketing tools that businesses have tried, such as Twitter, 
Instagram and Google+.

Part Nine - The traditional and offline methods of communication used by the 
businesses.

Part Ten - What other methods of communication and outreach do the businesses want 
to use in the future?

Part Eleven - How much the businesses owners and managers pay attention to what 
their competition does online.

Part Twelve - How the business landscape of Venice is different than that of another city 
in Italy or the rest of the world. Specifically, what considerations does an owner have to take into 
account when operating a business here, what are the advantages and disadvantages, and 
what limitations does an environment like Venice impose?

Part Thirteen - What do the owners and managers want to accomplish in the future with 
their business? Are they content to remain where they are, are do they want to grow, either into 
a larger establishment in Venice or to spread their way of doing business around the world?

Part Fourteen - Finally, what do these interviewees, most of whom are Venetian, see for 
the future of businesses in Venice? Will Venice succumb to the increasing waves of tourists to 
become virtually uninhabitable by its former citizens, or can it remain a thriving city?

When choosing which responses to include in the film, a variety of positions and 
opinions was selected and care was taken also to represent the prevailing sentiments and 
motivations of the total of the interviewees. Of course not all responses could be used in the 
film, as that would have been truly unwatchable and much longer than an hour.



Social Media Marketing and 
The Zero Moment of Truth 



In order to examine the social and traditional media strategies employed by the 23 
Venetian businesses researched in this work, it is necessary to first give some explanation of 
the various methods of publicity and terminology that come up when analyzing the firms. All 
firms have chosen their own “marketing mix” that they feel best suits their business, and it 
should be noted that as of this research, all of these businesses are doing well with their “mix”, 
in the sense that they have been able to attract a steady stream of customers.

The Zero Moment of Truth 

The first terminology it is important to explain is what is meant by the “Zero Moment of 
Truth” (or ZMOT). The concepts of “Moments of Truth” were first explained in a front page Wall 
Street Journal article in 2005 entitled “In a Shift, Marketers Beef Up Ad Spending Inside Stores.” 
In the article, WSJ staff writers Emily Nelson and Sarah Ellison (2005) explain how the 
multinational customer goods company Procter & Gamble, under CEO A. G. Lafley, defined 
moments of truth as the moments when a customer/user interacts with a brand, product or 
service to form or change an impression about that particular brand, product or service. At the 
time of Lafley’s introduction of the term, he defined two separate types: the First Moment of 
Truth and the Second Moment of Truth.

The First Moment of Truth or (FMOT), Lafley explained (cited by Nelson and Ellison, 
2005), occurs at the moment when a consumer is introduced to a product. More specifically, it is 
“the three to seven seconds when someone notices an item on a store shelf.” This way of 
marketing thinking puts greater emphasis on in-store displays rather than traditional methods of 
marketing, like TV and newspaper advertising.

The Second Moment of Truth in this strategy occurs after the consumer has purchased 
the good (or service), taken it home, tried it out, and made a decision as to whether they like it 
or not. Lafley put so much importance on this “moment of truth” way of thinking about consumer 
choices that he created a new position at P&G, a “Director of First Moment of Truth,” tasked with 
designing better displays in stores. At the time P&G also developed a 15-person FMOT 
department at the Cincinnati headquarters and employed 50 heads of FMOT around the world 
(Nelson and Ellison, 2005).

These strategies had a big affect on the way other companies looked at consumer 
purchasing behavior. Companies from Gillette Co. to Unilever started focusing more and more 
on the experiences consumers had in stores at the moment of purchase, and retailers like Wall-
Mart got in on the game, even offering a TV network in store, Wall-Mart TV, to give brands the 
chance to purchase advertising to be shown right as a consumer is making a decision (Nelson 
and Ellison, 2005).

These monumental shifts in marketing took place in the early 2000’s. Fast forward to 
2011, and Google, Inc., the multinational technology company, releases a self published e-book 
written by Jim Lecinski called “Winning The Zero Moment of Truth”. In this book, Lecinski, at the 
time the managing director for U.S. Sales & Service at Google, laid out the case for a new 
moment of truth, the “Zero Moment.” A lot had changed in the few years since 2005, Lecinski 
said, and with the internet now in people’s pockets through smartphones, consumers now had 
instant access to information about any product anytime and anywhere they wanted.

Armed with this new power, consumers were often not waiting until the moment they 
arrived in the store, facing the product on the shelf. They were doing their homework 
beforehand. This idea changed everything. Putting aside Google’s own self-interest by 



convincing marketing departments to spend more money on online advertising, the book 
demonstrated through facts and figures the changing climate of how consumers make 
decisions. The idea went like this: at the moment that a consumer recognizes a need, or hears 
about a product, or sees a product or service on TV, online, or on a sign in a bus stop, they can 
immediately begin to research that product. They can read about its details, read customer 
reviews, find out out about its competitors’ similar products, and so on, all within a matter of 
moments, and without moving from where they initially had that first encounter with the brand or 
thought of the need or want.

Of course, consumers can also wait and do this “pre-purchase” research when they get 
home, or on the way to the store, or even in the store itself, all the while looking at their 
smartphone for information (and persuasion) rather than whatever in-store displays the brands 
have designed to try to sway the customer. The key point is, the consumer can make the 
purchasing decision before the FMOT - before in-store marketing has a chance to have an 
effect. And not only can they, but according to Google in “Winning” (2011), they already were.

The forms this connection between the consumer and the brand can take online are 
numerous and growing. The methods discussed in the book include buying ads on Google 
(Google AdWords) and Search Engine Optimization (SEO) which involves strategically taking 
steps to make sure your business is listed at or near the top of search engine queries related to 
your location and the products or services you offer. There are many ways to affect where your 
business shows up in a Google (or other search engine’s) search, which I will speak about more 
below.

Other avenues for reaching customers online include videos (the book mentions 
predominately videos hosted on YouTube, a subsidiary of Google), social media (Facebook, 
Google+, Twitter, Instagram), “rating and reviews” sites (TripAdvisor, Yelp), blogs, a company’s 
own website, mobile apps, and many others. For this project I attempted to collect information 
on the uses of methods by businesses that seemed the most likely or could have the most 
impact. I asked the companies I interviewed not just if they used the various services, but how, 
and why. I also kept in mind that, in this time period, when social media and other online 
methods are still relatively new ways of reaching out to customers, many businesses may still 
rely heavily on more traditional ways of attracting clients (traditional word-of-mouth, flyers, 
business cards, etc.) I even left open a space on the questionnaires for business to tell me ways 
they market that I hadn’t thought of.

The different online methods I specifically covered in this project are as follows:

1) TripAdvisor

2) Facebook

3) Website

4) YouTube page

5) Twitter

6) Instagram

7) Mobile App



8) Yelp

9) Google+

10) Blog

11) Email newsletter

12) SEO (Search Engine Optimization)

13) Foursquare

14) Pinterest

15) Hootsuite

Additionally I inquired about these “low-tech” methods:

1) Passaparola (word-of-mouth)

2) Frequent Client Card

3) Coupons

For each of these methods the questions were asked and surveys written so as to learn 
how and why businesses chose particular methods, and how successful they have been for the 
company.

Before getting into each method, it is important to distinguish between four categories of 
online publicity “content:” paid, owned, earned, and shared (Lecinski 2011).

Paid: In general advertising terms, paid content is anything that you create and 
pay for, usually using someone else’s distribution channels. Traditionally this was 
newspaper ads, television ads, billboards, and so on. In the digital age, the concept is 
the same, only the methods of distribution are different. These avenues can now include 
AdWords on Google, Paid Posts on Facebook, a sponsored spot on TripAdvisor, etc. 
The point is you pay, you control the message and someone else controls the means of 
distribution.

Owned: This is an asset of your company that you can use freely for advertising. 
The sign outside the restaurant and the box a pizza is put in for take away are two 
traditional examples. In the digital age, owned media includes your webpage, your 
Facebook page, a blog, and anything else online you control. While technically you don’t 
own a website or Facebook page (the “real estate” is actually owned by a web hosting 
company and Facebook, respectively), because you control these mediums they are 
considered owned for marketing purposes.

Earned: This category is a key asset in the social media age. Earned is anything 
someone else does to promote your product (in a good or bad way). This includes all the 
reviews on TripAdvisor or Yelp, mentions on Twitter, photos posted by customers of your 



products on Facebook or Instagram, and any time a blogger mentions the restaurant or 
gelateria when speaking about all the wonderful places to eat in Venice. In a more 
traditional sense, this category also includes anytime a guidebook includes you in its 
listings, a newspaper or magazine features an article about your business, or even when 
a local or national television or news show visits your place to do a story on Venice. 
What makes all these methods earned is that you don't have to do anything for them to 
happen, and as a result you have no control over particular messages (like bad reviews). 
Whether there is anything you can do to influence these types of media is a focus of this 
research.

Shared: This category includes cross-promotion with other businesses who also 
sell your product or service. This method is not so applicable to this project, with the 
possible exception of one business, which will be talked about later.

We will now examine the different methods of publicity covered in this research.

TripAdvisor 

Surely the most influential of all the social media tools affecting the changing tourism-
based business landscape not just in Venice, but around the world, is TripAdvisor. A prime 
example of “user-generated content” and earned media, the travel website claims over 340 
million unique monthly visitors and 350 million reviews of not just restaurants, but hotels, 
attractions and other businesses related to travel (“Fact Sheet”, 2016). Because TripAdvisor is a 
type of earned media, businesses can be listed on the site whether they like it or not - they have 
no direct control of the content displayed on the listing of their business. All they can do is 
choose to respond or not respond to negative - 
or positive - comments from other users.

TripAdvisor is not without its 
controversies. Many of the businesses I 
interviewed love the site, and say they owe 
much of their success to it. The businesses 
that fall into this category often tend to be 
newer establishments that benefited from the 
free exposure TripAdvisor supplies, though this 
is not always the case. Other business owners 
I spoke with have a deep distrust for the site, 
saying it is “contaminated” (Bastico, 2016) and 
“not reality” (Venier, 2016) and cite concerns 
that anyone can post a positive or negative review without any proof that they ever visited the 
business (Penzo, 2016).

Nevertheless, most of the businesses I interviewed say TripAdvisor, and other sites like 
it, have had an impact on the business landscape in Venice. Whether the impact is positive or 
negative is a component of my discussions.

The site was founded in 2000 and has changed owners several times (Travel 
Perspective, 2015). The core service of the site is listings of travel and food related businesses, 
providing basic information like addresses, contact information, and opening hours, and user 
generated reviews. In the reviews, users can write a review describing what they liked or didn’t 
like about the establishment, a heading or “headline” for the review, and they can give the 



establishment a general “bubble rating” for overall satisfaction, from one to five green bubbles 
(five being the best). Often each review is accompanied by the reviewer’s username, a photo, 
where the reviewer is from, and the date of the review.

All of the reviews and bubble ratings are then collected by TripAdvisor and tabulated to 
give establishments two different indications: a “ranking,” which is relative to other similar (in 
theory) businesses and/or all places to eat in the city. The other indicator is an overall bubble 
rating for the business. The bubble rating is an “absolute” measure of quality, not dependent on 
the rankings of other establishments (“How does the Popularity Index differ”, 2015). According a 
Business Insider article from 2011 (Cocotas), these indicators are normally updated once a 
week, though this timeframe may have changed since then. For its rankings TripAdvisor uses a 
proprietary, secret algorithm unavailable to the public.

While the specific algorithm is unknown, three factors are stated by the company to play 
a key factor in your ranking (Gonzalo, 2014):

1) Quantity of comments

2) Quality of comments

3) Recency of comments

Quantity refers simply to how many reviews you have. TripAdvisor further breaks this 
down into “Traveler types” - families, business trips, couples, etc. based on information given by 
its users. Presumably the more reviews you have the better. Quality refers to the score (bubble 
rating) of each review. This is where things get tricky, because the algorithm can make choices 
giving priority to certain amounts of high ratings for one business while downgrading higher 
rankings from another if the second business has less reviews. To make things even more 
interesting is the recency of reviews, where TripAdvisor puts more weight on a review the more 
recent it is, arguing that establishments can change, and customers wills value more recent 
reviews over older ones. Several of the businesses I interviewed have stayed at or near the top 
in the rankings for some time, including Dal Moro’s, Cocaeta, and Prosciutto e Parmigiano.

Another indicator TripAdvisor offers is the “Certificate of Excellence.” This “badge” is 
displayed prominently at the top of the business’s listing, and the establishment is afforded a 
window sticker and printed certificate to display in their business advertising the earning of the 
award. According to TripAdvisor’s website, the criteria for winning the award as as follows 
(“Frequently Asked Questions”, 2016):

• Maintain an overall TripAdvisor rating of at least four out of five
• Have a minimum number of reviews
• Have been listed on TripAdvisor for at least twelve months

Of course, aside from the last qualification, the terms are rather vague, for example the length of  
time a business has to have maintained at least a 4 bubble review and what the minimum for 
reviews is. TripAdvisor offers sponsored listings that companies pay for, but maintains that these 
do not affect ratings. Ratings can fluctuate wildly even over a year, as is evident in some of the 
graphs showing the ranking of each business over the last year (when possible) in the company 
profiles section of this paper.

Each business can make a choice whether to “interact” with the site, usually in the form 
of replying to reviews. In some of the cases I interviewed, the owners tried to reply to every 
review (Cocaeta), in some only the negative reviews (Gelateria Ca’ D’oro) and in others to not 



respond at all (Caffé del Doge). The decision of whether to respond or not can factor on whether 
the owner has the time, and whether they think it will help or hurt the business.

One interesting, or complicating, aspect of the site is how it chooses to categorize 
businesses. I observed that over the last year, most (but not all) listings gave a rating of the 
business compared to “all other places to eat.” Often, but not always, the site gave a second 
ranking compared to other businesses in a specific category (restaurants, coffee and tea, 
desert, etc.).

The problem is, the categories were applied inconsistently and often changed for a 
particular business, or disappeared altogether, leaving only the “all other places to eat” category, 
only to return again later, but perhaps as a different category. Some categories were decidedly 
suspect, for example YogurtCreperia Marie, which specializes in sweet and savory crepes, 
being labeled as a “coffee and tea” establishment, leaving it to compete with other businesses in 
that category (“YogurtCreperia Marie”, 2016). When choosing whether to use the “all places to 
eat” category or a more specialized one for the graphs in the company profiles, a decision was 
made based on which category had the most available data going back a year. Both categories 
are included in the excel spreadsheet included with this paper, each company’s rankings going 
back a year having its own separate sheet in the spreadsheet.

One of the questions I wanted to explore in this work was, given TripAdvisors “power,” 
what if anything could small, artisanal Venetian businesses do to affect their rankings? In 
researching this question I employed a software called Import.io (www.Import.io), a data mining 
tool that can mine complicated websites for specific information dictated by the user. A user is 
then able to gather large amounts of curated data from specific websites, and manipulate and 
search this data in ways not before possible. I used this software to search the reviews of 
Venetian businesses on TripAdvisor to pick out words that are often used in describing the 
business. The results, in spreadsheet from, are included in the appendices.

I next took the data and, using a website called wordclouds.com (www.wordclouds.com), 
was able to create visual interpretations of the results. The colors of each word cloud were 
designed to match the colors each business used in its promotional materials. There were a few 
complications with these techniques which took time to resolve, for example whenever a 
business owner replied to a review, these replies were swept up into the Import.io results. Each 
of these responses had to be individually removed manually. I also realized early on that before 
using the data collected by Import.io to find frequently occurring sentiments, the data first had to 
be put into a word processor application and made to be all lowercase (or theoretically 
uppercase) to avoid have the same word, used sometimes at the beginning of a sentence and 
there for capitalized, being treated as two different words.

Facebook  

By far the most interacted with of the online tools available to businesses is Facebook. 
While the uses of the site among businesses vary, nearly all the businesses I interviewed have 

a page set up for the business (the exceptions 
being Gelateria Ca’ D’Oro and Prosciutto e 
Parmigiano), though some businesses haven’t 
touched their page in years, only providing the 
basics: telephone number, address and opening 
hours (Trattoria Casa Mia). For most of the other 
business however, Facebook is a welcome way to 
share photos (both taken by the establishment and 



by customers), promote events (like live music at Osteria da Filo) and generally communicate 
with its clients.

An example of owned media, Facebook, which was founded in 2004 (“Company”, 2016), 
is often mentioned as the first online communication tool the businesses I talked to used. A 
Facebook fan page for a restaurant is free, the owner can control the content, and can update it 
as frequently or infrequently as they want. Owners also have the option to take out paid ads, 
which can target specific groups. The owners can then track how these ads are being received 
and which ones are successful.

Website 

Over half the restaurants I surveyed have a traditional website. Some, like VizioVirtù 
Cioccolateria use it to sell its products directly to its customers (“VizioVirtù”, 2016), while others 
use their website primarily to provide information about their location, opening hours and type of 
food. Many use the site to tell the story of their business, such as Prosciutto e Parmigiana 
(“Gastronomia”) and Cantina Do Spade (“Cantina”). The major difference between using a 
website and using Facebook, of corse, is that a website is a continuing cost to have someone 
host it, and another cost to have someone design it, and keeping it updated can be more work 
as well. On Facebook all of this work and cost is taken away, and an update is as easy as a 
post.

YouTube 

Increasingly videos are becoming an easy way to showcase an establishment and its 
products. Like Facebook, hosting a video on Youtube is free. You can then choose to link to your 
video from your own website, thus appearing to “host” it yourself, or even have an entire 
YouTube page with multiple videos. Most of the businesses in Venice had not yet taken 
advantage of this tool, with notable exceptions being Handay and Antico Forno.

Yelp 

A service like TripAdvisor but used more in the United States than in Italy, Yelp was 
founded in 2004 (“About Us”, 2016) and, like TripAdvisor, allows users to post reviews and 
allows businesses to have a page where they can update their information and post events and 
other news. Yelp tends to be used mainly in major metropolitan areas, and the website states 
that as of the end of the first quarter of 2016 they have 102 million reviews.

Twitter 

Another easy, free way to communicate with clients is with Twitter, which was started in 
2006. In 140 characters or less, you can update clients about events, new products, or changing 
hours, and even share photos and videos. I learned through the interviews that Twitter is less 
popular in Italy than in the U.S.

Instagram 



Owned by Facebook, Instagram is social media that is centered on photos. As such, it is 
one of the most popular choices for food based establishments here in Venice, who can easily 
show off their products, be they gelato cones or slices of pizza. Instagram was founded in 2010 
and acquired by Facebook in 2012.

Mobile App 

While none of the businesses had created an app for smartphones yet, a few expressed 
interest in doing so in the future. What some of the businesses implemented instead was 
special versions of their websites designed to be viewed on smartphones, such as VizioVirtù.

Google+ 

Another social media platform similar to Facebook, most of the owners I spoke with did 
not interact with it.

Blog 

For those who have the time and inclination, a blog can be a great way of sharing the 
continuing story of an establishment with the public. Francesco, the proprietor of Do Spade, 
expressed interest in beginning a blog to talk about the storied area of Rialto Mercato, where his 
osteria is one of the oldest still functioning today (Munarini, 2016).

Email newsletter 

Though not the most popular from of communication with clients among those I 
interviewed, Osteria da Filo was one business which maintains an email list of clients who have 
signed up to receive updates on the live music that Filippo showcases in his bar every 
Wednesday night (Mosconi, 2016). 

Search Engine Optimization (SEO) 

Of the businesses I spoke with, only Dal Moro’s expressed that they had tried methods 
of SEO, which involve taking steps to ensure higher placement on search result pages such as 
Google. Some of the methods to achieve this include making sure other pages link to your 
page, and making sure relevant keywords that relate to your business are featured on your site 
(Lecinski, 2011). In Dal Moro’s case, after trying Google’s paid AdWords, they continued to 
manage the keywords associated with their business in search results, stating in the interview 
that “keywords are very important” (Dal Moro, 2016).

Foursquare, Pinterest and Hootsuite 



Foursquare is a site for searching locations and business other people have visited, 
Pinterest is a photo sharing site, and Hootsuite lets you set up times for Facebook and Twitter 
updates to happen automatically. None of these were used by the interviewees.

Traditional and “Offline” Methods 

Among the non digital ways to promote a business, nearly every owner expressed the 
continued importance of passaporola, or word-of-mouth. Two businesses, YogurtCreperia Marie 
and VizioVirtù, use Frequent Client Cards, where rewards, like free food, can be earned from 
repeat visits. None of the businesses I spoke with have found much need to use coupons. 



Company Profiles 



Here, over the following section, are the detailed profiles of each of the 23 businesses 
interviewed for this project. The information gathered is a combination of the responses given in 
the pre-interview surveys, the interviews themselves and the publicity created for use online, 
such as the company’s website or listing on TripAdvisor. 

Included in each profile is a graph showing the historical trend of the ranking of each 
business on TripAdvisor. The historical data was partially recovered using the Internet Archive’s 
“Wayback Machine” (https://archive.org/web/). With this tool, it is possible to search historical 
versions of a website in the case when the “automated crawlers” of the service have taken a 
snapshot of the page on a particular date.

Though not available for every page or every date or even every period, in many cases it 
was possible to research several dates over the last year in the life of a company’s TripAdvisor 
ratings, in order to trace how the business has been received in comparison to other Venetian 
businesses with this particular metric. When possible to go back a year, the designation 
Ranking Over One Year accompanies the graph. If less than a year of data is available, or only 
the most recent months, the caption Ranking Over Time is employed to give as much 
information is possible and allow for some perspective. Of the 23 establishments involved, only 
Rizzo Pane did not have enough of a presence on TripAdvisor to allow for historical analysis.

Finally in order to better to understand the reviews garnered on TripAdvisor for each 
business, the results of using the application Import.io, to gather larger amounts and types of 
data on multiple websites to record the last 100 reviews in English (when available) from the 
date accessed. When 100 reviews were not available in English the number available was used, 
with notation in the Excel spreadsheet. With this data it was then possible to conduct a word 
and phrase frequency search to know which experiences were most common among 
customers, and if indeed the efforts exposed by the companies to reach out to present and 
future clients were working. For each business a summary of the results, followed by a word 
cloud, a way to visualize word frequency in a document or series of documents, was created 
using the website wordcloud.com. For each word cloud, the color scheme chosen for 
visualization was based on the color of the marketing materials or interior design of the 
business.

The listing of the businesses with their categories are as follows.

1) Dal Moro’s Fresh Pasta To Go  Pasta to-go

2) Gelateria Ca’ D’Oro  Gelateria

3) Handay Gelateria, Cafeteria

4) Cocaeta  Creperia

5) Rizzo Pane  Pasticceria, Panificio

6) Taverna del Campiello Remer  Ristorante

7) Bacarando in Corte dell’Orso  Ristorante, Bacaro

8) Cantina Do Spade  Ristorante, Bacaro

9) San Stae - Fontego delle Dolcezze  Gelateria



10) Bistrot de l’Osmarin  Sandwich Shop

11) I Rusteghi  Enoteca

12) Antico Forno  Pizzeria

13) Caffé del Doge  Cafeteria, Bean Roasting Company

14) Antica Osteria Ruga Rialto  Osteria

15) Prosciutto e Parmigiano  Salumeria, specialty shop

16) Osteria al Portego  Osteria

17) Cantine del Vino Gia Schiavi  Enoteca, bacaro

18) Osteria da Filo  Osteria

19) YogurtCreperia Marie  Creperia

20) Tea Room Beatrice  Tea Room, B&B

21) VizioVirtù Cioccolateria  Cioccolateria

22) Trattoria Casa Mia  Pizzeria, Trattoria

23) Pasticceria Tonolo  Pasticceria



Dal Moro’s Fresh Pasta To Go 
Founded:  2012    Location:  Castello 
Owner:  Gabriele Dal Moro   Type:  Pasta to-go 

 A success story nearly from its inception, Dal Moro’s Fresh Pasta To Go and its founder 
Gabriele serve a traditional Italian dish in a very nontraditional way - in a box, to-go. Dal Moro’s 
is proud that they produce their own pasta and sauces, and proud to the be the first in the 
world to offer pasta made fresh in this way, to-go (Dal Moro 2016). Judging by the long lines 
running down the calle (and sometimes around the corner), Dal Moro’s has clearly found a 
winning formula. So far, however, that formula has resonated more with tourists and students 
than with locals.

	 Gabriele and his then partner started their pasta business on July 2nd, 2012 and have 
been using TripAdvisor since the beginning. He admits it was the clients, not he, who originally 
listed the business on TripAdvisor and Yelp, and created a Facebook page. Engaging with 
TripAdvisor heavily in those early days, he admits to employing a trick to achieve better 
responses to TripAdvisor comments: employing a video camera inside the shop which he could 
then refer back to remember past clients.

	 These days, Gabriele reveals, due to heavy competition from other pasta-to-go 
establishments in Venice, he does not want to reveal helpful information about his business to 
his competitors, so he opts not to respond on TripAdvisor. Another method tried in the 
beginning was an ad campaign on Google. He believes this was helpful but expensive. They 
stopped campaign in favor of using SEO (Search Engine Optimization) with which the company 
was able to achieve high rankings on Google Maps and in Google searches through keyword 
placement rather than paid ads. “Keywords are very important,” he says.

	 Dal Moro’s does not have a website because between Facebook, TripAdvisor and Yelp 
they don’t believe it’s necessary. Facebook leads the methods of advertising. It is used for 
posting photos and keeping in touch with clients, offering them a constant stream of news 
items to keep them updated about the company. The number two method for Dal Moro’s is 
Instagram, using photos to “keep in touch with the world.” How does Gabriele know which 
methods are working? “When people come to your place and tell you that they came thanks to 
the fact that you are in, this means that you invested in the right social network.”

	 Gabriele estimates the breakdown of his clients is 70% tourists, with whom he always 
tries to speak in their native language. A large number of the rest are students. Gabriele’s vision 
doesn’t stop with this one shop. He has his eye on taking the skill and knowhow he's has 
buildup over four years towards franchising, with the first store opening in Germany in some 
months.

	 Looking over the TripAdvisor data over the last year (“Dal Moro’s”, 2016), we can see a 
decrease from the number one spot in May last year to the the number six spot as of the 
beginning of May this year relative to all other restaurants in Venice. Of course this does not 

TripAdvisor Ranking Over One Year



necessarily correlate with less favorable reviews, but rather reflects the algorithm TripAdvisor 
uses of, including other factors, the number of recent favorable reviews. By using the Import.io 
application I was able to isolate the most recent 100 English reviews and their headers from the 
TripAdvisor website, along with the date of review and home country of the reviewer. I was then 
able to search this data for trends in what some recent customers have been saying about their 
experiences.


	 By further using the website “WriteWords.com” (www.writewords.org.uk/
word_count.asp) I was able to determine the frequency of not only individual words but 
phrases of pre-determine word length. By removing unnecessary words like articles (otherwise 
know as “stop words”) and common words for all businesses reviewed, like “Venice” and 
“Italy,” I was able to then search for relevant patterns in the data. For single words, the most 
common words with more than 30 occurrences included pasta (144), fresh (57), great (40), best 
(37), very (37), go (35), and friendly (32). In a search for common phrases of two or more words, 
among the phrases with 10 or more occurrences were: fresh pasta (30), the best (17), best 
pasta (15), the staff (11), fresh and (11), and friendly and (10). A word cloud created using the 
website wordcloud.com, of the words generating five or more results is shown above.

	 From the cloud and phrases we can see most importantly freshness, the friendly staff, 
and the best pasta. These sentiments match with what Gabriele shared with me regarding his 
goals for the business. Always talking to customers in their native language, making fresh 
pasta everyday, and trying to be a place people keep wanting to come back to, even if they are 
in Venice only for a few days. If the lines out the door and the tourists I have met who have 
eaten there more than once in a few days are any indication, Dal Moro’s has largely 
accomplished these ambitions. 




Gelateria Ca’ D’Oro 
Founded: 1989     Location:  Cannaregio 
Owner:  Andrea Busolin   Type:  Traditional Gelateria  
 
 

 Though it opened originally in 1989, Gelateria Ca’ D’Oro has been under it’s current 
manager, Andrea Busolin, for the last 12 years (De Rossi, 2016). After speaking with Andrea I 
interviewed his employee and social media manager Barbara De Rossi, who told me about their 
gelateria that makes its gelato with fresh milk and cream everyday. A family business with 
clients that are split between students, locals and tourists, Ca’ D’Oro also eschews a website in 
favor of a Facebook page for the business that they manage. With the Facebook page Barbara 
posts photos of new flavors and new treats (Ca’ D’Oro also offers a large selection of selection 
of handmade frozen treats) and informs new clients of who they are.

Barbara told me use of the website Yelp is only used by the tourists while the galleria 
has no interaction with it. Regarding the relationship with TripAdvisor, she told me they respond 
when they can, but mainly it is a way to share the shop and its product with consumers. On the 
other hand Instagram, which is completely photo-based, was much more useful. This is a 
sentiment I heard repeatedly from the business I interviewed, as it is a natural fit when food is 
concerned.

Barbara said they had interacted with TripAdvisor since 2013 but only began with 
Facebook last year. In her opinion TripAdvisor was a positive medium because it reaches so 
many people, however traditional word-of-mouth is still extremely important. She also told me 
they don’t pay attention to what the other gelaterias are doing because they aren’t in 
competition, they pay attention to their own business. In these days the gelateria is not so 
interested in growing as in improving, and might think of expanding in the future.

What they are doing now seems to be working fairly well, as on the day of the interview 
they were listed number 2 on TripAdvisor for all dessert establishments in Venice. When rated 
against all places to eat in general they are gaining in the ranks, with a ranking of 25 a year ago 
vs 17 in May (“Gelateria”, 2016). A look at the data can shed some light on these rankings.

Using WriteWords.com, the most some of the most frequent two-word phrases in the last 
100 English TripAdvisor reviews were the best (29), best gelato (28), best ice (10), and very 
good (7). Below we can see a word cloud with all individual words with three or more 
occurrences. These words seem to highlight the quality, with occurrences such as good, great 
and best, and the friendly service. 

TripAdvisor Ranking Over One Year



Handay 
Founded:  August, 2014   Location: Cannaregio 
Owner:  Luigi Tauro    Type: Soft-Serve Gelateria, Bar 
 
 

 Though perhaps first and foremost a gelateria, Handay (which stands for “Have A Nice 
Day”) is actually many things in one. It is a bar, with full range of juices and coffees. It serves 
pancakes. You can also buy a line of Handay snacks. As the only one of it’s kind, these are just 
some of the features that make Handay unique, and why we might be seeing a lot more of them 
around the world soon (Manna, 2016).

TripAdvisor Ranking Over Time



As a gelateria, this place is certainly not traditional Italian. With more toppings than most 
people could think of (they have maple syrup!) and touchscreen tablets to select your coffee, 
few places in America or anywhere else could compete with the innovation found here. And 
while other soft-serve or self-serve gelaterias exist in Italy, even in Venice, they would be hard 
pressed to compete with the quality and atmosphere of Handay.

The first thing you notice about this new gelateria - it’s been open a year and nine 
months - is the beautifully designed and clean interior. Started and managed by Luigi Tauro, 
who is responsible for all of the innovative choices and designs, Handay has a prime location on 
Strada Nuova on the way from the train station to the Ponte Rialto, but unlike many “tourist” 
places on a busy street in Venice, this spot doesn’t rely only on foot traffic. Handay takes 
advantage of nearly every technology possible - starting with a beautifully designed website, 
with explanations on how everything works, 
photos and a video (“Esprimi”).

Among the business strategies that set 
Handay apart from other self-serve gelaterias is 
a system where you only pay for the cup, not 
the weight of the product, so if you are a 
talented “stacker,” you can walk away with a lot 
of ice cream and toppings. Francesca, the 
manager with whom I interviewed, told me they 
use Facebook heavily because it’s easy to know 
how many people have visited their page and 
liked it, and what did ate or drank when they 
visited.
TripAdvisor is also very important, she said, an the “most important thing is to reply to the bad 
comments we have.” This is done to explain, and also to improve.

While they also use Twitter, Francesca told me that in Italy it is not so common. Like 
other businesses serving food, Instagram is once again crucial for posting examples of the 
product. As an example of trying innovative ways to engage with customers, Handay has a 
“Picture of the Month” contest with the winner’s Instagram photo being shared on the company’s 
Instagram and Facebook pages. Most important, Francesca told me, is that customers feel like 
they are at home, so that they come back multiple times while they are here, maybe for an ice 
cream after dinner, and pancakes the next breakfast.

The breakdown of clients is mostly tourists, and Francesca attributes this to the price. 
They follow regularly competitors actions on social media, and noticed that when they changed 
a practice, their competitors often followed. What competitors do not follow, however, is the level 
of quality, both in the ingredients and the level of variety, with all of the ice cream made at the 
location. 

Luigi wants to spread this way of doing business all over the world. An interesting aspect 
I learned in the interview is why to chose Venice as a “testing ground.” Because there are 
tourists all year round, a galateria can stay open all year round. According to the interview, 
tourists are more open minded to new ideas with food, while locals tend to have their habits - 
but they are trying to reach them to.

As a newer business, Handay had 46 English TripAdvisor reviews as of the search 
(“Handay”, 2016). Among the most popular three word phrases were the size of (3), tasty ice 
cream (3), great place to (3), you need it (2), with good service (2) and were very friendly (2). 
We can see in the word cloud repeated mentions of the staff, including nice, friendly and 
service, and the product, including delicious, great, and caramel. The words about the service 
coincide with the experience of the interview.



Cocaeta 
Founded:  June 2014     Location: Cannaregio 
Owner: Giulio Fecchio     Type: Creperia 

Another business that has embraced technology in all its forms is Cocaeta, a creperia 
located near the San Giobbe campus of Ca’ Foscari in Cannaregio, away from many tourists. In 
fact, Giulio is one of the only owners to have employed paid, targeted Facebook posts, and with 
great success. Giulio attributes the uniqueness of his shop, and some of his success (he has 
remained at or near the top off TripAdvisor for almost a year), to specializing on savory, rather 
than only sweet, crepes (Fecchio, 2016).

In the beginning, Giulio thought that, because of his location, his “target had to be 
students and residents and locals.” Because of TripAdvisor bringing so many tourists, he has 
now shifted his focus to them. “One of the first things I did when I opened my shop was to 
register on TripAdvisor,” he said. And he uses it aggressively, putting photos, answering 
comments, and paying attention to keeping the opening hours up to date.

TripAdvisor Ranking Over One Year



He’s also used Facebook from the beginning, however this tool he says is more useful 
for locals, a sentiment I heard expressed from several businesses: while Facebook brings less 
tourists, it brings more local people. Through Facebook Giulio targets paid ads to students a Ca’ 
Foscari or others targeted to Venice. Also any for posting new products or changes, he says, 
“It’s the most immediate instrument I have to communicate with my customers.” The feedback 
Facebook gives is important to its customers also, as “it gives an instrument to see how many 
people saw the posts.” The paid post offer a way “to reach more people and to target the people 
that I want.” A 20km radius, from the creperia, for example, is one way he targets his posts.

Giulio says having a good position on TripAdvisor is not something you can decide. “You 
have to have good products, work well with customers, so it is a challenge and it is hard but it is 
also important,” because he believes 80% of customers come here as a result of TripAdvisor or 
Facebook. An interesting aspect of having your business so tied to social media is what Giulio 
related to me as his routine. “The first thing I do in the morning is check my TripAdvisor to see if 
I had new reviews, and to see if my customers had new reviews, if they had more reviews than 
me, and why.” Giulio truly choses the more active role of engaging with social media.

The most important changes Giulio would like to make in his business is to do better, to 
make crepes faster, so that his customers do not have to wait. Because his shop is so small, he 
also would like to chance to expand, and offer more space for his customers, as long as the 
quality stays the same. He also wants to be better known by Venetians in order to provide 
security. Overall he thinks tools like TripAdvisor, Facebook and Yelp are good for Venice 
because they improve competition, and this can improve the quality of the offerings. What does 
he believe leads to good ratings? “To have good quality associated with cheap prices.” Along 
with a love for technological 
marketing, Cocaeta also 
shares with Handay a desire 
to feel like a home for its 
customers.

Among the phrases 
repeated in review on 
TripAdvisor (“Cocaeta”, 2016) 
were worth the wait (5), very 
friendly (4) and of the best (4). 
From the word cloud it is 
apparent that the food is 
“delicious” and while the “wait” 
may be long, it is “worth” it. 
His ranking on TripAdvisor 
certainly seems to support 
this.



Rizzo Pane 
Founded: 1890     Location: Cannaregio, Multiple Locations 
Owner: Nicola Rizzo, Rizzo Family  Type: Pasticceria, Panificio 

 

 An interesting case among the businesses I interviewed is Rizzo Pane, a pasticceria and 
panificio that has been owned by the same family since its founding in 1890 (Rizzo, 2016). Now 
with six locations throughout Venice, this popular seller of bread, sweet baked goods, savory 
dishes and other products has in the the last ten years, been run by Nicola Rizzo, who with his 
brother and sister inherited it from his father who in turn inherited it from Nicola’s grandparents. 
The other products of this “chain” include fresh and dry pasta, fruit, cheeses and, for a time, 
even gelato.

One of the interesting aspects of Rizzo is that with many local clients, but also some 
tourists and students, the business was able to whether the financial crisis well even while today 
having virtually no presence on TripAdvisor. That’s not to say they have eschewed online 
marketing completely. Nicola shared with me how Rizzo Pane combines the same recipes of his 
grandparents with modern innovative technology. They have had a website for some years 
(“Rizzo”), and more recently they have concentrated on publicizing through Facebook.

As with Cocaeta, the use of paid advertising on Facebook, has brought good results 
according to Nicola. They still use more traditional methods too, such as advertising in daily 
newspapers and on means of transport, but on 
Facebook they have now achieved 2000 fans. 
TripAdvisor, however, remains unimportant to Nicola in 
these days. Why? He says for certain types of places, 
ones with street food, restaurants or hotels, it can be 
useful, but for places selling things as Rizzo Pane does, 
he doesn’t believe tourists use it. Meanwhile with 
Facebook, they can track who sees their posts, and 
therefore he believes it is a more useful way to 
communicate with clients.

All of the methods are nothing without the quality 
of the food and the quality of the service Nicola tells me. Still, while he doesn’t pay attention to 
his competitors in Venice, he does watch what other shops like his do in other cities in Italy and 
around Europe, like Lonon and Milan. In the future he would like to offer more street food type 
products, where clients can eat something of high quality in a relatively short period of time. 
Only time will tell if with these new offerings, TripAdvisor will become a more important method 
of communicating with his clients. 

Not enough TripAdvisor Rankings



Taverna del Campiello Remer 
Founded: 2007      Location:  San Marco 
Manager: Tatiana Misiru    Type:  Trattoria 

 

 Taverna del Campiello al Remer, or simply Al Remer, is a hidden spot popular with 
students, tourists and locals for its beautiful dock on the Grand Canal with a view of the Rialto 
Bridge, its Happy Hour “buffet” and its live nightly music in the restaurant. While it may not have 
a particularly high ranking on TripAdvisor, according to Remer’s manager Tanya, passaparola, 
or word of mouth, is the most important factor in the restaurant’s success (Misiru, 2016).

Additionally, TripAdvisor is used for 
posting photos and taking reservations. They 
have used Facebook since the beginning for 
posting photos and announcing events such as 
their live music, but have never used the paid 
ads. With a website Al Remer is able to display 
many photos of both the beautiful interior and 
exterior of the restaurant, and they even let 
Google make a Street View to give the clients 
the chance to experience what eating in the 
restaurant would be like before coming 
(“Taverna”).

As with others, we see Instagram is very 
important for this restaurant, where they use it to show off their food. They’ve also employed 
Google+ as another avenue for displaying photos. They haven’t abandoned traditional methods 
though, as they still advertise they nightly music with a sign on the bar too. We can see from the 
word cloud of reviews (“Taverna”, 2016) that the atmosphere, music and food seem to stand 
out, and even though it is hidden, people don’t seem to mind going out of their way to find it. 

TripAdvisor Ranking Over One Year



Bacarando in Corte dell’Orso 
Founded: August 2013    Location:  San Marco 
Owner: Federico Bastico   Type:  Trattoria, Osteria

Another business that is not too concerned with Tripadvisor rankings is Bacarando 
(Bastico, 2016). A bacaro, an osteria, a trattoria, with live music; Bacarando seems to have it all. 
In an interview with its owner, Federico, I learned that Bacarando, which is also tucked away in 
a corner and quite hidden, relies heavily on locals, where in winter the number can be as high 
as 80% of the clients. As such he places the most importance on passaparola as his way of 
advertising. Not only does he not use TripAdvisor, but he doesn’t like it, because it is first for 
those businesses that pay to advertise he says, and this is not something they want to do.

He thinks TripAdvisor could be a good system, but it is “too contaminated,” and asks 
constantly for the businesses to pay for advertisements. He does employ Facebook to keep in 
contact with those who come to the restaurant often. “We can then involve them in the events, 
the concerts or particular menus.” He doesn’t follow his competition online, but he listens to his 
clients and “takes cues” from them.

He thinks the most important thing a 
restaurant in Venice can do is focus on quality and 
service, but for those businesses with prime 
locations and heavy foot traffic it is too easy to forget 
these things. Between these business with a 
“strategic” position, and ones like his, there is a huge 
difference in Venice. He is optimistic about the 
future, because when people comet his restaurant 
they can tell it is not a touristy place. “We don’t have 
a menu translated into different languages, we don’t 
have a man standing outside the door” trying to get 
people to come in.

There are other, more traditional ways tourists can find out about the business, though. 
For five or six years they have been featured prominently in the Lonely Planet guide. And like 
other restaurants, Bacarando has a website where clients can learn what live music is playing 
on a given night and make a reservation (“Bacarando”). The website also provides information 
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for Bacarando’s other location in Castello.  As for what is next for the business, Federico says 
he is always on the lookout for something new and innovative. The clients that come and fill up 
the bar on a any given night 
seem happy to follow where 
he leads.

In the word cloud it is 
clear that the bar, staff and 
what tourists call “tapas” bring 
people to think this “hidden 
gem” is worth seeking out.

Cantina Do Spade 
Founded: 1488  (2008 w/Francesco)  Location: San Polo 
Owner: Francesco Munarini   Type: Trattoria, Osteria 

 

 The fascinating history of Do Spade, of which there was an establishment on this spot by 
that name at least as far back as 1488, continues into the present with the fantastic atmosphere, 
service and community involvement directed by its owner Francesco and his sister Giovanna 
(Munarini, 2016). With a popular bar and bacaro, and a equally popular and delicious 
restaurant, this establishment in the heart of the oldest part of the city near Rialto Mercato 
stands out as a place for locals, students and tourists that maintains its charm and integrity.

The difference between having a traditional “restaurant” and an osteria like his is 
important to Francesco because it facilitates the kind of camaraderie between friends that 
wouldn’t be possible in a more formal restaurant. Online marketing is also important to 
Francesco, because their research has told them that people find out about them when 
searching for traditional Venetian recipes. This is aided by their website which offers information 
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about their dishes and the history of the location. In particular, Facebook and the website have 
helped Do Spade to sell their “way of working,” putting the clients and quality first. This aim 
certainly shows, as Do Spade constantly has one of the friendliest staffs in the city.

 Facebook is used mainly for displaying 
photos and posting news, while the website 
explains the changing wines and changing menus 
and also about when important expositions are 
happening about food and wine in the community. 
The community involvement is important to 
Francesco. Among the ways they stay involved is 
promoting the festival of San Giacomo, a charity 
sagra, and also sponsoring Carnivale. Perhaps 
this stems from the osteria’s history, where it was 
one of 10 osterias original permitted by the 
Republic to work in Venice and was the property of the Republic. It was given over to an oster to 
run until his death, when it was given back to the state. In these days the osteria also had rooms 
to rent.

According to Francesco it is one of the oldest on the city still functioning today. The area 
was originally where the butchers who boiled cows and sheep’s feet had a brotherhood. As for 
the future, Francesco hopes that the tourists coming here focus more on Venice’s history, and 
not simply taking a picture and a plastic gondola. For the tourists that come using TripAdvisor, 
Francesco also has his criticisms.

“TripAdvisor only has a one-way communication. There’s only the possibility of 
answering on TripAdvisor, there’s no opportunity for a dialogue.” For promoting a new business 
he thinks it is good, because, he jokingly says, they give you a sticker. For the old businesses, 
he’s not so sure, but he says “it makes you stay awake, and doesn’t let you rest on your 
laurels.” Is this way it can be good, but he says it can feel like a “cane da guardia,” or watchdog. 
While its democratic that everyone can voice an opinion, he says some people should be 
prepared before they review to know what to expect so that they are not surprised when a room 
is small because it is in Venice, for example.

One way Francesco wants to have a dialogue with clients is by starting a blog, with short 
videos on how to do typical dishes, and to tell the stories of the osteria and the area of the 
market. These ideas are unique, and show a real passion for his place and his work, and for 
history. It makes sense. “Ever since I saw this place I fell in love with it, and other people, when 
they come here, they fall in love with it too. I think the most tangible aspect is the friendship. The 
friendship between clients and the friendship between clients and us.” It certainly is a special 
place.

The word cloud 
highlights the service, 
atmosphere, friendliness, and 
of course the food. Good and 
great are used as much as 
any other words, which is 
always a good sign. 



San Stae - Fontego delle Dolcezze 
Founded: February 2014   Location:  Santa Croce 
Manager: Mario Guidolin   Type: Traditional Gelateria 

 Another “traditional” gelateria, San Stae, formally known as Fontego delle Dolcezze (but 
everyone calls it San Stae) has been open only two years in the somewhat out-of-the-way area 
of Santa Croce, but the pasaparola has been so great about this place that they are already 
opening another location in Santa Margherita (Guidolin, 2016). Along with gelateria they sell a 
number of frozen treats, and everything is made at the location. In an attempt to appeal to locals 
and repeat customers, San Stae implemented a Frequent Client Card program that earns you 
free gelato after a certain number of visits.

When it comes to TripAdvisor, the manager Mario and the others choose to respond only 
when the comments are bad. They post photos, the hours of 
operation, and use the feedback to do research on clients. 
They have a Facebook page that is constantly updated with 
pictures of the food posted by the staff, events going on 
around Venice, changing hours and new products. They told 
me they try to post at least two-three posts a week. Judging 
by the posts, they seem to have made taking pictures of 
gelato an art from, constantly showcasing their fresh 
ingredients alongside the finished products.

Mario told me that by listing on Google+, it is easier 
for people to find them in searches online in general. Though 
they used Pinterest in the past, they have not updated it 
recently. In a more traditional method, San Stae makes a 
point to distribute its business cards in hotels, B&B’s and 
restaurants.

Do to the relative newness of the shop, there were 
only 42 reviews at the time of the research. The word 
cloud represents the appreciation of the variety of 
flavors, “good” and “great” take precedence, and it 
seems as though many people may have discovered 
it through their hotel, a sign of traditional media 
mixing with new media? 

TripAdvisor Ranking Over One Year



 

Bistrot de l’Osmarin 
Founded:  August, 2015   Location:  Castello 
Owner: Davide Venier    Type: Sandwich shop, Bacaro 
 

 

 At Bistrot de l’Osmarin, a small shop in Castello that opened last year, 
you can get some of the best sandwiches in Venice. While owner Davide 
relies mainly on word of mouth, 
uses Facebook, has a website, 
a Twitter and a Instagram 
account, there is another way 
he choses to advertise that is at 
once innovative and traditional. 
Bistrot, which is owned by the 
same people as own the 
wonderful Mela Verde gelateria 
on the same street, created a 
“group” marketing strategy 
called the “Castello Tour,” in 
which 10 businesses in the 
Castello area share the costs of 

promotion with a brochure that is available at each participating spot (Venier, 2016). In addition 

TripAdvisor Ranking Over Time



to having descriptions of each other restaurant, the brochure has a map pointing to the 
restaurants and other points of interest, as well as descriptions of some of the main landmarks 
in the area.

Admittedly this strategy targets, and captures, mainly tourists, but Davide says the 
Venetians who live in the area like the shop too. While he believes another way of capturing 
tourists, TripAdvisor, is very important, and 
has been useful for Mela Verde for years 
(the gelateria opened in 2009), he, like 
Francesco, is skeptical of this “wall” that 
anyone can write on, good or bad, to have 
their comments interpreted in many 
different ways. Also, he says TripAdvisor 
is prone to fraud and scams, and you 
can’t trust everything that you read.

Due to its newness, the Bistrot 
only had four reviews on TripAdvisor 
during the time of the research. 
Nevertheless, it is clear that the quality of 
the food stands out, with words like 
delicious, tasty and perfectly.

I Rusteghi 
Founded: 1989     Location:  San Marco 
Owner: Giovanni D’Este   Type: Enoteca, Osteria 
 

I Rusteghi, owned and run by Giovanni D’ Este, shares the same hidden corner near the 
Rialto Bridge as Bacarando in Corte dell’Orso, but perhaps a slightly different experience. While 
Bacarando is a lively, crowded neighborhood spot that locals and tourists frequent for some 
cicchetti and live music, the atmosphere at I Rusteghi is more intimate. Though the clients, 
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according to Giovanni, are about 50/50 tourists and locals, they share a passion for the best in  
food and wine (D’Este, 2016). Through he uses a website, Facebook and Pinterest heavily, he 
admits passaparola is still hugely important, even among people from different corners of the 
world.

When it comes to TripAdvisor, however, he has a pessimistic view. “Customers focus on 
how much things cost, and not the product.” And he believes it has changed Venice too. “It’s 
changed the way people work.” And not for the better. “If I’m used to working in a particular way, 
for TripAdvisor I’m not going to change.” He says he tried responding twice to comments on 
TripAdvisor, but no longer. “For me, TripAdvisor doesn’t exist.”

As for what makes Venetian businesses special, he says “Many people think the food of 
Venice is fish. They’re wrong. Venice is famous for meat.” He says that traditionally people 
would eat meat, made with spices from all over Europe. What changed was tourism, and this 
impoverished the culture. Now if people ask for a dish, someone will provide it, even if it is not 
traditional. Giovanni prefers to keep his establishment unique and confined to only certain 
specialities.

One of the ways he promotes his way of doing business is with Facebook, which he 
originally only had as a personal page, but step by step, he began to use for the business. He 
uses it to speak about the wines, the specialities, and to promote the cuisine and wine not only 
of Venice, but of Italy. He says this is important because tourists may come to Venice, but not to 
other parts of Italy, and he wants to introduce them to all Italy has to offer. He says that 

Facebook is used by tourists and locals, but often the way people find out about the website or 
Facebook is from old-fashioned passaparola. When he puts photos up, they are often of people 
enjoying the wine and the company of the osteria.

Facebook (for the business) and the website were created two years ago, and Giovanni 
says the only thing that has changed is that clients have become more demanding, they want to 
try a lot of different types of wine. So recently, he has instituted a policy that clients can have a 
glass of any of the 1000 bottles of wine he has in the shop. “It’s an investment,” he says. He 



says, however, that it hasn’t increased the number of tourists as much as the old-fashioned 
guidebooks have, such as Lonely Planet.

Giovanni says while he doesn’t like TripAdvisor, the future of business remains 
passaparola, just amplified in the social networks. For his own business, he is content to keep it 
small. This way, he believes, he can keep the quality high, because he says as a business 
grows, the quality can diminish. 

Judging by the word cloud of the 34 reviews that are on TripAdvisor, people have 
expressed sentiments such as great, good, and expensive, and talked about the atmosphere 
and, of course, the wine.

Antico Forno 
Founded: 2001      Location: San Polo 
Owner:  Marco Menegoni    Type:  Pizzeria 
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 Founded by Venetian Marco Menegoni and his wife 15 years ago, Antico Forno Pizzeria 
to-go (and “dine-in,” for those few people who can squeeze into the corner to eat standing up at 
the small bar) has been feeding and pleasing customers with their focaccia and thin pizzas, and 
displaying the high rankings on TripAdvisor to prove it. Though the numbers have fluctuated 
some in the last year (dropping from 9th in March 2015 to 14th in May this year), Marco 
maintains the importance of TripAdvisor not just to his business, but to the entire world, and 
says he uses it when traveling, usually looking at the first and second pages to know where to 
stay, eat and shop (Menegoni, 2016). He appreciates the site because he says there are not 
only restaurants listed but many artisanal businesses as well.

He also appreciates it because it is 
clear to him that it brings clients. Marco 
says they arrive at his business, 
advantageously located close to the Rialto 
Bridge on the way to Campo San Polo, with 
their phones already opened to the Antico 
Forno TripAdvisor page, and this makes the 
site unquestionably useful. It’s been four or 
five years that Marco has been interacting 
with the site, but even longer that he says 
the tourists have really increased in Venice, 
beginning seven or eight years ago. 
Because it is above all tourists, not locals, 
using the website, after tourism increased, 
he said it was possible for TripAdvisor’s 
influence to really impact his business for 
the better.

As for Facebook, he enjoys letting customers put up their own photos of their 
experiences. The most frequent foreign users of his page? The Brazilians,he says, followed by 
the British. He’s used Facebook for about three or four years, and he says it can be more useful 
for communicating with locals or with tourists depending on the business. If you sell something 
fresh, as he does, it’s more for the locals, if you sell something like shoes, someone from the 
United States might use the page more, in his opinion. He tends to post once or twice a week 
himself.

His website was created, he says, to bring together his pages on Facebook, TripAdvisor, 
Yelp, and YouTube and to tell the story of who they are. He even has a video. This is not to say 
these are the only way he promotes the business, as he has the Antico Forno name plastered 
on every box, bag and napkin that come out of the pizzeria, as well as flyer distributed 
throughout the city.

While he knows Italians are the most frequent users of his Facebook page, when it 
comes to TripAdvisor the French and Spanish are number one and two, respectively. Yelp, on 
the other hand, is most popular with the Americans.

Marco shared with me the differences of having a pizzeria in Venice vs a city like Rome 
or Florence. For one, like with most businesses in Venice, transporting the ingredients is more 
complicated given the location of the city surrounded by water. Also, given the reliance on 
tourism, the number of clients can change drastically with the time of year compared to other 
cities.

Compared to the way Venice was seven or eight years ago, before there were so many 
tourists, Marco related that there are less artisanal and Venetian owned businesses now. 
Additionally, their are more “chain” stores now, which may seem small but come from large 



companies. In total, despite his success with TripAdvisor and therefore tourists, he does not 
think TripAdvisor and tourists in general are good for Venice. “For Italy in general, we are losing 
our identity.” He says everything is becoming standardized in the way it is produced for pizza 
and other things in Venice. And “this is not positive,” he says. “But it is the way of the world.”

As far as Marco’s world, he want’s Antico Forno to remain artisanal with high quality. 
“Two locations would be more complicated and take more energy,” he says, so he would prefer 
to keep just the one. If he does open another shop, he would like to do it in another country, like 
America, for instance in Miami or San Diego. For the future of Venice? “I hope it doesn’t become 
another Disneyland or Gardaland.” I think anyone who has spent time in Venice would agree.

Apparently many people also 
agree, based on the words most used 
in TripAdvisor, that Antico Forno is 
either good, great, or the best. The 
words “friendly” and “delicious” were 
also used frequently, which are 
welcome responses for any food 
business.

Caffé del Doge 
Founded: 1952  (1995 under current owner) Location: San Polo 
Marketing Director:  Giulia Conte  Type: Cafeteria 
 

 What makes my interview with the bar Caffé del Doge so unique? It is the only company 
I interviewed that has it’s own dedicated Marketing Director. The reason for this? Caffé del Doge 
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is actually two different companies with a shared past - a bar here in Venice, hidden near Rialto 
on the mercato side, and a coffee bean roaster located in Padova (Conte, 2016). The original 
coffee roster was located on the site of the current bar, and the two companies share a special 
relationship in addition to sharing the name. In fact, Caffé del Doge has shared its name with 
several bars through franchising, including one in Tokyo, Palo Alto, Cairo, Buenos Aires and, 
closer to home, two bars in Bolzano.

In my conversation with Marketing Director for the roaster and the bar Giulia Conte, I 
learned that the coffee roaster was moved to Padova for several reasons - security, the 
enlargement of the business and, more practically, ease of doing business off of an island. The 
Venice bar remains the lead “ambassador” of the brand “in Venice and around the world.” Giulia 
was attracted to Caffé del Doge while doing her Master’s thesis, because as it becomes more 
and more for tourists, “there are very few businesses that are still surviving” in Venice.

The first aspect of marketing she 
shared with me is that when it comes to 
the bar, despite all of the new 
technologies, passaparola is still the 
most important. As for the larger 
business, the bar in Venice acts as the 
coffee roaster’s “calling card.” She told 
me that the type of beans they roast are 
a “medium” roast, which are lighter than 
the darker roast of Southern Italy, and 
easier for tourists to drink. This can help 
introduce the business to foreign 
customers.

The business is a specialty coffee 
that offers more than twelve types. To promote these, and the bar, Giulia says social media has 
become more and more important in the last seven years, and a company cannot ignore it. 
Before social media, the bar was bring featured in many guide books and had articles in food 
journals, but she says social media is a good way to remind people who we are. For this reason 
she uses first and foremost Facebook and Instagram. They have also begun “encouraging” 
people to rate them on TripAdvisor, and as a result, according to Giulia, they are now on the 
front page of the cafes in Venice section.

“If you work well, you usually don’t have to worry about TripAdvisor.” Giulia said. “There 
is always going to be someone who is going to complain about something. It is a very personal 
expectation about the place you are going to visit.” Early on, the only social media Caffé del 
Doge had was a Facebook account. Since a lot of the roaster’s business comes from exporting 
to other countries, such as Greece, they began linking the Facebook accounts of the importer in 
Greece and sharing photos, events, news of exhibitions, etc.

Giulia told me she’s not particularly interested in how many likes she gets, because 
Facebook front pages are seen very much these days. In fact, she says only 15% of people see 
the front pages on Facebook, so she “doesn’t waste a lot of time on it.” Still , she says you have 
to be present, and you absolutely have to answer to every question someone asks. While the 
company has had a page since Facebook started, it was not tended to until the last 2 1/2 years.

When choosing how to interact with TripAdvisor comments, Giulia related to me the 
difficulty in deciding whether or not to respond to the negative ones. “Sometimes it can be good 
if you answer, sometimes it’s not so certain.” Finally, they decided not to answer. “Sometimes 
the comments can be rude. And your answer can be rude too, so you’re not giving a good 



image.” She further added, “Bad comments can help you learn how to improve your business, 
and that’s how we use TripAdvisor.”

When it comes to the website or Facebook, Giulia says they always prefer face-to-face 
interactions to introduce their coffee, but when putting up photos she noticed that photos that 
include scenes of Vencie in the background received much more attention than those with just 
coffee. Also receiving more engagement were photos displaying the employees working at the 
bar and what they are preparing on that day. This is a great example of the “Show your staff” 
method of social media marketing, bringing the customer into the world of the business and 
making them feel a part of it.

Caffé del Doge has special coffee tasting events a few times a year. During these events 
they can speak about their coffee, offer tastes and promote their product and their knowledge. 
As the location of the bar is hidden down a side street, they rely on their product to bring clients, 
which Giulia says are about 50% tourists and 50% locals. The benefit of this breakdown is that 
when tourist seasons are over, the cafe can still succeed. The loyalty is evident, as when a few 
months ago a new cafe opened close by, the business at Caffé del Doge wasn’t affected.

Speaking about Venetian businesses in general, Giulia expresses the difficulties of 
owning a business in a place with such high costs, so “very small businesses, local businesses, 
traditional businesses, are seeking to survive.” “If they are not very good, or their prices cannot 
compete with the supermarkets or big companies…so they have to close.” She goes on to note 
that “Everyone complains about the fact that we are losing our identity, but then when it’s the 
time to think of something to do, not a lot of people think of the results of their actions.” Many 
businesses sell to the first person who is offering cash (often Chinese), and they are not thinking 
about Venice. “When a business that has been around is fed up and tired, they just want to sell, 
they don’t care about who is the buyer.” She still hopes that local businesses will remain, for the 
Venetians and also for the tourists who want to see the true Venice.

Recently Caffé del Doge opened another shop in Venice near the train station. Though 
there are tourists who frequent this new location, there are also many locals. The displays to 
Giulia that local businesses can survive here. Interesting to not is that the new location, open 
since October of last year, is not yet recognized on TripAdvisor yet in continues to receives 
many clients. “Word of mouth,” Giulia explains.

The review of their current location on TripAdvisor demonstrate the success of the cafe. 
While naturally the word coffee dominates the word cloud, other prominent words include 
“good,” “best,” “delicious” and “staff,” which point to the care and consideration the Caffé del 
Doge team puts into the experience inside their bar. If the other franchise locations can repeat 
this experience, the business is looking a what seems to be a bright future in Venice and all over 
the world.



Antica Osteria Ruga Rialto 
Founded: 1996     Location: San Polo 
Owner: Giorgio Martelozzo   Type: Trattoria, Osteria 

 

Contrasting establishments like Caffé del Doge and Handay, Antica Osteria Ruga Rialto, 
located in San Polo on Ruga Vecchia San Giovanni between the Rialto and Campo San Polo, is 
one of the more “traditional" Venetian business I interviewed. I spoke with one of the owners, 
Giorgio Martelozzo, about his marketing strategies and his thoughts on Venetian businesses. 
“This is a typical Venetian Osteria,” he says, with its spacious bar on one side of the interior, and 
its generous restaurant seating on the other end (Martelozzo, 2016). Ruga, like Bacarando, is 
therefore an interesting case where the evolution of the osteria from a place where someone 
would originally come for a drink, a small bite to eat, and even lodging for the night, into 
something more akin to a trattoria, a simple, warm, no-frills neighborhood restaurant with 
limited, selection of, but nonetheless good, local dishes. Such is the case as Ruga, where you 
can choose to sit at the bar, drink wine and eat “cicchetti,” or dine in the restaurant area on local 
specialties prepared in the kitchen (paying a little extra for the table, of course). There is even 
an outdoor area for drinking, eating cicchetti and conversing with friends.

For 20 years, Giorgio has tried to run an establishment “structured to be welcoming and 
warm.” For this the locals and students have thanked him with their continued patronage. These 
groups tend to outnumber tourists, Giorgio says. When the tourists do come, it is usually 
because they see the young people inside having a good time and wonder why it is so popular. 
In this way, passaparola remains the premier way of reaching clients (and can also explain why, 
after 20 years, there are only 37 English language reviews on TripAdvisor.)

Online methods, like Facebook, are more for foreigners, so they can find the phone 
number to call, etc. Indeed, most of the photos posted on the Ruga page are from tourists. “The 
locals,” he says, “know where they wan to eat and know where it is good.” Still, Giorgio sees 
that after tourists come to Ruga for the first time, they return. And not only alone, they bring their 
friends. “It is because this is a typical Venetian place, and the people here are warm.”

For TripAdvisor Giorgio doesn’t pay much attention, he says that people have been 
happy eating there generally, but two or three times there were reviews where people had a bad 
experience, and these can discredit the business. Finally he says it is just a tool, and one can 
use it or not. He choses to use passaparola much more than Facebook, because it’s more 
personal than posting online. For the future of the osteria, Giorgio just hopes that the clients 
remain happy. For the future of Venice, he thinks it is going more and more in the direction of 
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selling “street food,” and this this way it can be hard to tell the difference between Venice and 
Milano or Firenze be cause it’s all the same. Giorgio wishes to remain here.

For other restaurants and food establishments in Venice, Giorgio wishes for them to 
serve food that is “genuine,” and made by “us.” Though there were only 37 reviews, the most 
frequent words that came up involved the “atmosphere,” “local,” “good,” “great” and “food.” 
While the rankings of Osteria Ruga over the last year may not be high (517 down to 642), 
Giorgio has at least pleased those tourists who have come and shared their experiences on 
TripAdvisor.

Prosciutto e Parmigiano  
Founded: 1940 (1980 w/current owners) Location: San Marco 
Manager: Marco Senigaglia   Type: Salumeria, Latteria, Specialty Shop 
 

TripAdvisor Ranking Over One Year



 Call it a salumeria, a latteria, or just a shop, “Prosciutto” has remained under the helm of 
the friendly, welcoming managers Marco and his wife Isa for 36 years(!), and for the last year 
has remained at the very top of the TripAdvisor rankings. Located on a side street just off 
Campo Maria Formosa, is a small “blink and you’ll miss it” corner shop, how has this tiny store, 
where the owner says “he doesn’t use technology much,” managed to flourish where others 
have failed? “By always finding the best new ‘slo-food,’ artisanal products and limiting our 

offerings to the best,” 
Marco says 
(Senigaglia, 2016).

Surely the service 
must be a major factor 
too, as you will not 
come across a nicer, 
more helpful couple 
than Marco and Isa. 
“Since I launched a 
TripAdvisor page, the 
responses have been 
positive.” Passaparola 

remains important too. One unique way Marco has discovered to reach his clients is the 
production of a beautifully illustrated “book,” telling the story of the salumeria, showing photos of 

the products, explaining the philosophy of “slow food” and introducing the 
staff. This decidedly “non-technological” way truly 
sets Marco apart from the competition. The book 
is intended for foreigners, and is printed “twice,” 
in one direction in English and the other direction 
in French.

Despite the increased interest in his 
products from all over the world, Marco believes 
it is not a good idea to sell his products online 
due to the high costs associated with shipping. 
For other modes of publicity, such as Facebook, 
Marco choses not to use it at all. But despite 
Marco’s lack of reliance on technology, given his 

continued prominence on TripAdvisor, it should 
come as no surprise that he believes TripAdvisor is a good thing. He says bad reviews can 
happen, if a client is not happy because they don’t like something or they think something is too 
expensive. “But it’s all part of the method.” 
Macro says. The shop does have a website 
as well, where potential clients can learn 
about the products and the history of the 
establishment as in the book.

In the last years, and with the advent 
of social media, Marco says his clients 
include many more tourists now than they 
used to. According to him, the breakdown is 
now about 60-70% tourists, with the rest 
locals, including families. Students do not 
make up a large portion of his clients. When 



asked what he wants for the future of his business, he says only to have clients come in, buy 
products, and leave happy with what they bought. He loves when tourists who have visited in 
past years come back to see him. Having another shop, he says, in not in his plans as he 
spends enough time with the shop he already runs.

Examining the many glowing 
TripAdvisor reviews, the words that pop 
out include “delicious”, “amazing”, the 
“owner,” “friendly” and “helpful.” I’m sure 
with these reviews, Marco’s goals of 
keeping his clients happy and coming 
back for more will continuously be met.

Osteria al Portego 
Founded: 2004    Location: Castello 
Owner: Carlo Romanin   Type: Osteria 
 

One of the most warm and welcoming spots thats always full of locals is Osteria al 
Portico, located in Castello in between Rialto and Campo Santa Maria Formosa. While there is 
a bar and a restaurant, not are quite tiny, which only means the hordes of clients who flock here 
in the evening have to wait their turn as they cram tightly together to order there food. One they 
are served, however, the generous outdoor space in a courtyard gives ample room for hanging 
out with friends over an ombra. And with ombras for only 1 euro, that can mean a long evening 
of hanging out.

I spoke with the chef of the osteria, Cristian, about the goals the osteria wants to 
accomplish. “We make Venetian dishes.” he told me (2016). For 12 years, al Portego has been 
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serving checcheti, wine, and traditional dishes for sitting or standing. How have people found 
out about your business? “Though guide books, word-of-mouth and finally TripAdvisor.” The 
difference is that tourists have used TripAdvisor and Facebook for their information, and locals 
have relied on passaparola. On Facebook, which he says locals do not use, they are not so 
involved, only putting photos of their cicchetti, “and some dishes from the kitchen.” “The 
customers put a lot of photos in,” too.

For their interaction with TripAdvisor, over the last four or five years since they started 
interacting, they chose to only respond to the bad comments to try to find out what went wrong. 
Cristian told me that the food here is something very particular, and that for the future of the 
business they have enough work to do maintaining the one location here.

Looking at the reviews, they’re done a pretty good job with thew one spot they have. 
Popular words include “good,” “great,” “atmosphere,” “excellent,” “service” and “delicious.” 



Cantine del Vino Gia Schiavi 
Founded: 1900’s, 1950’s w/Gastaldi family Location: Dorsoduro 
Owner: Tomoso Gastaldi   Type: Enoteca, Bacaro 

One of the oldest and well known of all the establishments on this list is Cantine del Vino 
Schiavi, also known as “Al Bottagon” (we’ll get to why that is later). This is a spot that is so old 
and well known, that it might not need any assistance from social media at all. And as it 
happens, one of the owners who I talked to, Tomoso Gastaldi, feels the same way too (Gastaldi,
2016).

Located in Dorsoduro not dat from Zattere, Gia Schiavi has been owned by the Gastaldi 
family since the end of the 1950’s. The location is truly a bacaro and an enotecca, as half the 
store is used for selling wines and half for serving customers cicchetti. And the name Cantine? 
“We have enough wine where we can call in like a cellar.” As far as Tomoso knows, the 
establishment existed since the beginning of the 20th century, when it was bombed, though he 
admits it is hard to recognize the place from the photos.

The name “Schiavi” has been with the place from the beginning. It was the last name of 
the original owners, and means slaves, and Tomoso says that they probably came from 
Yugoslavia. And the other name, “Al Bottagon”? “The sign has been here since the 80’s. We 
don’t know why.” The mystery remains. The success, Tomoso believes, is not a mystery. “We’ve 
been here for many years and we never change. During the years we work very hard and are 
very popular,” he says. “One thing that makes us special is the hybrid between selling wine and 
selling food.” You can come here, eat, drink, and leave with a bottle of wine or bottle of whisky.

And why not use more social media? “First of all we don’t have time.” Tomoso says. “We 
are here 12 hours a day. The last thing I want to do is go home and work on my Facebook 
page.” He continued, “Luckily we were here and popular enough before the social media 
arrived, so as long as I don’t need it I’m happy not to work with them.”

Depending on the time of the year, Tomoso says the clients are about 50% tourists and 
the rest are students and locals. Still have a lot of locals, “We need to have a lot of locals or we 
will just be a tourist attraction.” Tourist have been finding them en masse, however. “In the last 
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year many people read about us in newspapers and journals.” And of course sites like 
TripAdvisor and Yelp have brought a lot of customers too. “They tell us they read about us on 
TripAdvisor, Yelp, or sites like that.” So, Gia Schiavi has managed to have a substantial 
presence online without really doing anything, I asked? “Yeah, you are there whether you want 
to be or not.”

So how do Tomoso feel about TripAdvisor (Gia Schiavi remains near the top, in the lower 
20’s, but not on the front page)? “It’s good. But you can not take it as the truth. If you are 
number one, it does not mean that you are the best.” He goes on, “In Venice, they mixed a lot of 
5-star restaurants with places like us. We have nothing to do with them.” A wine bar and an 
expensive restaurant can not be on the same 
level, he says.

Tomoso has not relied solely on their 
reputation and other people writing about his 
business for promotion, however. About a 
year ago he opened his website, and, unlike 
Prosciutto e Parmigiano, he hopes to soon 
begin selling his products online (of course 
the logistics for selling bottles of wine and 
meat and cheese are very different). He says 
right now he receives many emails from the 
website often asking how to book a table (at 
which point he has to explain that there are 
no tables) or asking for information. For the future? “To keep this place as it is,” he says. 
“MAYBE we try to enlarge it sometime, but for now we are ok like this.” Judging by the 
popularity and reviews, many 
people are ok with the way 
things are.

The most popular 
sentiments on TripAdvisor 
were “selection, great, good, 
outside, venetian” and 
“excellent.” There’s an 
American expression: if 
something isn’t broke, don’t 
fix it.



Osteria da Filo 
Founded: 2010     Location: Santa Croce 
Owner: Filippo Mosconi    Type: Osteria 

 Osteria da Filo is not in the most convenient location for students and tourists to get to. 
Located in a side street off the beautiful Campo San Giacomo dall’Orio in Santa Croce, it is far 
from most tourist attractions and university seats, in an area that caters mainly to families with 
small children. However, this does not stop da Filo from being hugely successful with students, 
locals, and even tourists, especially on Wednesday nights when they have some of the best live 
music in Venice and people spilling out into the streets. 

Da Filo was founded in 2010 by former IUAV student Filippo Mosconi (da Filo being a 
play on his name) (Mosconi, 2016). Upon entering one immediately can see the eye of an 
architect, with its beautiful half circle bar, leather couches and general feel of a place you can 
feel at home in. Guitars hang from the celling, the drinks are cheap, and the clientele is always 
diverse and interesting. It is one of my favorite bars, and the fact that it ranks so low on 
TripAdvisor (down to #354 in Restaurants from #336 a year ago) is an appropriate example to 
uncover how TripAdvisor does or does not reflect reality.

From the beginning, Filippo want his bar to be more than a place to have a drink, he 
wanted it also to be a place of culture. For this reason he hosts concerts, showings of young 
artists, presentations of books, and for these events he has received many great responses 
from his clients, and it sets him apart from the other bars. The makeup of the clients is 
somewhat the opposite of a place like Gia Schiavi. At da Filo, 60-70% of the clients are 
students, with most of the rest being Venetians.

With TripAdvisor, Filippo does’t interact much. He says he has looked at it from time to 
time, but it is not a good way to communicate with clients, according to him, as other 
proprietors, like Francesco at Cantina do Spade, have said. So Filippo doesn’t use TripAdvisor 
to promote by putting up photos or other methods. He started using Facebook about a year ago, 
and he says he uses it mainly for announcing the music acts coming up every week. This works 
well because in a matter of a few days he can see many responses from clients. Other than 
publishing events, he doesn’t use the page for much else, and doesn’t have much content from 
clients displayed.

Another way Filippo communicates with Venetians about the events happening at da Filo 
is with an email newsletter, which he started at the same time as opening the business. He uses 
a mailing list that clients who are interested sign up for. Each week he sends out an 
announcement, and is in his opinion this is the strongest way to communicate with clients. And 
what about the tourists that come? “Normally they say they heard about us through word-of-
mouth from friends who had visited Venice in the past.” Some may use TripAdvisor, but he really 
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couldn’t say. The bar has also been featured in articles, such as one in a RyanAir magazine, 
and been featured in guide books such as Lonely Planet.

“Therefore my publicity is mainly a passive publicity.” This situation is a fortunate one for 
Filippo, because it means he doesn’t have to spend time working on the web. He recognizes 
that other bars, which are not well known, probably have to worry about publicity online more. 
Other, more traditional ways he markets is using business cards placed in certain bed and 
breakfasts and other hotels. Still, Filippo agrees with other business owners in Venice that 
passaparola is the best way to let customers know what is going on.

This, passaporola, is the key to Osteria da Filo’s success, Filippo maintains. It is how 
without a high ranking on TripAdvisor and many tourists or a advantageous location, he is able 
to fill up his bar on any given night, especially when they have events. “If people know our 
quality, word-of-mouth is fundamental.” The fact is, after working for a few years many people 
know him. He did try for a year to a year and a half paying to publicize online, but says he didn’t 
notice any difference.

I asked him, since his methods - the emails newsletter, Facebook and passaparola are 
targeted towards locals and students, if he is interested in attracting more tourists. “The 
students are enough for me,” he said. “The students who come are less critical. If the have a 
good time, that’s enough. Tourists are more difficult. They analyze the prices, the service, the 
atmosphere.” As someone who has lived in Venice for 30 years, I asked him how it has changed 
with tourism. “30 years ago, 25 years ago, it was a different city.” He thinks in 10 or 15 years or 
so, if tourism increases more and more, Venice will no longer be a real city. Filippo says even 
now with the food businesses in Venice that is too much monotony compared to a city like 
Bologna, where you can find a more diversified choice of offerings.

Filippo thinks TripAdvisor could have a positive effect on the offerings in Venice, if a 
business that offers something unique was able to rise in the rankings. The problem, he 
reiterates, is that TripAdvisor often doesn’t reflect reality. A good example of this is the quality 
and popularity of Osteria da Filo, which after six years only has 13 reviews on TripAdvisor. They 
are, nonetheless positive, with words 
appearing such as “nice, friendly, 
atmosphere, great and locals.” I just goes 
to show if you want to be popular with 
tourists, chase after TripAdvisor. If you 
just want to be popular, be good at what 
you do. 



YogurtCreperia Marie 
Founded: 2011     Location: Dorsoduro 
Owner: Fabio Bastianetto   Type: Creperia 

 Speaking of being very good at what you do, YogurtCreperia Marie, and its owner/
founder Fabio Bastianetto, have turned making a crepe into an art form. Sweet or savory, Fabio 
personally spends what can seem like five minutes on each individual crepe, fussing over every 
detail not just inside the crepe, but on top of it. The variety of ingredients is impressive, from 
pumpkin to Bailies Irish Cream. He also serves pancakes, soft serve frozen yogurt and, his own 
creation, a crepe MADE of frozen yogurt. This is not a crepe with frozen yogurt inside, it is made 
OF frozen yogurt, and according to Fabio he is the first to pioneer such a delicacy.

I sat down with Fabio to ask him about these ways his establishment is different from 
other creperias, and how he lets people know about it. First the name: the “Marie” in 
YogurtCreperia Marie is for his daughter (2016). Fabio says what makes his creperia different is 
because he pays particular attention to the methods of production and to the presentation. He 
says by paying attention to every little detail, people have really responded positively. Though 
he began this creperia in Venice in 2011, in 1996 he started a similar business outside of 
Venice. The breakdown of clients according to Fabio is mostly students, due to the location in 
Dorsoduro near the Baum library. Specifically, he says, 70% students, 20% tourists and 10% 
locals.

TripAdvisor is a great thing to Fabio, as it’s a new way to publicize to all the people 
coming to Venice. Given how high his rankings have been it certainly has been a good way for 
him to get the word out. Though more recently the shop has seen a decline in rankings, this 
could be a result of many factors, for example TripAdvisor recently categorizing the 
establishment as a place for tea and coffee, rather than another possible category such as 
desert. Nonetheless, in the “all places to eat” category it has fallen to 125th place, even though 
the quality and service have not changed, which illuminates the multitude of factors that can 
change a relative ranking on the site, that may have little to do with the actions of the proprietor.

Fabio says he does have Facebook page, where they occasionally put photos of the 
products, but he has other people manage that for him. He has a lot of ideas, though about what 
to change for the business, but he says he can’t do them right now for bureaucratic reasons. 
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Fabio strongly believes in social media, because finally it is a method of publicity that doesn’t 
have to cost anything. “If you do good work, you’ll get good responses.”

Perhaps because, like 
Osteria da Filo, most of the 
clients are students, there are 
not more than 36 reviews on 
TripAdvisor.  The reviews 
may be few, but they are 
glowing. “Sweet, delicious, 
good, amazing and best” are 
just some of the frequently 
occurring examples.

 



Tea Room Beatrice 
Founded: 2003, 2012 w/Sig.ra Piaggi  Location: Dorsoduro 
Manager: Elena Piaggi    Type: Tea Room 
 
 

“Tea Room Beatrice” is really just one part of a Bed and Breakfast/tea room called “Bed 
and Breakfast Ca’ Fujiyama - Tea Room Beatrice,” a charming combination of lodging and cafe 
with a garden courtyard that serves both establishments (Piaggi, 2016). Both establishments 
are also managed by Elena Piaggi, who was nice enough to sit down with me in the gardens 
and discuss these two business and how they attract customers. Immediately what you notice 
when you walk into the tea room is the tranquil design with Japanese accents, the lovely 
assortment of treats in the glass case and the elegant way in which tea is served in fancy 
teapots.

Since 2012 Elena has been managing the affairs here, and she says she took a strong 
involvement in the food and tea offerings when she started (it originally opened in 2003). A 
Venetian native and alumna of Ca’ 
Foscari’s Economics program, 
Elena really wanted to make the 
tea room into something special 
when she took over. “When I 
took over I wanted to change the 
offings to give a wider selection 
of teas, infusions and tisane.” 
The most important aspect was 
to maintain the high quality, or 
go higher, while maintaining the 
prices customers accessible.

And marketing? To put it 
mildly, Elena does not have a 
great feeling for TripAdvisor. 
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When she had a problem with some reviews that for the business before she took over she says 
TripAdvisor asked for payment to have them resolved. She decided not to pay, and does not 
have a good report with the site now. “It’s more interesting for the clients than for me,” she says.

Once again the most important publicity for a business is passaparola, Elena told me. 
“Not only locals, but also tourists use word-of-mouth.” Facebook and Instagram are also very 
crucial to the success of the business, because she can constantly show off the products and 
talk about them. For her website, she uses a dual-site for the inn and the tea room. This site is 
designed to be used on tablets and phones, and is used to display the menu, make reservations 
for the inn and see pictures of the beautiful relaxing spaces both inside and outside of the tea 
room. The website also offers Google Street View, which means a Google representative took 
photos of the inside and outside gardens, stitched them together, and now future patrons can 
look what the atmosphere will be before they chose whether to come.

While Elena embraces these new methods of communication with clients, she has been 
fortunate enough to also be featured in magazines and journals, such as in the inflight 
magazines of AliItalia. As another owner who is from Venice, I asks Elena what changes she 
has witnesses to the businesses over time. “I am in love with this city. In the last 10 years the 
city has transformed completely.” She says there are some areas that she feels she doesn’t 
even know anymore. And she hates this aspect, because she feels it is going more and more for 
the tourists. Obviously, she says, when it comes to the businesses, they will be offing more and 
more for the tourists.

The key point, Elena says, is the quality. “The question is, in my opinion, can we go 
respecting the quality.” And when it comes to the effect of TripAdvisor, the question is “Who, or 
how, are the using TripAdvisor?” For this answer, Elena will never ask. She says she doesn’t 
inquire into how people find out about the tea room, although sometimes people tell her 
unsolicited. She says about 70% of the people don’t say, or if the do say, they say WHO told 
them, not what, leading it back to word-of-mouth. Sometime they even arrive with a copy of the 
article they read about the tea room. “This is what succeeds. TripAdvisor, Facebook, no.”

For the future of the business, Elena wants to continue to develop and grow the offerings 
to her clients. For the future of the city, Elena hopes that Venice does not stay solely focused on 
tourism. Otherwise, it will lose it’s history, she says.

The Tea Room’s history has only afford 17 English reviews on TripAdvisor so far, but 
they point out several trends, such as “perfect, lovely, charming” and “quiet,” and they mention 
the garden. 



VizioVirtù Cioccolateria 
Founded: 2005     Location: Castello 
Owner: Mariangela Penzo   Type: Cioccolateria 
 

Our next stop is unique to the list, and to Venice, as being the only place that focuses 
solely of making chocolate. This is the second location for owner Mariangela and her VizioVirtù 
Cioccolateria after moving from a smaller location to this much bigger one in west Castello 
(Penzo, 2016). VizioVirtù’s story began over 10 years ago as an artisanal cioccolateria. While 
there are other pasticcerias which also make chocolate, her’s is the only spot in Venice solely 
dedicated to this one purpose. Her clients have changed over the years. When she first opened 
they were primarily Venetians, compared with today when her clients are 80% tourists and 20% 
locals. She says this change isn’t because Venetians don’t come to her shop, but because there 
simply aren’t as many Venetians here any more.

For six years Mariangela has had a Facebook page for the shop and has over 1,000 
followers. She stresses she has never paid for any advertisements on the site. Passaparola 
again is the number one way of 
communicating with clients, she says.

Mariangela does not like 
TripAdvisor. She believes it is 
contaminated, because the site does 
not or can not confirm if the reviewer 
making a bbad claim, for example, is 
real. At best it is an ambiguous method 
for publicizing, she says. She is 
resigned to the fact the especially in a 
place like Venice people use it, but it is 
not her favorite way to reach out to 
people, and she doesn’t pay attention 
to it.

Mariangela much prefers to 
communicate through her beautiful website, which is optimized for mobile platforms as well as 
computer screens. On the site she hosts a blog, offers detailed descriptions of all of their 
products (of which there are scores), and explains the process of making the chocolate. She 
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can sell her products online, a service she say is used far more by foreigners than Venetians. 
For the locals she instead uses a frequent client card as a way to lure Venetians, who were not 
convinced enough already by the alluring aroma of chocolate inside the shop, to return.

The shop has a good following on Instagram, a perfect platform when your product is 
chocolate creations. She likes the platform because she says you can communicate directly 
with your followers.

Speaking of businesses in Venice, Mariangela echoed the sentiments of Elena and 
others that in the last 10 years Venice has changed a lot. For one, she says, there are less 
artisanal businesses. Two, tourism has grown in a big way. She also mentions the influx of 
Chinese owners. I asked Mariangela if she thought TripAdvisor could be a check on the Chinese 
trend. It depends on the types of tourists, she said. “If it is not a tourist but a traveler, and artist, 
and they want to eat well, then maybe. But for the thousands of tourists who eat at fixed price 
places, maybe it won’t help.” She also shared the difficulty for new artisanal businesses to open 
because of rising prices. In other words, her outlook for Venice is not “rosy” with the increase in 
tourism.

Mariangela recently moved 
into her new location, where she has 
space enough to even organize 
classes demonstrating how to make 
the chocolate. She is content to stay 
in this spot. The reviewers on 
TripAdvisor are more than content 
with their experiences with 
Mariangela, though there are only 36 
English reviews. “Best, good 
delicious, worth,” and “ever,” seem to 
encapsulate the experiences at this 
cioccolateria. 

Trattoria Casa Mia 
Founded: 1998     Location: Cannaregio 
Owner: Mauro Bernardi   Type: Pizzeria, Trattoria 
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A trattoria and pizzeria hidden on a side street off of Campo Santi Apostolli, this 
established restaurant, founded and run by Mauro since 1998, caters to locals and tourists alike 
who want a warm, friendly traditional trattoria experience (Bernardi, 2016). “We have simple 
dishes, homemade, a big enough variety of pizza (they have about 40 types), typical Venetian 
dishes.”

When it comes to online promotion, Mauro says they do “almost none,” with Facebook 
being the only exception (which contains a phone number and the opening hours but isn’t 
updated). When I asked him why he made the choice to “stay offline,” he said it didn’t interest 
him. He recognizes it is advantageous for many businesses. To him, the best tool in the arsenal 
is once again passaparola. “If we’re doing something good, it goes from friend, to friend, to 
friend, and so on.” Even for tourists it works, he says, because people tell him their parents ate 
there, or their friends, etc.

For the future of Venice, Mauro says “it’s tourism.” When I asked whether Venice could 
remain a functioning “city,” Mauro replied, “Why do you come to Venice? For the museums, for 
the history, there aren’t other activities, and there are few artisanal businesses left. The activities 
here are only for tourists.” Regarding restaurants in Venice, Mauro says compared to other 
“touristy” cities there is not so much difference, but from the other cities it is different. “Here in 
the island we are fortunate. There are always clients from all over the world. In another city, 
other parts of the Veneto, it can be hard work. Here there are always people, so always work.”

Mauro says he may in the future use more online resources. “If my restaurant is going 
ok, then they won’t be necessary. But, if one day even the method of work changes, then yes.” 
For him, if possible, he will remain with 
his pizzeria where it is today. Because 
the building where is restaurant is 
located is owned by someone else to 
whom he pays rent, if the rent went up 
to high he would have to reconsider, for 
example. The reviewers on TripAdvisor 
probably hope he stays where he is, 
with review words like “great, service, 
friendly, tasty,” and “delicious.”  



Pasticceria Tonolo 
Founded: 1886  (1953 in current location) Location: Dorsoduro 
Owner: Giliana Cavagnis    Type: Pasticceria 
 

 My final interview occurred with Giliana Cavagnis, the wife of the owner of the esteemed 
paticceria Tonolo. Though she declined to be interviewed on camera, she agreed to let me 
record our conversation with audio. Giliana told me Tonolo has been in the same family since 
1886, and now it “provides the sweets to all of Venice” (2016). When asked what makes their 
pasticceria special, she told me “We have a lot of passion, we like our profession, and we have 
inside us the desire to do things well.” she said. “Simply, and with good things.”

Tonolo has a website where you can 
see their products, learn their history, find out 
how to get to them and learn about having 
cakes made for special events. They also 
have a Facebook page

In the future Giliana hopes to pass the 
business onto her children and grandchildren. 
She says having a small business makes 
running it easier at times, but harder at times 
such as Christmas and Easter. She hopes to 
remain here but she doesn’t know what the 
future holds. For know she relies on 
passaparola above all for publicity. She told me the story of a trip she took to Copenhagen, and 

there on the bar of the ship someone 
screamed, “Tonolo!” It was a student from 
Venice.
GIliana says the clients have evolved. It 

used to be many families with small children. 
Now there are many students from Ca’ 
Foscari, many people from the offices, and 
also some families. For some students, at 
least one visit a day is mandatory. “They say 
that to study well you must come to Tonolo. A 
stop by Tonolo will help you take that 30.” 
According to the word cloud of TripAdvisor 

TripAdvisor Ranking Over One Year



reviews, Tonolo would receive a 30 without problem. “Delicious, worth, best, locals, find,” and 
“fresh” pretty well sum up an experience at Tonolo. 

 



Data Results and 
Conclusions 



Data Gathered 

Through the use of the Import.io website for collecting and displaying in an easy 
manipulative form information presented on websites (“Import.io”, 2016), I collected the 100 
most recent English reviews of each business from TripAdvisor or the total amount of English 
reviews if less than 100. I was then able to create 22 (excluding Rizzo Pane) searchable excel 
files. The information I gathered in each of these files was the following:

1) Original Webpage URL from which the data was gathered

2) Name or username of the reviewer

3) Location the reviewer is from (when listed)

4) Review Header

5) Review

6) Review Date

An example of the results gathered is shown below:

Fig. 4: Results of an Import.io Query For the Reviews of Trattoria Casa Mia



Each of the 22 spreadsheets is included in this project separately in its own excel file.

The information from these files was then used to search for the most frequently used 
words in reviews and review headers excluding “stop words” like “and” or “the”. Using 
wordcloud.com a work cloud was generated and displayed at the end of each company profile. 

As another example of ways to search the Import.io files, in the first few company 
profiles the website WriteWords.com was also used to shed some light on the types of reviews 
a company had received by searching for 2 or more word combinations. However, during the 
research process I discovered that this method of organizing data was far too imprecise to be 
of much informational value, as it was arbitrary how many words to choose in a combination: 
chose two word combinations and you receive more results, but little context or meaning. 
Chose combinations with more words and you get too few results to uncover a trend, and the 
meaning can still be hidden. For those business with less than 100 results, searching in this 
way was even less useful. For the websites in which this method was tried the results are 
available for demonstrative purposes.

The Internet Archive’s Wayback Machine website (“Internet Archive”, 2016), used to 
access the past versions of websites, was employed to recover the TripAdvisor ratings over the 
last year when available, or the most rankings available. These rankings were then entered into 
an excel spreadsheet from which a graph was produced showing each company’s ranking over 
time. A separate excel file is included with this project, including relevant information such as the 
website url, the TripAdvisor category designating the type of establishment and whether the 
business received a Certificate of Excellence. Further, in this file are all of the rankings for each 
business and the graph produced separated into its own sheet.

The information gathered from each pre-interview survey of which marketing strategies 
each business used was coded and entered into excel spreadsheets. For each marketing 
method, such as whether or not the business had a blog, and precise uses of certain methods, 
such as whether Facebook was used specifically to promote events, either a one or a zero was 
recorded. For two categories, “Other Methods of Online Publicity” and “Other Methods of Offline 
Publicity,” a number value relative to the number of additional methods mentioned was used. In 
addition to being used to guide the interviews, these results could then be summed up to 
demonstrate which businesses where more heavily involved in marketing online, marketing with 
more traditional methods, or not relying on many active methods to promote the business at all. 
The excel file with this information is included separately.

From the recorded interviews themselves, many businesses shared with me their 
thoughts on what impact an establishment could have to influence their results on TripAdvisor. 
These findings are used in correlation with the coded pre-interview surveys and TripAdvisor 
results over time to analyze whether a business can effect any change in their rankings by 
employing various other marketing methods. These opinions are shared in the film included 
separately.

Also from the interviews were many businesses’ thoughts on what made them stand 
apart from the competition and what they wanted customers to think of when considering the 
establishment. These answers given by the owners can then be contrasted with the Import.io 
and word cloud results from TripAdvisor reviews to discover if the business is succeeding in 
giving the customers the the impression of the business they hope for. These expressions are 
also shared in the separate film.



 Lastly, an excel sheet is included separately with the contact information for each 
business as well as details about the interview sessions, such as the date of the interview, 
language, and whether audio or video was recorded.

Results 

Fig. 5: Coded Results of the Pre-Interview Questionnaire

Above is is the coded spreadsheet also included separately with the project. From the 
data we can determine which businesses are more diverse in their marketing mix, which lean 
more heavily on online methods and which use more ways to communicate overall. It should not 
be surprising that Caffé del Doge, with its dedicated marketing manager, is the highest ranking 
in terms of overall (22) and offline (7) methods of interacting with clients, though it is not the 
highest ranking in online, among other reasons because of the choice not to respond to 
TripAdvisor reviews.

The other highest scorers overall are Antico Forno (21), with its “branded boxes,” I 
Rusteghi, despite its rejection of TripAdvisor, Tea Room Beatrice, Bistrot de l’Osmarin, with its 
marketing partnership with other businesses in Castello, Cantina Do Spade, even before it tries 
a blog and a book club about wine and food (another, off-camera, expressed wish of 
Francesco), all scoring 18 points.

A key point of this research is whether engaging in certain activities or methods in your 
business can affect your TripAdvisor ranking. In this step we can judge whether a diversified 
strategy of marketing methods correlates with a higher ranking. It should be noted that these 
scores only measure whether a business engages in a marketing activity, not the degree (for 
example posting to Facebook multiple times a week vs. infrequently) or the “successfulness” of 
that method in reaching people unrelated to TripAdvisor reviews.

Looking at the top scorer Caffé del Doge, we can see that their overall ranking with other 
places to eat actually went down over the last year, dropping from 27 last July to 64 this May. 
However, in their specialized category of coffee and tea, as Giulia said the are now listed on the 
first page, rising from 67 in April last year to 3. This contradictory trend exemplifies the 
complexity of pinning down the reasons for movement in the rankings, as the algorithm is 
private, all the rankings are relative to other business, not absolute, and the category labels can 
change over time or even not be applied at all.



Examining the second highest scorer Antico Forno, it has also dropped in the last year 
from 9th to 14th place, while there was only one “category” ranking of restaurant available over 
the same time period, and this category is so inclusive that it generally has nearly as many 
members when applied as the overall ranking. For the other high scorers in variety of marketing 
methods, Bistrot de l’Osmarin, a newer business, is up to 369 from 566 over two months, 
Cantina Do Spade is up to 109 from 183 over six months, I Rusteghi is up to 642 from 705 over 
two months, and Tea Room Beatrice has fallen from 102 to 288 over nine months, falling also in 
the coffee and tea category from 7th to 9th place.

What these results point to is some rising and some falling rankings for the high scorers, 
but no high rankings. If we look at the situation from the other direction, what scores did the 
currently highest ranked of the establishments surveyed receive, we see that the top ranked, 
Prosciutto e Parmigiano (ranked at 2nd place in May) scored low in both online and offline 
methods (6 and 3 respectively). Subsequently, Cocaeta scored average, with 9 online and 3 
offline methods used. Finally Dal Moro’s, long a favorite of TripAdvisor, scored high in the online 
methods with 14 but low in traditional methods with only 1 point, for a just slightly better than 
Cocaeta 15 point total.

Reviewing the most frequently used words of of clients on the businesses’ pages on 
TripAdvisor, we get the following results (words using the product the company sells, such as 
pasta or gelato, have been omitted:

Dal Moro’s:

fresh, friendly, great, delicious, staff, good

This is consistent with the owner Gabrielle’s continued emphasis during the interview on 
the freshness of his pasta, repeating the concept several times. He also mentions that he 
always tries to speak to the customers in their own language, and records the interactions to 
remember the customers when responding to reviews. This could contribute to the “friendly” and 
“staff” appearances.

Gelateria Ca’ D’Oro:

best, good, flavorus, best

Rather generic, these results show that perhaps Ca’ D’Oro should push harder its 
process of making the gelato fresh in the shop to further differentiate themselves, since Barbara 
emphasized the freshness of their ingredients in the interview.

Handay:

friendly, staff, great, good, service

It’s clear that clients value the service overall. Listening to the interview, owner Luigi and 
interviewee Francesca focus on a client-first approach, constantly interacting with clients: 
showing them how to use the equipment, explaining to them the prices and discussing the 
products, despite the “self-service” nature of the business. Perhaps they could promote quality 
of the ingredients more in order to receive more reviews mentioning the quality.



Cocaeta:

delicious, wait, little, best, great, worth

It is interesting that “wait” would come up in frequently used words, as Giulio expressed 
his disappointment that customers would sometimes have to wait a long time for a crepe given 
that it is only himself in the shop and the shop is so small. Perhaps his mentioning this issue is 
further evidence that he follows the reviews to do research on his clients.

Taverna del Campiello Remer:

atmosphere, lovely, little, hidden, service, music

Being hidden does not stop this restaurant from being a popular place, perhaps, as 
Tatiana expressed to me, as a result of their live music that they use traditional methods to 
advertise.

Bacarando in Corte dell’Orso:

hidden, little, staff, worth

Despite consistently expressing the quality of the food, more of the comments seemed 
to focus on the location and interior than the food itself.

Cantina Do Spade:

service, delicious, friendly, recommended

Constantly in the interview Francesco shared with me the relationship he has with his 
clients and his philosophy of doing business. The seems to be getting through based on the 
reviews.

San Stae - Fontego delle Dolcezze:

flavors, delicious, good, great, place

Like the reviews of the other gelato places, the words frequently used are somewhat 
generic. Perhaps it is the nature of enjoying a gelato - you don’t think about it too much.

Bistrot de l’Osmarin

delicious, tasty, fresh, stumbled

The words match perfectly with what Davide shared in the interview. The focus on the 
quality of the food, and the fact that people are still finding out about the new establishment. 
Clear his message of quality, quality, quality is getting through.

I Rusteghi:



find, courtyard, good, great

Aside from good and great, and the products themselves like wine, few words stand out. 
Given the owner’s feelings towards TripAdvisor this probably is not something that concerns 
him.

Antico Forno:

great, best, delicious

Like with the gelato establishments, perhaps people don’t give to much thought 
into why a pizza is great or good.

Caffé del Doge:

friendly, service, good, best

The specific mentions of the service are interesting, though clients seems 
recognize that the coffee is “the best.”

Antica Osteria Ruga Rialto:

atmosphere, local, food, locals

Here we see a reflection of the owner’s vision that his place be welcoming for 
Venetians, and the tourists who come there seem to notice that.

Prosciutto e Parmigiano:

owner, friendly, selection, delicious

Marco expressed how important choosing the right products to sell in his store is, 
and that is reflected in the frequently used words.

Osteria al Portego:

service, good, great, local, staff

Cristian, the chef at al Portego, clearly is showing how “Venetian food is special” 
given the words good and great used frequently in the reviews.

Cantine del Vino Gia Schiavi:

selection, outside, wine, cicchetti

As Tomaso expressed they can serve a great selections of wine and cicchetti, 
and his lack of interest in online marketing does not seem to hurt the reviews.



Osteria da Filo:

crowd, atmosphere, little, friendly, nice

Fillipo’s goal to create a cultural place does not seem to have shown through in 
the reviews, but the crowds that show up attests to its popularity.

YogurtCreperia Marie:

delicious, frozen, find, amazing

Customers seemed to have noticed Fabio’s creation, the frozen crepe. 

Tea Room Beatrice:

garden, quiet, beautiful

Elena’s focus on the changing food does not seem to get as much attention as 
the atmosphere hove her lovely establishment.

VizioVirtù Cioccolateria:

worth, best, ever

It is clear that customers see something special in Mariangela’s shop, and worth 
the cost of buying chocolate made in-house.

Trattoria Casa Mia:

service, locals, delicious, recommended

As Mauro repeated talked about the importance of word of mouth, the fact that 
recommended comes up in the reviews should come as proof that word of mouth is still 
important in the age of social media.

 Pasticceria Tonolo:

delicious, best, locals, worth, find, back

In our interview, Giliana specifically talked about clients from other countries 
returning year after year, and the presence of the word “back” could signify this trend.



Conclusions 

Interestingly, there does appear to be a trend among Tripadvisor rankings and the 
behavior, or perhaps more specifically, the attitude, of the business towards TripAdvisor. The 
businesses that expressed deep mistrust with TripAdvisor, I Rustighi, Bacarando, Osteria Ruga, 
all had lower TripAdvisor rankings than I would expect given their popularity, despite their 
attitude. I Rustighi, whose owner perhaps caters to a more demanding clientele and favors 
reviews in guide books to TripAdvisor, actually rose to a 642nd ranking overall from 705th 
between March and May of this year.

Osteria Ruga, with its prime open location near Rialto and constantly large crowds, has 
a 642nd ranking now, down from 517 a year ago, and Bacarando with its live music and very 
popular patio, is scoring at 265, a huge improvement over its placement of 576 a year ago. One 
can try to pin down other factors, like Bacarando and Osteria Ruga’s particular fondness with 
Venetians (when I filmed additional footage at Ruga during the day around noon, it was full of 
quite old Venetians drinking wine) though Ruga’s owner has shared their huge popularity with 
students in the evening, and Bacarando, with its lovely interior, always seems to have some 
tourists.

One could also point out that I Rustighi and Bacarando, neighbors of one another, are 
both hidden, and if you didn’t know where to look you may never find them. But it is difficult to 
ignore that those who seem to embrace TripAdvisor also seem to benefit from it (though 
obviously in some cases it is hard to know which came first, let alone causation vs. correlation). 
Take for example two constantly very high rankers, Creperia Marie and Cocaeta (both 
creperias). Giulio of Cocaeta possibly expressed the greatest involvement with TripAdvisor, 
being very active from the beginning, responding to all comments, researching his 
clients (something some other businesses said they use TripAdvisor for) and constantly 
checking his ranking when he gets up in the morning. Consequently, he has remained 
near the top of the charts for the entirety of the last year, ending at 3 in the restaurant 
category and achieving similar marks when recorded last year overall (this, as can be 
seen in the spreadsheet of individualized rankings by business included, is an example 
of TripAdvisor changing the way it categorizes businesses, in this case leaving off the 
“all places to eat” category altogether this year for Cocaeta). Of course creperias are 
much different than osterias, and they nature of their businesses could account for 
some of the variations.

Similarly, Fabio of Creperia Marie expressed his affection for the service and 
frequently responds to reviews, stayed at the top of the overall ranking for all of last year 
and the beginning of this year before inexplicably dropping to 85th place between 
January and March of this year and then further dropping to 125th. One can only 
imagine the emotions of the owner who, perhaps changing nothing about the way he or 
she does business, suddenly dropping from the front page all the way to obscurity. The 
perplexness of this case only continues, as Creperia Marie still remains at the top of its 
category, barely moving over the last year, and its category is inexplicably coffee and 
tea. While it does serve coffee, it is certainly not its main function, which is all manner of 
sweet and savory crepes, and its own invention, the frozen yogurt crepe, a crepe made 
out of frozen yogurt.

Trying to find patterns in the rankings can be vexing, as Prosciutto e 
Parmigiano’s manager Marco, who has been working in the same shop for 30 years and 



expressed an aversion to technology, is certainly not involved in an active way with 
TripAdvisor. Nevertheless, his tiny salumeria on a blink-and-you’ll-miss-it corner off of 
Campo Maria Formosa has had virtually the 1st or 2nd ranking for most of the last year, 
scoring at the highest levels both in overall and category.

If you listen to the interviewees, Marco’s success is not surprising. It is 
attributable to the simple aspects of quality of the food and service. Both of these 
factors certainly ring true for Marco’s shop, as a nicer man you’ll never find, and his 
products are not overpriced and and are carefully selected. As Davide of Bistrot de 
l’Osmarin put it, “Success in Venice is attributable to the three Q’s: quality, quality 
quality. Notably, Davide has an attitude about TripAdvisor similar to many of the 
interviewees, an attitude which I would label “positive but skeptical,” his relatively new 
business is ranked at 365th place, up from 566th a few months ago. But if the way 
businesses strive for TripAdvisor greatness is by following his rule of the three Q’s, we 
will all, residents and tourists alike, benefit here in Venice going forward, regardless of 
the results according to the mighty TripAdvisor.
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