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0. INTRODUCTION 

 
 The aim of this dissertation is, first of all, the creation of a tourist brochure of 

the Roccabruna Castle for an English public. 

 I have decided to choose the promotion of the Roccabruna Castle as subject 

because I wanted to clearly demonstrate that my studies have provided me with 

maturity and ability sufficient to develop a valuable product. Moreover, I desired to 

be the first to write a brochure about the castle of the village where I live, which 

means that my choice was also determined by pride and ambition. Lastly, I would 

like this experience to become useful for a future job within the tourism industry. 

 Among the various sources I have listed in the bibliography, I have to 

remember the works by Erik Castello (Tourist-information Texts: A Corpus Based 

Study of Four Related Genres), Graham Dann (The Language of Tourism. A 

Sociolinguistic Perspective) and John Urry (The Tourist Gaze: Leisure and Travel in 

Contemporary Societies), which helped me particularly with regard to the chapter 

concerning the tourist promotion. Furthermore, I have consulted some books 

narrating the history of Fornace, of the Roccabruna Castle and of Trentino, in order 

to improve my historical knowledge. Moreover, the mayor of Fornace provided me 

with copies of authentic documents regarding events of particular importance and 

with photocopied plans of the manor’s floors. In addition, I visited the web-site of 

the S. Rupert Church in Vienna to check out some architectural terms, and the online 

material for the course Lingua Inglese II module A to make a more careful study of 

the tourism industry'’ development. 

 As regards the organisation of my work, I first of all learnt the history of 

Trentino, and in particular the one concerning the castle of Fornace. Subsequently, I 

carried out my thesis’ first chapter, which is basically the presentation of the 

Roccabruna Castle, the picture of its social value and of its physic location, but 

moreover it is a summary of the most interesting events which have characterised the 

manor’s history and architectural reality throughout the centuries. Therefore I 

devoted myself to the reading of Dann and Urry’s books, which appeared to 

complement the online materials of Dr. Francesconi, because they presented tourism 

both as a developing social phenomenon and as an industry, which requires careful 
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regulations and promotional strategies. Thanks to these sources I was able to 

complete my second chapter, which provides the reader with a brief description of 

the tourism phenomenon in Trentino, but it also introduces some of the main 

concepts developed in the “Global Code of Ethics for Tourism”, as well as the limits 

of contemporary tourism. In addition, it describes the linguistic features which 

characterise the various tourist publications and, finally, it supplies a part concerning 

the representation and promotion of a tourist resort to the reader.  

 Afterwards, I devoted myself to the practical creation of my brochure. In the 

third chapter of my work I put the aim of my product and the choices concerning its 

form and contents.  

 I hope many tourists will visit the Roccabruna Castle thanks to my brochure, 

because this is one of those historical realities located all over Trentino which require 

the attention of the public, in order to live again and be carefully maintained. 
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The majestic Renaissance residence viewed from the gardens 

 
 
 
 

CHAPTER 1:  THE ROCCABRUNA CASTLE 

 The first chapter of my work presents the Roccabruna Castle of Fornace to 

the English public. Firstly, it describes the physical location of the beautiful 

Renaissance residence, and furthermore it gives a brief picture of its social value, that 

is of the castle’s importance within the working life of the locals. Moreover, the 

reader finds a summary of the most interesting events which have characterised the 

Roccabruna Castle’s history from the 9th century until today, as well as the families 

who lived in the manor. In addition, I have considered appropriate to remember the 

different rebuildings and restorations which have modified the original architectural 

complex. To conclude, the chapter outlines the current artistic and architectural 

reality of the castle, after years of restorations which ended in 1992. 
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1.1  HISTORICAL OUTLINE 
 

Located in the heart of the Alps, between the northern basin of Lake Garda to 

the south and the Dolomites to the north, Trentino is a typical alpine area, 

characterised by a variety of local microclimates and by a stunning landscape. 

Besides its spectacular nature, Trentino boasts a rich cultural and historical heritage, 

because since time immemorial it has been the borderland between Mediterranean 

and Germanic populations. In fact, people of different languages and cultures met in 

our region, and the local population has experienced many significant events, among 

which the well-known Council of Trento1 and the two World Wars2. Proofs of 

Trentino’s past are the various archaeological sites, but also the innumerable castles, 

strongholds, manors, art pieces kept in the magnificent churches, hermitages, 

museums etc.  

Among the valuable sites located all over the territory, I consider particularly 

worthwhile to remember the Roccabruna Castle, placed in a small village situated 

between Alta Valsugana and Cembra Valley, 16 km far from Trento. This superb 

Renaissance residence occupies a dominant position on Fornace, because of its 

location on the outcrop placed in the middle of the village, where stands also the 

nineteenth-century S. Martino Church. 

The castle is not only physically placed in the village’s centre, it has always 

been the heart of the working and social activities, because it hosted the dairy, the 

primary school, the presbytery and the bank, and for the same reason the castle’s 

tower appears even on the Municipality coast of arms. 

From an etymological point of view, it is significant to remember the 

toponym “Fornace”, which comes from the furnaces (fornaces) used to melt the 

mineral obtained from the local ground. 

                                                           
 1 The Ecumenical Council of Trento (1545-1563) reformed the Church of Rome and at 
the same time erected a barrier against the tide of Lutheranism. 

2 World War I arrived in Trentino as a shock. When Italy decided to intervene in the war 
(end of May 1915), the borders of Trentino had become the front line, and the region 
provided a heavy tribute in human lives till the end (3 November 1918). Trentino suffered 
dramatically also during World War II (1940-1945). In the fightings the death rate was even 
higher than during World War I. 
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According to the historians’ opinion, the Castle of Fornace derives from a 

stronghold, situated in a mining zone near the Via Claudia Augusta3, at the boundary 

between the municipiums of Feltre and Trento. As regards the origins of the territory 

between Alta Valsugana and Cembra valley, this area was built-up still in the 

prehistoric era and during the Roman Empire4. 

The most ancient proof of the presence in Trentino of an important family 

from Fornace is to be found in a document drawn up in Trento on 26 February 845: a 

certain Ortari from Fornace, vassal of emperor Lotario, as well as Blandus from 

Civezzano, Todus Avardus and Corentianus from Pergine, Hodo and Aledeo from 

Meano, took part in a noble meeting. As we can read in the document just 

mentioned, the territory between Mount Calisio and Pergine was worthily 

represented by free men, who were perhaps heirs of the political-military Longobard 

nucleus. Thus a prestigious family was likely to flourish in Fornace in the 9th century. 

Towards the end of the 12th century the Roccabruna Castle entered into the 

history as a stronghold, which consisted of a group of houses and servants’ buildings, 

leaned against the tower, in accordance with the traditional model of the first 

medieval castles. As mentioned in a document kept in the Trento State Archives5, the 

castle was at that time Episcopal property6, but unfortunately the experts have not yet 

                                                           
 3 The Claudia Augusta Altinate was the most important military road, which connected 
the Adriatic sea to the Danube river. It was begun by Drusus in 15 BC. and enlarged by his 
son Claudius, which stationed a body of troops in numerous fortresses along the way. 
 4 Ancient graves with human remains were found in the Maso Saro, near S. Stefano 
Church. In particular coins dated back to the Roman empire were found, as well as a funeral 
monument of the 9th century. Ciurletti Gianni, Rizzi Giovanni, S. Stefano di Fornace. 
L’archeologia racconta…, Bressanone, Società Ricerche Archeologiche, 1996. 
 5 Located in Via Maccani, see Florenza Nino, Libardi Massimo, Il castello Roccabruna 
a Fornace, Pergine, Publistampa Arti Grafiche, 1998. 
 6 The power of the bishop in Trentino was solemnly acknowledged by Corrado il Salico 
on 31 May 1027. This date marks the beginning of the undertaking of the political and 
administrative function of the Trentino Church, a period which lasted nearly 8 centuries. The 
Bishop, who had become in this way a feudatory, concentrated upon his person all of the 
tasks of the previous ducal power, even though he delegated the political-military tasks to a 
“lawyer”. There have been 51 prince-bishops with temporal powers, who held their seat 
together with a small court, in what is now the Praetorian palace of Trento, and later in the 
Buonconsiglio Castle. The first of them was Udalrico I, and the last Pietro Vigilio Thunn, 
who guided the country from 1776 till his death in 1800.  
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identified any architectural element deriving from the first building (late 12th 

century)7. 

According to the historians, the name “de Roccabruna” or “da Roccabruna” 

appeared towards the middle of the 13th century, together with “da Fornace”, and the 

first “de Roccabruna” was Jacopino. In this period the Roccabrunas swore allegiance 

to the prince-bishop of Trento, and therefore the castle became an Episcopal fief. 

From a territorial and semantic analysis, the new denomination could have been 

attributed to a branch of the “da Fornace” family8, because of the colour of the 

porphyritic rock exactly named “di Roccabruna” which stood in Nogarè, a small 

village in front of Fornace.  

These were certainly the most significant events until the Middle Ages, 

concerning both the ascertained origins of  the Roccabruna Castle, the first building 

of the manor, and the toponym “Fornace”, together with the denomination 

“Roccabruna”, as the castle-owners have been designated. 
 
 
 
1.2 THE REBUILDINGS OF THE 15TH AND 16TH CENTURIES 
 

In the meantime, while farmers and miners of German descent coming from 

the North settled almost all over the region, the 15th century brought great disasters to 

Trentino, such as famines and floods. In addition rebellion and discontent spread 

among the population, especially towards the officials called from Bohemia and 

Moravia to administer the principate.  

In that period some changes were taking place in Fornace: the castle was 

rebuilt around the first half of the century, which seems confirmed by the presence of 

some architectural elements, which came to light during the restoration9. 

Nowadays the two remaining castle’s sides are considered to correspond to 

the residential parts of the late Gothic building (15th century), afterwards widely 

                                                           
 7 In Trentino, during the late Romanesque period, the important manors and castles 
were composed by squared, regular and perfectly placed stones, joined together by mortar.  
 8 The “da Fornace” family was at that time divided into 5 branches: “di Fornace”, “di 
Belvedere”, “di Magnago”, “di Seregnano” and “di Civezzano”. 
 9 These elements are: some wide arches on the ground floor, along the arcade’s inner 
wall, some traces of windows surrounded by yellow sandstone, placed where today are the 
lofts, etc. 
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rebuilt and enlarged, by adding the arcade and the underlying loggia. Moreover, the 

recent restorations have shown two loop-holes on the sides of the tower’s portal and 

the grand western wall’s embrasure; the portal opens on to a doorway (4.70 m), 

which can be closed by two consecutive doors, that entered the courtyard (the main 

inner open space of the nineteenth-century topography) and where the passage was 

controlled through the two loop-holes, communicating with the two Guards Rooms. 

Equally important, three marble epigraphs were fixed originally on the tower’s 

external wall. After the fifteenth-century rebuilding the epigraphical documentation 

has been taken to the arcade. 

The epigraphs were dictated in 1566 by the brothers Gerolamo, canon of 

Trento and Bressanone, and Giacomo di Roccabruna, captain of the Selva Castle, and 

they document the castle’s Renaissance rebuilding and its authors. In particular, they 

report that the castle was at that time reduced to bad conditions and the tower was 

even collapsed. These facts have been partially confirmed by the written sources of 

the period, even though the two brothers could have exaggerated, in order to add 

more lustre to their initiative. Actually, the Roccabruna brothers spent a lot of money 

on rebuilding the castle, also by engaging some fine Lombard architects, who 

worked under Giovanni Antonio Melotti di Laiano di Val d’Intelvi’s direction. As a 

result, the castle was enlarged and the honour courtyard was decorated with a 

classical, airy arcade and with an overhanging loggia, certainly one of the most 

valuable of the Tridentine Sixteenth-century.  

Unfortunately, the demolitions dating back to the 2nd half of the 19th century 

destroyed most of the original architectural drawing. 

Back to the owner family, the lords of Fornace’s line identified with the name 

of Roccabruna till the end. The last member of the family was Giacomo, son of 

Baldassare and husband of Antonia di Belfort, who died in Trento on 17 August 

1735.  

Afterward the castle of Fornace, the Roccabruna’s palazzo10 of via SS.Trinità 

in Trento and the various properties were inherited by the Gaudenti barons, because 

of the marriage between Anna Caterina, Giacomo’s sister, and Antonio Gaudenti. 

                                                           
 10 Palazzo Roccabruna dates back to the mid 16th century and has been beautifully 
restored and recently (25 November 2004) returned to the city of Trento.  
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After some vicissitudes the castle became property of the counts Giovanelli of 

Trento. 

 

 

1.3 THE ACQUISITION OF THE CASTLE BY THE 

MUNICIPALITY OF FORNACE 
 
 Trentino experienced in the 19th century a very important period, rich in 

historical events, as reported in the history books,. With the peace of Schönbrunn 

(October 1809) Trentino was assigned to the Italian Kingdom, but four years later the 

Austrians reoccupied Trento. During the Congress of Vienna (1815) the region was 

given to Austria as a tyrolese province, consolidating in this way the political and 

administrative unity between Trentino and Tyrol. Following the European winds of 

liberal and national revolution, on 19 March 1848 a popular revolt broke out in 

Trento, with the waving of tricolour flags and manifests praising Pius IX and the 

Constitution. Nevertheless, the conditions for an active general uprising were 

impossible to build up. 

In this atmosphere of nationalism and disorders, the last owner of the 

Roccabruna Castle received from the king the permission to sell his property to the 

Municipality of Fornace (22 January 1853).  

At that time, the castle was in quite a good state of repair, except for the 

fifteenth-century part at the north-east corner, which had collapsed a few years 

before (we can see it in a drawing of that period). The buildings took up the whole 

hillock in the centre of the village: it included three courtyards, which broadened at 

the foot of the old tower or big tower and were called the honour courtyard, 

characterised by a porch arcade, the little and the north courtyard. The old tower was 

decentralised compared to the new castle-planning organisation, settled during the 

rebuilding of the 16th century. Originally, it stood at the hillock’s top, which was 

levelled by both Roccabruna brothers’ and municipality of Fornace’s works in the 

19th century, in order to obtain the church’s surface and the Piazza del Castello. The 

old tower was built on the rock, quadrangular, slightly tall, embattled and massive; 

around it stood the ancient main body of the castle. 
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1.4 THE DEMOLITION AND THE RESTORATIONS 
 
 The works of demolition began in 1854, when the castle walls were removed, 

the roof was rebuilt, and the sixteenth-century battlement was taken away. While the 

rooms’ ceilings were lowered, the wooden linings of the rooms were removed, part 

of the eastern and southern wall was demolished and the frescos were rubbed out 

with lime. In 1856 the tower was eventually destroyed, and its squared stones were 

used for the church’s building. 

The western wing was completely removed, except for a part which was used 

as main wall of the new church, which stands in the castle’s perimeter. The S. 

Martino Church size and its tall steeple with the grand ashlar worked plinth hang 

over the castle’s remains. 

From 1860 onwards, a number of fortresses were built in Trentino which, 

added to the many castellieri and strongholds of the Roman Empire and Middle 

Ages, made our region one of the most fortified areas in Europe. During World War 

I, this system of fortifications acted as a deterrent, and even the more outdated ones 

played an important role in the defence of the Austrian Empire. Unfortunately some 

of them were dismantled before the end of the war. Recently, however, some 

Austrian forts and many manors dating back to the Middle Ages have been restored 

and are now important tourist attractions. 

In order to preserve its historical treasure from decay, even the municipality 

of Fornace decided in 1970 to start the first restoration works, after that in the 60s the 

castle’s importance was reduced to a minimum. However the real intervention began 

at the end of the 80s, when significant architectural and repairing works were 

undertaken. 

 Firstly, the roof was rebuilt with porphyry slabs and the arcade’s pillars on 

the ground floor were reinforced. Then the room’s order on the eastern wing, the 

loggia and the arcade were restored, by removing  the internal and external 

superstructures, which were added after the acquisition. In this way some ancient 
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elements were found11, which date back to the second half of the 16th century. At the 

works’ end the castle housed the library, later on transferred to Palazzo Salvadori, 

and the municipal offices, which are still located in the precious building. 

 A careful examination of the materials found in the castle produced important 

results: a large part of the pottery and of the crockery was dated back between the 

13th and 19th centuries. Some of the items present strong technical-stylistic 

similarities with the Veneto production and with the Middle-European world, 

represented in Roccabruna Castle by the Danubian receptacles and the Krantstrunk 

and Passglass glasses. 
 
 
 
1.6 THE PRESENT SITUATION 
 
 Located in a characteristic environment, Fornace is today dominated by an 

unmistakable figure standing out on the top of the hillock: the light-coloured church, 

the yellow-brown castle and between them the tall steeple. These three different 

architectural elements constitute a suggestive and spectacular complex. A modern 

and tidy street furniture delimits the square, which is completely made with 

porphyry, the village’s main source of income, and turned towards midday it extends 

in front of the monumental figure. 

 The building as it is admired today comprehends the tower, the eastern wing 

and a part of the courtyard with arcade and loggia, that are the remaining parts of the 

ancient manor, which experienced many historical events in the last 9 centuries. 

Particularly exquisite is the tower, with its pleasantly symmetrical wide facade, its 

ashlar worked and round arched portal, made with white limestone, on the top of 

which we can notice the Gaudenti’s coast-of-arms. While two rectangular and deeply 

embrasured loop-holes open on the sides of the portal, two round arched windows on 

the first floor match the more little and lowered arched ones, on the second floor. 

Moreover, four big windows are under the eaves, which acted as battlement and 

between the two windows’ rows we can find the white plastered space on which a 

                                                           
 11 The porphyry arches of an arcade, a fifteenth-century window, the remains of a 
fireplace, the clawed vaults with central stucco/plaster frame on the ground floor’s rooms 
etc. 
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solar clock is painted. On the opposite hand, on the front towards the church, the 

restoration works have underlined the break, which was caused by the western 

wing’s demolition. Back to the courtyard, the inner arcade is combined by six arches, 

supported by pillars and half-pillars, which are made with yellow sandstone, and the 

loggia repeats the underlying arcade’s drawing. A glass partition creates the loggia’s 

ideal architectural empty space, and allows the use also during the cold season. 

Inside the arcade, on the eastern wing, we can find the traces of five round arches, 

made with porphyry, which formed the previous arcade. As regards the grand eastern 

facade, it is divided into three rows of four windows each: little and squared the ones 

on the plinth, ashlar-worked and round arched the others. The castle rests on the 

rock, and the plinth is medieval, made of pietre a vista. 

In the past, the ancient building contained a wide courtyard within its middle 

a monumental fountain, which was removed and transported to Villa Salvadori in 

Gabbiolo di Povo. 

 Today the ground floor of the Roccabruna Castle hosts the registry office of 

the municipality and some rooms used for meetings, for the polling station, 

exhibitions etc. On the first floor the other municipal offices and the council room 

can be found. 

 

 Linguistically and culturally close to Northern Italy but linked up with the 

political German world, Trentino’s art and architecture have developed over the last 

thousand years as a mix of different styles. With the foundation of the Bishop’s 

Principality, our region began to express the fullness of its artistic potential. The 14th 

and 15th centuries brought with them the gothic style imported from North and which 

is mostly marked in the extensions made to castles and manors, but Trentino’s 

“golden century” was without doubt the 16th, during which Venetian artists were 

called to the court of Bernardo Clesio12 to decorate the churches and buildings where 

the great Council was to be held. 

                                                           
 12 Prince Bishop Bernardo Clesio (1485-1539) was Imperial Lieutenant in Verona and 
then Grand Chancellor and president of the secret council of Ferdinand I, Archduke of 
Austria. Candidate for the Papacy, he loved art and was a generous patron, being also 
responsible, together with Emperor Charles V, for the Council of Trento (1545-1563). 
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 Many castles were built as fortification and consisted of defensive watch 

towers, afterwards modified following the tendency of the local nobility to spend 

more time in the country. The Roccabruna Castle, as many other beautiful manors 

which are located all over the territory, is the result of centuries of wars and 

invasions, but also of different artistic expressions and of a cultural and folkloric 

heritage, which are well documented and jealously guarded by the population.  
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CHAPTER 2: TOURIST PROMOTION  
 
 The second chapter of my work supplies a brief description of the tourist 

phenomenon, both in general and for what concerns the reality of Trentino, to the 

reader. Furthermore it introduces some of the main concepts developed in the 

“Global Code of Ethics for Tourism”, as well as the social limits of contemporary 

tourism, the changes which have been brought to the tourist industry by the 

globalisation, among which there is for example the spread of several forms of 

tourism, different from the “mass” one. 

 As regards the publications which are typical of this economic and cultural 

field, it describes the various genres, the linguistic features which characterise them 

and the contextual background which exists behind the creation of a tourist 

publication. 

 To conclude, it provides the reader with a section concerning the 

representation and promotion of a tourist resort, the different types of tourist gaze 

that can be structured through the language of promoting tourism. Moreover, I am 

going to focus on the strategies, the verbal and visual techniques, employed to 

structure a successful promotional material. 
 
 
 
2.1  TOURISM 
 

Tourism represents Trentino’s main economic resource, but also the result of 

a culture which is proud of its unique identity, fruit of years of mixing with different 

people and customs. 

Tourism has been traditionally perceived as a “clean industry”13, which has 

evident positive impacts: it creates job opportunities, develops the rural and 

underdeveloped areas, it can surely be also a source for massive tax revenues and an 

important factor in the foreign exchange earnings and in GDP14. 

                                                           
 13 See www.didatticaonline.unitn.it, online material for the course Lingua Inglese II 
module A 2004-2005, Sabrina Francesconi 
 14 Gross Domestic Product: the total value of all goods and services produced in a 
country in one year, except for income received from abroad. 
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 The present global proportion of this growing phenomenon has put also in 

evidence some side-effects: it can alter the integrity of the ecosystem, by menacing 

the conservation of natural resources. For this reason tourism requires regulations 

and respect between host and guest: stakeholders and tourists themselves should 

show careful consideration for the social and cultural traditions and practices of all 

peoples15. 

 Among the different types of tourism, I want here focus on the cultural one, 

which perceives tourism as a culturally enriching experience16. This form of tourism 

has in particular the aim of discovering and appreciating the monuments and sites. 

The benefits given to the destination are very important, because tourism helps the 

maintenance and protection of the tourist objects. 

According to the “Global Code of Ethics for Tourism”, tourism professionals 

should carry out studies of the impact of their development projects on the 

surroundings, and should plan activities that allow traditional cultural products and 

folklore to survive and flourish17. 

I completely agree with this statement developed by the World Tourism 

Organisation, and moreover, I think that the local government and institutions should 

make the Roccabruna Castle revive as part of our artistic heritage, also by structuring 

a careful tourist promotion to help the population to re-discover its history. 

The tourism industry should consider its effects on the cultural heritage and 

traditions of each local community. Particular attention should be paid to the concept 

of “enrichment”: the tourist should treasure his/her travelling experience and be a 

good guest by learning as much as possible about the history and geography of the 

destination’s country. For these purposes, the World Tourism Organisation General 

Assembly has created the “Global Code of Ethics for Tourism” in the meeting of 

Santiago 1999. This code concentrates especially on the concept of corresponsibility, 

                                                           
 15 See www.world-tourism.org/projects/ethics/principles.html,  the Global Code of 
Ethics for Tourism 
 16 See www.didatticaonline.unitn.it, online material for the course Lingua Inglese II 
module A 2004-2005, Sabrina Francesconi 
 17  See Article 4: Tourism, a user of the cultural heritage of mankind and contributor to 
its enhancement  
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that is, all the stakeholders interested in the tourism experience have to maintain and 

improve their ethical position18.  
 
 
 
2.1.1 THE SOCIAL LIMITS OF TOURISM 
  
 The limits of contemporary tourism derive from the extreme costs of 

congestion and overcrowding. These congestion costs include the undesirable effects 

of overcrowded beaches, a lack of peace and quiet, the destruction of the 

environment and the use of fossil fuels contributing to global warming. 

 Mishan notes19 that a conflict of interests exists between present and future 

generations, as a result of the way in which travel and tourism are priced. The next 

generation will inherit a world almost without places of “undisturbed natural 

beauty”. For this reason, I believe the local government should adopt strategies on 

behalf of the historical buildings’ preservation, because they are testimony of our 

artistic and cultural past and represent a priceless treasure also for the youths. 

Moreover, we should keep in mind that the revival of the origins is very important 

for the future generations and we should give them the possibility of visiting the 

magnificent castles, religious buildings and rich museums of our country. Equally 

important, the tourist promotion, developed by the institutions, will help the 

maintenance of all the architectural and artistic treasures,  and therefore safeguard the 

common cultural heritage. 
 
 
 
2.1.2 GLOBALISATION OF TOURISM INDUSTRY 
 
 The internationalisation of tourism began in the mid-1960s. This phenomenon 

brought the possibility of comparing every tourist site with those located elsewhere 

and this means that all potential objects of the “tourist gaze” can be placed on a scale, 

and can be compared with each other, often now via the internet. This means a tourist 

                                                           
 18  See www.didatticaonline.unitn.it, online material for the course Lingua Inglese II 
module A 2004-2005, Sabrina Francesconi 
 19 See Urry John, The Tourist Gaze: Leisure and Travel in Contemporary Societies, 
London, Sage, 2002 



20 

can “view” the different destinations on their web-sites, draw a comparison between 

them and choose the best one.  The result of such internationalisation is that different 

countries came to specialise in providing particular kinds of services and attractions. 

For examples, Great Britain decided to rely on its historical heritage, Italy is working 

instead towards the best exploitation of its artistic, historical, cultural and natural 

beauties, while Maldives are developing their wonderful exotic beaches.  

 Contemporary tourism is first of all the result of a diachronic process, in fact 

tourism trends have changed throughout the centuries because of several factors. 

According to many scholars, the roots of modern tourism are to be found in the 

Grand Tour20, a journey across Europe which lasted from two to four years and was 

the compulsory final step of an English aristocrat’s education. Moreover, the Grand 

Tour was a highly codified experience, because the tourists were supposed to visit 

and appreciate certain destinations and artistic expressions. For this reason the Grand 

Tour resembles the modern holidays organised by tour operators, who consider 

tourists as an undifferentiated mass and structure their package-tours without paying 

the proper attention to the new non-mainstream and responsible forms of tourism. 

Equally important in the history of tourism has been Thomas Cook, a Baptist 

minister who organised in the mid-1840s the first package-tours. His purpose was to 

convince the lower and middle classes to save money for trips rather than spending it 

on alcohol. Even if Thomas Cook is considered the “father of mass tourism”, this 

form of travel occurred on an  international dimension thanks to other factors, first of 

all the development of the European transport system and also the economic boom of 

the 1960’s. 

 Thomas Cook was undoubtedly very important for the tourist industry’s 

development, but tourism professionals should not continue to structure their 

strategies in accordance with mass tourism philosophy. During the last decades 

alternative forms of tourism have begun to spread all over the world, and they are 

based on a respectful, responsible and autonomous approach to natural and artistic 

resources. Moreover, I consider very significant the concept of tourist experience as 

something unique and unrepeatable. Therefore it should be as much uncodified as 

possible and the result of a personal approach to the destination.  

                                                           
 20 See www.didatticaonline.unitn.it, online material for the course Lingua Inglese II mod.A  
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 According to John Urry, we are today in the age of post-mass tourism, 

because of a growing tourist awareness and a diversified tourism practice. Mass 

tourism is indeed considered to be too much global, and therefore superficial, 

because it focuses on tourism as business and considers its public as an 

undifferentiated mass, without paying the proper attention to the individual and to the 

host community, but also without treasuring the local resources. I am of the opinion 

that tourism professionals and stakeholders should associate their activities with both 

the promotion and protection of the natural environment and the artistic heritage of 

the destination, which means that tourism professionals’ task should be also to 

develop the economy and safeguard the heritage of the destination. For this reason I 

chose to approach in my brochure the Roccabruna Castle as a little local treasure, 

which we should discover and possibly maintain. 

 For what concerns the impacts of tourism on the host societies, the experts 

have observed particularly difficult relationships between tourists and the indigenous 

populations. I do not intend to present here a complete picture of the existing 

problems, nor do I aim at listing all the reasons why those relationships have been 

complex. Nevertheless it is necessary to explain that the problems were partially 

caused by the coming of mass tourism and by the spread of behaviours accepting its 

philosophy. Consequently, the difficult relationships between hosts and guests 

depend also on the number of tourists compared with the size of the host population 

and on the type of objects gazed (tourists activities that involve observation of 

physical objects are less intrusive than those that involve observing individuals or 

groups). Moreover, they depend on the effects of tourism upon the pre-existing 

economic activities and, finally, on the accommodations and luxuries which are 

expected from the mass of visitors. 

As regards the benefits deriving from the tourist activities, they rarely remain 

in the host country, but mostly are kept by the transnational companies involved. 

This is not beneficial especially for those countries which base their economy almost 

completely on the tourism industry. 
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2.1.3 CULTURAL CHANGES 
 

The economics of tourism cannot be understood separately from the analysis 

of the cultural developments, just as work in tourist industries cannot be understood 

separately from the cultural expectations that surround the complex delivery of 

tourist services. 

Culture came to occupy a central position in the organisation of the present 

societies, whose contemporary culture can be in part characterised as “postmodern”. 

Postmodernism refers to a system involving a dissolving of boundaries between 

different cultural forms and to the transformation of the “tourist gaze”. This culture 

produces an active encouragement of audience participation, and also analyses the 

distinction between “representations” and “reality”. Signification is increasingly 

figural or visual and so there is a closer, more intimate, relationship between the 

representation and the reality21. Following this opinion I have tried to create a 

brochure which could provide the readers with the opportunity to have a first contact 

with the Roccabruna Castle, and I have given them the task of making a careful study 

of the manor, if they want it. 

 Tourism was always considered a kind of show, because of the importance of 

the visual, of the gaze. What people “gaze upon” are ideal representations of the 

view in question, that they internalise from postcards and guidebooks. 

Central to postmodernism is people’s refusal to accept treatment as part of an 

undifferentiated mass, and therefore also the acknowledgement of mass tourism as 

inadequate for the complexity of the tourism phenomenon. My work is based above 

all on this key concept and on the conviction that we should protect the little 

historical realities against the superficial exploitation of mass tourism, also through a 

careful promotion. 

                                                           
 21 See Urry John, The Tourist Gaze: Leisure and Travel in Contemporary Societies, op.cit. 
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2.2 TOURIST PUBLICATIONS 
 
 First of all, I would like to underline that there is not a single genre of tourist 

publications. We must indeed consider four text types as parallel genres, sharing the 

same subject-matter (i.e. tourist information): brochures, magazines, tourist guides 

and web-sites. This classification derives from the different channels of 

communication they make use of and from the form they take22. 

 Brochures are usually characterised23 by a high percentage of minor clauses 

and imperative forms, and by a high lexical density24, which depends on the desire to 

concentrate many pieces of information in a short part of text, while typically we find 

a low clausal complexity25, a low grammatical intricacy26 and a small percentage of 

modal expressions.  
 
 
 
2.2.1 THE CONTEXTUAL BACKGROUND BEHIND THE 

PRODUCTION OF TOURIST PUBLICATIONS 
 
 The linguistician M. A. K. Halliday sees language as a social semiotic, a vital 

part of social life, and his functional grammar looks at how language works. 

The most important feature of functional grammar is the context of 

situation27, which can help us analysing every communicative act, tourist 

publications too. 

Halliday’s context consists of three components: field, tenor and mode. 

Firstly, field refers to the nature of the activity, what is happening, secondly, tenor 

                                                           
 22 See Dann Graham, The Language of Tourism. A Sociolinguistic Perspective, Oxford, 
CAB International, 1996 
 23 See Castello Erik, “Tourist-information Texts: A Corpus Based Study of Four 
Related Genres”, in C. Taylor Torsello, G. Brunetti, N. Penello, edited by, Corpora testuali 
per ricerca, traduzione e apprendimento linguistico, Padova, Unipress, 2001 
 24 According to Halliday, lexical density refers to the proportion of lexical or content 
words compared to the number of function words. 
 25 The degree of subordination in each text 
 26 The complexity of language in terms of how many clauses form a clause complex 
 27 All texts are produced within circumstances of time, place, purpose, etc. They involve 
various persons in various roles and are conveyed in a particular way. These elements 
combine to form the context of situation (Language to Language, Christopher Taylor). 
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concerns the social relationships existing between the participants, and lastly, mode 

refers to the language used. 

 In tourist publications the social action which is taking place (the field) is 

concerned with the transmission of tourist information from a private institution to an 

audience. In the tourist guides the author’s names are always reported, while in the 

magazines and brochures we can always find the names of the institutions, on behalf 

of which the texts have been published. 

Brochures, web-sites and magazines share the same functions28, the 

informative and the conative ones, that is, they aim at influencing the reader’s 

decision to visit the place. As regards the tourist guides, they generally have only the 

purpose of informing and describing. 

According to the linguist Erik Castello, the subject-matter is recurrent in 

tourist publications, and is concerned with the description of a specific “object” in a 

tourist perspective. The information varies from text to text but can generally be 

classified as follows: description of the “object”, provision of the historical 

background, directions to reach the places, opening times, admission fees, 

descriptions of the social events taking place, sport and leisure facilities, 

accommodation and shopping possibilities, maps. In each publication can be found at 

least an address and a telephone number, which are meant to give the tourist the 

possibility of having further information about the attractions, town or area. 

Tourist publications are “reader-oriented”, which means that the would-be 

tourists (guests) have a great power, because the publications are thought to suit their 

needs, interests and tastes. 

The task of the tourist texts’ writer is similar to that of the adman, in fact 

he/she aims to attract the attention, arouse the interest, stimulate the desire and get 

the action of the audience. This means that is not sufficient to have a good 

geographical, historical and cultural knowledge of the place/area/town, instead 

tourist texts’ writers should also be familiar with the advertising strategies. We can 

                                                           
 28 The Russian linguist Roman Jakobson elaborated six functions of language: 1) the 
expressive refers to the sender of the message, 2) the conative deals with the receiver, 3) the 
referential or informative refers to the meaning of the message, 4) the phatic involves 
checking the medium or channel of communication, 5) the metalinguistic relates to the 
language’s ability to speak of itself, and finally 6) the poetic refers to the value and beauty of 
language itself. 
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conclude that the authors assume generally the roles of informers, describers and 

exhorters (apart from the tourist guides). 

As we have already said, tourist publications are created to attract the reader’s 

attention. The language plays here an important role, and noteworthy are three kinds 

of linguistic patterns29: the exploitation of the musicality of some sound patterns 

(“Peaceful, Personal, Paradise”), the use of wordplays, the use of clauses or noun 

phrases praising the tourist objects (For those who love nature: Trentino). 

The genres we identified at the beginning of the analysis can be distinguished 

also through the format they take: brochures are generally made up of few sheets and 

folded up so as to become little booklets, magazines can instead have more sheets, 

thick covers and  be larger in size. At last, tourist guides take the form of books. 

Another feature to be considered is the channel of communication: in the 

written text the channel used is graphic, that is, all the visual images which are 

fundamental semiotic resources.  
 
 

 
2.2.2 THE CONTEXTUAL CONFIGURATION 
 
 This concept is related to that of “context of situation”, that is, to the 

particular “values” of field, tenor and mode corresponding to a particular genre. The 

contextual configuration can fix the compulsory and optional elements of a text 

structure and their sequence in the text. 

 According to the aim of this work, that is, the production of a brochure about 

the Roccabruna Castle, I am going to report the elements, which are considered 

appropriate to the typical contextual configuration of a brochure30. Erik Castello 

defined as obligatory the insertion of the name of the institution or its logo, the name 

of the place, the title of the brochure, but also an image on the cover, some pieces of 

information about the place, pictures, the opening times of the resort or site, the 

admission fee, a map with indications in order to help the tourist to reach the place,  

and finally the telephone number. Optionally, the author could also add the 

                                                           
 29 See Castello Erik, “Tourist-information Texts: A Corpus Based Study of Four Related 
Genres”, in C. Taylor Torsello, G. Brunetti, N. Penello, edited by, Corpora testuali per 
ricerca, traduzione e apprendimento linguistico, op.cit. 
 30  Ibidem 
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publication’s validity, the available sport & leisure facilities, accommodation 

facilities, the address of the place, the web-site and e-mail address, and eventually 

some warnings about the changes.  
 
 
 
2.3 REPRESENTATION AND PROMOTION OF A TOURIST 

RESORT 
 
 Tourism representation is a key concept in the tourism industry, because 

through signs or signifiers we can provide information about the resort or site, and 

these signs will be the first contact between tourists and “object”. 

The Urry’s “tourist gaze”31 can be perceived as a various, personal and 

subjective gaze, which depends on the social group within the individual lives, on the 

historical period he/she is living, on the cultural group he/she belongs. The tourist 

gaze is structured by culturally specific notions of what is extraordinary and for this 

reason worth visiting. 

The language plays here an important role, because it can influence the tourist 

gaze by representing the resort in a particular way: drawing a fascinating 

environment, opposed to everyday reality, presenting a series of signs, which will 

constitute the gaze. 

Pictures are determinant, because they convey a way of seeing and 

remembering, the timeless character of the resort, and also play a powerful role in 

transmitting a variety of promotional messages. 
 
 

 
2.3.1 TWO TYPES OF TOURIST GAZE 
 
 According to Urry, there is a “romantic” form  of the tourist gaze, in which 

the attention is upon solitude, privacy and a personal, semi-spiritual relationship with 

the object of the gaze, which is mainly constituted by the “undisturbed natural 

beauty”. 

                                                           
 31 See Urry John, The Tourist Gaze: Leisure and Travel in Contemporary Societies, 
op.cit.  
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 An alternative is the “collective” tourist gaze, which needs the presence of 

large numbers of people, in order to have the ideal atmosphere, by indicating that 

“this” is the place to be and that one should not be elsewhere. The presence of other 

tourists is necessary for the success of places such as the major cities, whose 

uniqueness depends on their cosmopolitan character. 

 The romantic gaze is an important mechanism which is helping to spread 

tourism on a global scale. 

The contemporary tourist gaze is increasingly “guided”: there are markers 

that identify the things and places worthy of our gaze. Such signposting identifies a 

relatively small number of tourist places. As a result, most tourists are concentrated 

within a very limited area. 

In my opinion a purely collective gaze is not the most suitable for the kind of 

tourist observation and experience I support, because it has been imposed by the 

promotional material and passively accepted by the tourist who lives a “guided” 

holiday. At the same time I consider the romantic gaze insufficient, even if it 

presupposes an almost spiritual relationship between tourist and object gazed at. I 

think that the tourist should assume a respectful behaviour, but also critically 

approach history, in my case the one of the Roccabruna Castle. A similar cultural 

gaze needs a maturity and an ability to autonomously visit, which results in a 

successful and modern tourist experience. In my work I have implicitly favoured an 

active participation in the tourist process of the public.  
 
 

       
2.4 THE LANGUAGE OF TOURISM 
 
 The language of tourism tends to concentrate on motivational “push” factors 

before introducing the “pull” factors (or attributes) of the destination, recognising 

that the decision to travel happens before that of destination choice.32 Seen in this 

light, the language of tourism addresses its audience by relaying on the “narrating 

consciousness” of the tourist, that is, the meaning system is located in the culture of 

the receiver. 

                                                           
 32 Dann Graham, The Language of Tourism. A Sociolinguistic Perspective, op.cit. 
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 As a brochure picture has no shared universal meaning for all cultures, what it 

represents is polysemic. Therefore, in order to ensure a successful product, the 

advertiser has to provide a text which supplies appropriate anchorage to the image. 

Alternatively, the writer must build a structure which can transform the language of 

objects to that of people and vice versa33. 

 Even if tourism represents travel through space, we should not forget that, in 

a sense, it is frequently also a journey through time, from the everyday present into 

the  extraordinary past or to the future. An accentuation of time is also manifested in 

a hyper-reverential attitude towards all that is old, whether the object is an 

archaeological site or a souvenir, because the tourist experience in the past is 

considered as out-of-ordinary and qualitative in opposition to the ordinary and 

qualitative routine. A strategy employed in the language of tourism is the “denial of 

time”34, through which the day “becomes” the weekend. In addition, the worker 

becomes transformed into a person of leisure, being free to do whatever he/she 

wants, free from temporal constraint. Another type of promotional strategy concerns 

the “time as standing still”, the “eternal time”. Here the writer employs the present 

tense for strengthening  timelessness, particularly where the setting or the people are 

exotic and strange. Most of the tourism promotional material refers to the past, by 

considering that it is far superior to the present. This tendency is typical of myth, 

where there are constant references to the myths of golden age, or to the font of 

youth. 

The present is shown by the advertiser to be insufficient, in fact we need 

culturally to return to the past, to our origins. In order to avoid and escape the present 

we can point to the future. In this case, the language of tourism shares a common 

property with the advertising one: the message is directed at us, we will be changed 

by the experience we are surely going to appreciate.  

In terms of tense, the service is usually presented as not yet experienced. 

Consequently, the public must direct the message into its own future perfect tense, in 

order to imagine the various results. As with any other mental project, the self-

identifying action takes place in the future and considered as already occurred. That 

                                                           
 33 Dann Graham, The Language of Tourism. A Sociolinguistic Perspective, op.cit. 
 34 Ibidem 
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is why the pictures of advertisements are often without persons inside and things are 

always about to happen.  

 Quite frequently the future orientation of tourism material depends on a lack 

of joy and pleasure in the present. Once the necessity of “escaping” is know, a 

holiday can be presented as a solution to the problem35. 

 The basis of my work is the respect for the Roccabruna Castle’s history, but 

also the willingness to let revive those important events, whose protagonists were the 

Roccabrunas and which took place in the manor of Fornace. I tried to provide my 

readers with the opportunity to free themselves from the temporal constraint and 

return to their origins, by going back to the “denial of time” strategy developed by 

Gottlieb. Consequently the past has gained a high cultural value, because through a 

visit of the Roccabruna Castle we can get a new fundamental knowledge, and make 

our present richer.  

 Magic is another feature largely employed in promotional material. It may 

seem strange to associate language with magic, and even more to describe the 

language of tourism as having magical properties. In the first place, tourism 

promotion is based on glamour or the creation of envy in the subject. As a result, we 

wish to instantly and magically reach the perfect haven, because the promoter can 

create the illusion of satisfying this need. Through the genie in the lamp or the crystal 

ball, the new reality is one of extraordinary places which are out-of-time. We can be 

magically there and become miraculously transformed into persons other than 

ourselves. 

 Also the power of nomenclature is important in tourism promotion activities: 

indeed, since the name of a place is the first image we have of a destination, it is 

fundamental that the right message arrives to the public. When an area is clearly 

unexciting, a change of name can make the difference. 

 Between  the language of tourism and other languages there are also 

important divergent properties to be underlined. Unlike most forms of 

communication, in the language of tourism we often do not know who the speaker or 

writer is, even if we can presume that it is someone representing the tourism 

industry. Generally this communication’s type can assume the form of monologue, 

                                                           
 35  Dann Graham, The Language of Tourism. A Sociolinguistic Perspective, op.cit. 
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because usually there is no relationship between sender and receiver of the tourist 

message. 

Tourism is a desire, something which can be converted into a “must” by the 

art of persuasion, that is, the language of tourism may be regarded as a “rhetoric of 

moral superiority”. 

 The language of tourism promotion, like advertising, tends to stress only the 

positive features of the services and attractions it tries to promote. In this way, being 

a form of extreme language, it can be defined as “euphoric”. 

 The language of tourism employs various techniques, in order to be effective. 
 
 
 
2.4.1 VERBAL TECHNIQUES 
 

One of the verbal features36 which is often employed is the use of forms of  

comparison, by means of similes and metaphors. These two devices are used 

principally to deal with the unfamiliarity of a destination for the tourist, particularly 

in those promotional materials produced by the authorities representing the third 

world. 

Another strategy is the use of key words, especially those which correspond 

to the requirements of the potential tourist, and the employment of recognisable 

spokespersons, who lend support to the advertised locations. 

 Relying on human irrationality, advertisers often use humour as attention 

grabbing device, in order to create an element of surprise in the reader, or to prepare 

the would-be visitor for the strange customs of the indigenous. 

In the language of promoting tourism we can furthermore encounter the 

device named “languaging”, that is the employment of real or fictitious foreign 

words, in order to manipulate the reader, or to induce feelings of inferiority in 

him/her. 

 Other techniques deriving from languaging are the use of familiar expressions 

in an unusual context, the employment of alliteration and onomatopoeia. 

The ideology of promoting works recruiting its target and transforming it into  

subjects, part of the product. This is often achieved by using pronouns, or the negated 
                                                           
 36 See Dann Graham, The Language of Tourism. A Sociolinguistic Perspective, op.cit. 
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interrogative (why don’t you…?) and adopting a conversational style which satisfies 

the needs of the targeted subject. 
 
 
 
2.4.2 VISUAL TECHNIQUES 
 

The visual techniques are equally important, because they are employed to 

build a successful promotional and informative message. 

During the 19th century a relatively new model of visual perception has 

emerged parallel to the development of mass tourism, and it became part of the 

modern experience of living and visiting: photography. Its increasing popularity 

indicates its importance and its role in structuring the tourist gaze. “To photograph is 

in some way to appropriate the object being photographed”37. Even if photography is 

apparently a method of describing reality, it is instead the result of an active 

performance of selecting, structuring and shaping. Therefore the photographer’s 

work is more successful if he/she manages to hide the photo’s content and aim. 

Moreover, a picture is not a neutral representation of reality, but can be seen as a 

beautifying device, which perpetuates the tourist material’s persuasive function on 

the public. Besides, photography is a democratic device, because everything can be 

photographed and everyone can make a picture by using a camera. Finally, 

“photography gives shape to travel”38, and this means that on holiday the tourist 

gazes likely on the “objects” represented on postcards and guidebooks, but also that 

the tourist experience can be afterwards revived, by looking at the pictures taken. 

For all these reasons photography has been crucial in the development of 

tourism, indeed without photography there would not be the contemporary global 

tourism industry. 

Pictures are fundamental in my brochure too, because they transmit the 

Roccabruna Castle’s beauty, the most appealing and suggestive details of the manor, 

and because they let the tourist create their own expectations. In this way, my 

                                                           
 37 Urry John, The Tourist Gaze: Leisure and Travel in Contemporary Societies, op.cit. 
 38 Ibidem 
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practice of selecting, structuring and shaping resembles those normally performed by 

the tourist promotional texts’ writers. 

 Tourism destinations can be promoted also through colours, in fact just by 

choosing a specific combination of colours we can represent, for example, the 

municipality to which the resort belongs, or the principal feature of the place, its 

elegance or the beauty of its mountains… 

 

 The growth of tourism in Europe is one of the most significant economic and 

social developments in the post-war period. In response to an increasingly high 

demand for tourist services, the various countries elaborated enormous tourist 

industries. Unfortunately, such developments brought problematic effects, among 

which the geographical concentration of visitors and the lack of respect for the 

different host realities are the most recognisable and dangerous. Obviously, the 

tourism industry has also many positive features, and therefore defining tourism is a 

very difficult task. 

 Tourism promotion is a powerful device which enables the financial 

maintenance of this industry. As has been noted, in tourist publications the event 

occurring is basically concerned with the transmission of tourist information, but it is 

nevertheless necessary that tourism professionals provide tourists with objective and 

honest information on their places of destination, as I have tried to do in my 

brochure, and furthermore they should develop an adequate promotion for the 

characteristics of a specific resort or artistic site. Moreover, the stakeholders have an 

obligation to approach the new alternative forms of tourism, such as sustainable and 

responsible tourism, in response to those environmental, social and economic 

necessities, which we can not hide any more, if we want to satisfy the needs and 

aspirations of present and future generations.  

 The Roccabruna Castle is one of those little historical realities located all over 

Trentino, which have been neglected for many years by the great tourism industry 

and which urgently require to be discovered again. Therefore tourism professionals 

and stakeholders should propose them as destinations for the new non-mainstream 

tourism forms, that aim at maintaining the architectural treasures of Trentino.  
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CHAPTER 3:  THE BROCHURE 
 
 The creation of a tourist publication is not simple, particularly if the subject is 

an ancient manor, unknown to the tourists who usually visit Trentino. The 

Roccabruna Castle has hosted exhibitions and concerts, but has never been promoted 

as an historical site, except in the book Il castello Roccabruna a Fornace, published 

in 1998. Therefore, I had to collect the material concerning the castle’s history, the 

Roccabruna family vicissitudes and the various stages through which the manor has 

become the one we can see today. When in 1992 the restored castle returned to the 

population it was once again the centre of the social life of Fornace, by becoming the 

new prestigious Municipality’s seat. 

 Because of the particular task, I needed to choose how to promote the castle, 

which language to use and how to structure my work. A purely promotional brochure 

would have required a creative process, the employment of an emotional language. 

The result could have been effective, but not enough informative. For this reason I 

preferred to build a brochure drawing the reader’s attention mainly to the cultural and 

historical value of the Roccabruna Castle. According to my opinion, this kind of 

project would be more suitable for the subject and the target. 
 
 
 
3.1  THE AIM OF MY BROCHURE 
 
 According to the Russian linguist Roman Jakobson39, there are six functions 

of language: the expressive, the conative, the referential, the phatic, the 

metalinguistic and the poetic one. Each of them focuses on a specific factor of 

communication, and is characterised by different linguistic devices. 

 Although it has been shown that communication is successful to the extent 

that no single factor or function is emphasised, in the tourist publications the 

informative and conative functions are generally prominent, because they want to 

influence the reader’s decision to visit a place. Similarly, the aim of my brochure is 

to attract the attention and the curiosity of the tourist, and to stimulate in my public 

the desire to discover the Roccabruna Castle. Moreover, I have tried to represent this 

                                                           
 39  See Dann Graham, The Language of Tourism. A Sociolinguistic Perspective, op.cit. 
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historical site, in order to create the first contact between the tourist and the castle. 

Furthermore, I aim at giving the possibility to return to the past, and therefore to 

revive our origins. Finally, I want also make my product as most accessible and 

available as possible. 
 
 
 
3.2 THE FORM 
 
 As regards the language used in my brochure, I tried to concentrate many 

pieces of information in little folding booklet, arranged in a nimble, pocket format, 

and to structure them in  simple sentences. Moreover, I have decided to employ key 

words, concerning, first of all, the respectful attitude towards the past, that is, 

regarding the past as out-of-ordinary and appealing, and treasuring the fictional act of 

travel through the centuries. 

 Even if the language of promoting tourism can assume the form of a 

monologue, in my brochure I tried to create a kind of relationship between writer and 

reader, by using the pronouns “you” and “we”, because it is important to directly 

address the would-be tourist and persuade him/her that the experience of visiting the 

Roccabruna Castle will be a fascinating discovery. 

 As regards the visual techniques employed, the photographs play a powerful 

role in my publication because they support the text, frame the place as a socially 

constructed way of seeing and admiring, but also they let the tourist set the castle in 

its context and furthermore create the appropriate atmosphere. For this reason, the 

photographs will represent all the significant details of the architectural complex and 

some of the finds which were shown during the last exhibition. In addition the reader 

will find a little map with indications to easily reach Fornace and the Roccabruna 

Castle. 

 Equally important in the visual design of my work are the colours: first of all 

I have chosen yellow, because of its symbolic reference to hospitality40, and then the 

combination yellow-green because it represents the municipality of Fornace. 

Moreover I decided to write the text in black, possibly using the Bookman Old 

                                                           
 40 See www.didatticaonline.unitn.it, online material for the course Lingua Inglese II 
module A 2004-2005, Sabrina Francesconi 
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Style for its elegant handwriting and I have added a touch of elegance in the 

brochure with the colour blue, which helps to make the result catchy and the graphic 

more striking. 

 In conclusion, with regard to the brochure’s size, it obviously depends on the 

amount of information I want to provide.  
 
 
 
3.3 THE CONTENTS 
 
 According to my opinion, the title “The Roccabruna Castle: on the traces of 

our past” represents efficaciously the aim of my brochure, that is to attract the 

tourists’ attention and let them discover again their origins (“on the traces of our 

past”). Beneath the title I have inserted a slogan, through which I have tried to make 

the public desire to open and read the brochure’ content, especially through the 

expression “let’s discover”, with “discover” as key-verb for what concerns the aim of 

this promotional material. 

 In the first part I have put a brief introduction of the castle, its geographical 

location and its origins. Then I have devoted myself to the village of Fornace, by 

analysing its economic reality (and here “porphyry” is a key word, because the 

quarrying and manufacture of the porphyry are the village’s main sources of income) 

and its origins as important mining centre. 

 In order briefly to go into the phenomenon of the silver extraction, I have 

described the mining activity in the area of Mount Calisio and the possible 

relationships existing between the mines and the Roccabruna Castle. 

 Inside the brochure I have put the most interesting events, which have 

characterised the castle’s history. The title “A little bit of history…” wants to keep an 

introductory feature, without frightening the tourist and expatiating on a history 

lesson. To give historical indications means also to let the tourist wander through 

time (see the concept “denial of time”41). 

                                                           
 41  See Chapter 2.4, par. 3, p. 28  
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 The adjectives “prestigious”, “suggestive”, “magnificent” and “majestic” 

justifies the “discover” as aim of the brochure, and want to recall the unknown 

beauty of the Roccabruna Castle.  

 In addition, I have focused my attention to the Prince Bishop, who recurs in 

various sentences because of his strategical role in the history both of Trentino and of 

the Roccabruna Castle, and therefore also in Roccabruna family’s one. 

 The expression “triple perfectly preserved epigraphical documentation” 

intends to underline the skilful restoration works. Furthermore, I have employed  the 

form “using its squared stones”, because I have wanted to transmit another message: 

the tourist should visit the S. Martino Church as well, because the castle’s history 

lives also in the stones which make the religious building up. 

 After a paragraph devoted to the social value of the castle within the working 

life of the locals, I have mentioned the precious items found during the restoration 

works and the present reality of the architectural structure. Moreover, I have chosen 

not to expatiate on detailed descriptions, in order to let the tourist free to “discover” 

(see the synonyms “notice” and “find”) autonomously the most interesting and 

fascinating features, by admiring the particular and unknown charme of the manor. 

 Finally, I have put other significant elements, such as telephone number, 

address of the place and e-mail address, as well as a map, in order to make the 

brochure useful and exhaustive, and to help the visitor to reach the village and the 

castle.  

  

 Promoting the Roccabruna Castle: a Tourist Brochure for an English Public. 

The title of my dissertation is the result of a specific reasoning. The first word, 

“Promoting”, refers to the main aim of my work, that is the representation and 

promotion of an historical site, in particular through the creation of a “tourist 

brochure”. The second expression, “the Roccabruna Castle”, is significant because it 

provides the reader with the brochure’s subject, while “for an English public” clearly 

specifies the target of the publication and in which language the brochure is written.  
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APPENDIX I 
 

Photographs of the castle’s most suggestive details 

 

 

 

 
The Tower 

 

 

 
The Roccabruna coast-of-arms 
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Detail of the painting which represents the Roccabruna family tree, kept in Villa Margone of Ravina 

 

 

 

 

 
A drawing made by Johanna Isser-Grossrubatscher representing Fornace in 1837 
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The courtyard with arcade and loggia 

 

 

 

 
On the front towards the church the restoration works have underlined the break, 

which was caused by the western wings’ demolition 
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The marble epigraphs, which were originally fixed on the tower’s external wall 
 

 

 

 

 

 
Detail of the arcade 
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The ashlar worked and round arched tower’s portal, made with white limestone. 
On the top of it we can notice the Gaudenti’s coast-of-arms 

 
 
 
 
 
 
 

 
 

The solar clock placed between two windows’ rows on the tower’s main facade  
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The monumental fountain originally placed in the inner courtyard,  
which was afterwards removed and transported to Villa Salvadori in Gabbiolo of Povo 

 
 
 
 
 
 

 
 

The tower photographed from the square 
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APPENDIX II 
 

Some copies of authentic documents 

 

 

 
Project for the new church building, dated back to the 17th century 

 

 

 

 
 

Plans of the manor’s floors 
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The Roccabruna family tree 
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The permission given by the king to sell the Roccabruna Castle to the Municipality of Fornace 
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APPENDIX III 
 
INTERVIEW TO ELISABETTA PIVA 
(PROVINCIA AUTONOMA DI TRENTO - SERVIZIO ATTIVITA’ CULTURALI) 
 
1. Cosa significa oggi promuovere un sito storico/culturale, e quali sono i mezzi 

più comunemente utilizzati? 
 

La promozione di un sito di interesse storico avviene per fasi: all’inizio si 
individuano i castelli praticabili, quindi si procede alla verifica della struttura e 
del budget a disposizione. Per quanto riguarda i castelli di proprietà della 
Provincia si è puntato sul turismo di nicchia, organizzando il festival “Musica nei 
castelli”, una manifestazione che porta da 10 anni gli amanti di musica classica e 
musica da camera a riscoprire gli spazi delle antiche dimore. “Musica nei 
castelli” costituisce tutt’oggi una possibilità quasi unica per visitare luoghi 
abitualmente non frequentati dal pubblico. D’altra parte i concerti non sono 
l’unica forma di promozione attivata, infatti a Castel Thun vengono proposte 
rievocazioni storiche di grande effetto e che hanno suscitato l’attenzione e la 
partecipazione di un buon numero di spettatori. In ogni caso spetta all’ente o al 
privato decidere la portata dell’evento, se è più adatta alla location e al budget 
una manifestazione di qualità ma per un pubblico ben determinato, oppure se è il 
caso di puntare su un qualcosa di molto costoso ma più popolare. Credo che 
comunque sia molto importante che i comuni continuino a sviluppare progetti 
musical/teatrali in favore del recupero delle origini e delle tradizioni, soprattutto 
in quanto nell’epoca della globalizzazione rischiamo ogni giorno di perdere parte 
della nostra identità e del nostro bagaglio culturale. 

 
2. Quale tipo di promozione e pratica turistica viene privilegiata ed è più attuale 

nella nostra regione? 
 
Oggi vanno molto di moda le rievocazioni storiche, le manifestazioni teatrali nei 
castelli che prevedono la partecipazione attiva del turista. La promozione è 
diventata una forma di marketing legata al territorio, ma con uno sguardo anche 
alle necessità che il pubblico manifesta. La gente cerca sempre più offerte che 
arricchiscano le loro conoscenze culturali, il turista si muove cercando nella 
vacanza la possibilità di conoscere, approfondire, e per questo è più che mai 
attuale il binomio turismo-cultura. L’atto pratico della promozione avviene 
attraverso la presentazione delle destinazioni alle fiere specializzate, ma anche 
durante le conferenze stampa, sulle pagine dei siti internet e sulle pubblicazioni 
di promozione turistica. 

 
3. Attraverso quale tipo di linguaggio viene promosso un sito storico? 
  

Principalmente attraverso un linguaggio tecnico per quanto riguarda la 
trasmissione delle informazioni, ma anche attraverso un linguaggio creativo di 
grande efficacia, tenendo sempre ben presente il target della pubblicazione. 
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4. Cosa attira maggiormente il turista? 

 
Il turista ama soprattutto gli eventi storici, le vicende umane che stanno alla base 
delle rievocazioni storiche, ma anche la possibilità di effettuare un percorso 
autonomo tra le mura del castello, guidati da poche essenziali informazioni, per 
poter apprezzare l’unicità del momento, il poter passeggiare in un luogo che 
anticamente ebbe una notevole importanza strategica. 

 
5. Come viene prodotta una brochure turistica su un castello? 

 
Inizialmente si procede alla fase di ricerca delle informazioni, allo studio della 
struttura dal punto di vista storico e artistico, quindi si passa alla creazione di un 
menabò, si decidono i testi, si scelgono le foto, e infine si cerca di assemblare il 
tutto per mezzo di una grafica avvincente, richiami visivi ripetuti che guidino il 
turista nella lettura 
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