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Introduction

In this lesson we will talk about how the tourism
sector is increasingly influenced by the use of
digital technologies, how digital is changing our
life model and we will focus on the new "tourist
figure" that is emerging.



We express the voice of our Associates

towards Institutions, Industry and

Consumers, guaranteeing an authoritative

territorial presence. We ensure continuous

competence in the definition and

management of employment contracts, we

provide qualified consultancy and highly

specialized training.

MISSION

VISION

We want to be the reference point

of every Company that deals with

Tourism and we want to build solid

and lasting links between the

Company and the Final Consumer.
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MISSION

O
U

R
 M

E
M

B
E
R

S



The competitiveness of the sector is

increasingly influenced by the use of

digital technologies, both in the

relationship with tourists and in the

management of services.

Of fundamental importance are the

new "tourist figure" that is emerging,

the different ways of interacting

between the players in the supply

chain and the integration of digital

and non-digital channels and tools.

DIGITAL AS NEW

LIFE MODEL



ONLINE 

REPUTATION

97% of travelers share their travel

experiences on social media.

In the last year, reviews on

accommodation on Google have grown by

+ 208%.

84% of travelers consult up to 20

reviews at the planning stage of a

Travel

Source: Travel Appeal 2018, Barclays 2018, CNBC 2018

DIGITAL AS NEW

LIFE MODEL



DIGITAL INNOVATION, WHICH 

OPPORTUNITIES?

• Increase the involvement of local people and

communities;

• Achieve intelligent and equitable management of

resources;

• Increase more satisfactory services to new

requests;

• Review and implement business strategies



DIGITAL BEHAVIORS

MOBILE



It turned out that our attention

span is just 9 seconds, a

second more than goldfish.

DIGITAL BEHAVIORS



The attention economy has undergone a great change in the digital age with the rise

of large social platforms. Every extra second we spend on social media is money.

Google, for example, determined the algorithm of our attention: the maximum

concentration time of a millennial is 9 seconds. One second more than a goldfish.

DIGITAL BEHAVIORS





THE WEIGHT OF 

DIGITAL IN TOURISM

Source: Osservatorio Innovazione Digitale nel Turismo



HOW TO IDENTIFY THE ONLINE 

TOURIST FLOW?

In Italy the digital market

grows more than the

"traditional"

Source: Osservatorio Innovazione Digitale nel Turismo



The digital market grows more than the "traditional"

17% 22% 24% 24%

83% 81% 80%
76% 76%

The digital tourism market - Italy

DIGITAL MARKET

Purchases made on 

sites / apps with 

offer in Italian.

(Osservatorio)

+11% 20% +11% +12% +8%

51,4 52,5 53,5
56,9 58,3

±0%
±0%

+5%

+1%

14,2 mld€

Non digitale

Digitale

2014 2015 2016 2017 2018*

*Dati stimati

Note: for the years prior to 2018, the values are different from what was communicated in past editions, as calculated in the final balance

La Via Digitale Italiana per il futuro del Turismo 24 January 2019 #OIDT19

Network Digital360 - Events

Billions of €

* estimated data



INCREASE:

From € 14.2 billion 

to € 15.5 billion

THE DIGITAL 

TRAVEL MARKET 

CONTINUES TO 

GROW

TRANSPORT

PACKAGES AND TOURS

ACCOMMODATION

IS INDIRECT IT IS THE RESULT OF 

P2P FOR STRUCTURES

SWITCH TO SMARTPHONES



In Italy the digital market

grows more than the

"traditional"

Increases online shopping

Source: Osservatorio Innovazione Digitale nel Turismo

HOW TO IDENTIFY THE ONLINE 

TOURIST FLOW?



62%61%63%63%63%

8%

29%
28%

28%
27%

10%
9%

9%
9%

30%

Note: for the years prior to 2018, the values are different from what was communicated in past editions, as calculated in the final balance

TRANSPORT

PACKAGES AND 

TOURS

ACCOMMODATION

THE DIGITAL MARKET CONTINUES TO GROW

* estimated data



62%61%63%63%63%

8%

29%
28%

28%
27%

10%
9%

9%
9%

30%

Note: for the years prior to 2018, the values are different from what was communicated in past editions, as calculated in the final balance

TRANSPORT

PACKAGES AND 

TOURS

ACCOMMODATION

THE DIGITAL MARKET CONTINUES TO GROW

* estimated data
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PLANE

TRAIN

CAR RENTAL

DIRECTLY FROM THE SERVICE PROVIDER



THE STRUCTURES ARE VERY RELIABLE ON OTA, BUT AT THE 

SAME TIME STRENGTHEN DIRECTLY

OTHER (agencies, 

coupons ...)
Directly from the end 

customer

Through OTA or 

home sharing 

portals

ON THE PHONE, AT 

THE DESK

WEBSITE, APP, 

SOCIAL

EMAIL



In Italy the digital market

grows more than the

"traditional"

Increases online shopping

Direct / indirect channel

Source: Osservatorio Innovazione Digitale nel Turismo

HOW TO IDENTIFY THE ONLINE 

TOURIST FLOW?



DIRECT CHANNELS ARE STILL PREVALENT

DIRECT

INDIRECT

(OTA, 

AGGREGATORS..)

* estimated data

Note: for the years prior to 2018, the values are different from what was communicated in past editions, as calculated in the final balance



In Italy the digital market

grows more than the

"traditional"

Increases online shopping

Direct / indirect channel

Type of device used

Source: Osservatorio Innovazione Digitale nel Turismo

HOW TO IDENTIFY THE ONLINE 

TOURIST FLOW?



THE USE OF THE PC PREVAILS BUT THE 

SMARTPHONE RUNS

Note: for the years prior to 2018, the values are different from what was communicated in past editions, as calculated in the final balance

* estimated data



In Italy the digital market

grows more than the

"traditional"

Increases online shopping

Direct / indirect channel

Type of device used

Representation in Italy

Source: Osservatorio Innovazione Digitale nel Turismo

HOW TO IDENTIFY THE ONLINE 

TOURIST FLOW?



3%
6% 10% 13%

18%

97%
94%

90%
87%

82%

2014 2015 2016 2017

Nota: per gli anni precedenti al 2018 i valori risultano differenti da quanto comunicato nelle passate edizioni, in quanto calcolati a consuntivo

2018*

*Dati stimati

9,5
10,6

11,7

13,1

Il mercato digitale del Turismo: tipologia di device

14,2

+8%

+5%

+8%

+3%

+79% +100% +47%
+46%

La Via Digitale Italiana per il futuro del Turismo

24 January 2019 #OIDT19 Network Digital360 - Events

The tourist is digital

98%

Digital tourists 

represent 98% of the 

internet population in 

Italy



In Italy the digital market

grows more than the

"traditional"

Increases online shopping

Direct / indirect channel

Type of device used

Representation in Italy

Digital Tourist Journey:
Inspiration - research - booking

Source: Osservatorio Innovazione Digitale nel Turismo

HOW TO IDENTIFY THE ONLINE 

TOURIST FLOW?



... and how much "zapping" between online and offline!

Inspiration

17%

27%
56%

Research

49%

5%

45%

Pre-trip booking *

53%

11%

36%

59%

* At least one product (main or secondary)

Base: Digital tourists who carried out the activity

La Via Digitale Italiana per il futuro del Turismo

24 January 2019 #OIDT19 Network Digital360 - Events

Booking during the 

trip *

13%

28%

ONLINE ONLY         ONLINE              BOTH

There are no prevalent paths, up to 3 different types of tools are used for 

inspiration and 4 for research



EXPERIENCE, A HOLISTIC CONCEPT

Channels

"Human & digital"
Stages and activities 

of the journey

Qualità dei Prodotti e servizi
servizi … esperienziali

14%

9%

8%
69%

Yes, to book the holiday, after 
looking for information online

Yes, to find information and 
book

Yes, just to find information

No, all online independently

Digital tourists who go to the agency

23% have booked

32%

29%

26%

25%

Main reasons

EXPERIENCE of the agent or consultant

ASSISTANCE in the planning phase

Base: 624 digital tourists (long vacation)

La Via Digitale Italiana per il futuro del Turismo

24 January 2019 #OIDT19

long vacation (4 

days or more)

SAFETY to find the correct information

Management of the entire travel package 

including insurance



In Italy the digital market

grows more than the

"traditional"

Increase online shopping

Direct / indirect channel

Type of device used

Representation in Italy

Digital Tourist Journey:
Inspiration - research - booking

Digital payments

HOW TO IDENTIFY THE ONLINE 

TOURIST FLOW?

Source: Osservatorio Innovazione Digitale nel Turismo



The tourist flow is also captured

... with digital payments

63%

47%

27%

19%

10%

Cash

Credit card

ATM

Prepaid card

PayPal

Base: 1.001 digital tourists 24 January 2019 #OIDT19 Network Digital360 - Events

La Via Digitale Italiana per il futuro del Turismo



THE INNOVATIVE SOLUTIONS USED WHEN TRAVELING

Online check-in for 

accommodation or flight 

(on site or at kiosks)

Augmented or virtual 

reality for additional 

content

Smartphone key for 

bedroom door

Chat



Registered office

Piazza G.G. Belli, 2 – 00153 Roma 

Headquarters

Corso Venezia, 47 – 20121 Milano

Mail

formazione@ftoitalia.it

www.ftoitalia.it

http://www.ftoitalia.it/
https://www.facebook.com/ftoitalia/
https://www.linkedin.com/company/fto-federazione-turismo-organizzato/

