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Preface

The International Conference on Dynamics and Trends in Tourism took place on
October 22-24, 2019, in Rome, Italy and was held at the Department of Law and
Economics, University of Rome Unitelma Sapienza. The conference was organized by
four universities— Akdeniz University (Turkey), University of Seville (Spain), Sannio
University (Italy), University of Swansea (UK) and University of Rome Unitelma
Sapienza (Italy). The conference was large-scaled and international. The international
program committee appreciated the high quality of the papers. The conferees came from
the western, central, and eastern parts of the European Continent. International
participants represented such countries as Turkey, UK, Greece, Portugal, Spain,
Austria, Italy, Netherland, Hungary and Romania. The conference participants
submitted papers reflecting recent advances in the field of the impact of digital
transformations on economic and social developments in the hospitality and tourism
sector. The conference was interdisciplinary in nature, with various research angles that
were discussed in the plenary sessions. The ICTDT2019 was organized to offer an
overview of the dynamics and trends of tourism with the aim of promoting a network
of researchers and experts who want to share their research visions and to disseminate
their knowledge.

The conference was organized into 9 sessions: Sustainability and tourism (Session
1 and Session 7); Social media and tourism (Session 2); Consumer behavior and tourism
(Session 3); Management and tourism (Session 4); Innovation and tourism destination
(Session 5); Wellness and tourism (Session 6); Tourism development and sustainability
(Session 8); Tourism and the economic and social impact (Session 9). The heterogeneity
of the applicative and methodological approaches highlights the wide-ranging analysis
of the topic.

In this book the reader will find a selection of papers presented during the
Conference sessions. The papers on the book proceedings of ICTDT2019 were blind-
reviewed by members of a scientific committee. Skanavis, C., N. Sardi, L.
Vourdougiannis and E. Chariompoli, through a critical analysis and an examination of
the literature studies the importance of communication in the outbreak of epidemics.
The authors stress the need for better risk communication through various information
channels to empower frontline providers so that they can provide adequate health
services and to promote safe and healthy travel. C. Skanavis, K. Antonopoulos, V.
Vitalis and V. Plaka, on the other hand, use the Skyros Island case study to analyze the
profile of tourists and their characteristics before, during and after their arrival at the
tourist destination. Furthermore, the paper attempts to assess the vital and unique
aspects of the relationship between tourism and the sustainable development of Skyros
Island. Cocco and Brogna address the topic of the use of social media in tourism,
focusing their attention on the Instagram case study. The authors investigate the role of
social networks in the pre/post travel experience. While, M. D’ Arco, V. Marino and R.
Resciniti show the importance of the Zero Moment of Truth (ZMOT) in the pre-
purchase phase of the “journey”. The authors find that ZMOT for tourism products and
services occurs through a variety of touchpoints (e.g., search engines, and social media).
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Dominguez Navarro and Gonzalez-Rodrigez offer theoretical advice and practical
guidelines that a low-cost accommodation venue can follow in order to improve their
Social Media performance.

Lo Presti, L, Maggiore G. and M. Mattana deal with tourism behaviour in the
ecotourism destinations. The evidence from eco-kibbutz customer experiences are
illustrated. The authors propose tourist approaches for choosing sustainable
destinations. The results can offer insights for hospitality and tourism service providers
on how to improve the customer experience by allocating investment so as to satisfy the
increasing number of eco-tourists during the whole customer journey. V. Alfano, E. De
Simone, M. D’Uva and G. L. Gaeta show that the exposition to television programs had
an impact on consumer habits. The results suggest that gastronomic-driven tourism
increases while the program is on air. G. Di Trapani talks about E-insurance: an
experiential and innovative component of the tourist journey, while V. Danneo, L.
Battaglia and E. Cedrola propose a tourist tour planning for a smart tourism system in
Calabria. R. Mihailescu deals with the impact of tourism development and its
consequences on biodiversity. The author illustrates the preliminary results with the
Nahoon River estuary case study in East London. The author finds that both locals and
visitors to the Nahoon Estuary place a high value on the improvement of the factors that
contribute to an increase of its recreational potential. F. Cappelloni, F. Baglioni and S.
Staffieri discuss the moto-tourists’ habits demonstrating that moto-aggregation and
moto-tourism could be opportunities to re-launch rural territories in a sustainable way.
P. Pavone offers an analysis of the dynamics and prospects in the digital age for the
Italian hotels. The authors demonstrate that in the digital era, the Italian hotel industry
has all the potential to be more competitive. Also Costa R. and Costa C. offer a firm’s
point of view and analyze how the investment dynamics of small and micro-sized
enterprises in the tourism sector can contribute to the creation of a strong and dynamic
business sector that contributes to qualifying and improving the destinations. Finally,
Migliaccio G. provides an excursus of the accessible tourism in Italy. The author also
presents some Italian initiatives for the disabled population and focuses on the current
and potential contribution of ICT and the digital reality based on the dissemination of
information on the Internet.

Acknowledgments

We would like to express our special thanks to conferees who with passion and enthusiasm have
contributed to enrich, through an abundance of information and insights, the theme of digital
transformation and sustainable development of the tourism and hospitality sector. We would also
like to express our gratitude to Prof. Luiz Moutinho for his lectio magistralis titled "Tourism
Futurology ". His contribution has given valuable insights for thought and personal growth on the
impact of digitalization on the tourism and hospitality sector. Finally, we want to thank the Rector
of the University of Rome Unitelma Sapienza, Prof. Antonello Folco Biagini, Prof. Gaetano
Napoli, Dean of the Department of Law and Economics, and the administrative offices of
Unitelma Sapienza for their technical and substantial support, without which this conference
would not have been possible.

Copyright ©2020 by Pearson S.p.a, Milano, Italy, ISBN 9788891914545 5



Table of Contents
Preface 4

= Analysis of mototourists' habits: focus on motoaggregation to develop
a touristic product
Cappelloni F., Baglioni F., Staffieri S. 8

= Economic size of Italian hotels: dynamics and prospects in the digital
age. Trends from a quantitative analysis on balances-sheets

Pavone P. 17

= Accessible tourism in Italy: state of the art and future prospects in the
digital age

Migliaccio, G. 32

= New tourism trends: the Istagram case study
Cocco V. and Brogna M. 45

= Risk communication at airports: dealing with public health threats
Skanavis C., Sardi C. N., Vourdougiannis L., Chariompoli E. 55

= Exploring travellers' customer journey: The relevance of Zero Moment
of Truth
D'Arco M., Marino V., Resciniti R. 64

= E-tourism: Chinese and Western competition
Danneo V., Battaglia L., Cedrola, E. 73

= The Imitation Game
Alfano V.; Ercolano S; Parenti B. 81

= Performance of Italian Hotel Companies in the Digital Economy:
Application of Anova Method
Pavone, P., Migliaccio G., Simonetti, B. 90

= Preliminary results from a Pilot Study regarding Estuary Valuation in
Urban Areas with a view to Tourism Development in South Africa
Mihailescu R. 108

= Sustainability and Tourism: the Tourism Observatory of Skyros Island
Vitalis V., Plaka V, Antonopoulos K, Skanavis C. 115

Copyright ©2020 by Pearson S.p.a, Milano, Italy, ISBN 9788891914545 6



= Tourist Approaches to Sustainable Destination: Evidence from Eco-
Kibbutz Customer Experiences
Lo Presti L., Maggiore G., Mattana M. 125

= The New Wave of Disruption and the Evolution in Insurance Services
for the Italian Travel Sector
Di Trapani G. 129

= [nvestment dynamics of tourism micro level firms...how to support
local economic development?
Costa R., Costa C. 140

= Budget Accommodation: Social Media and its uses
Dominguez-Navarro S., Gonzélez-Rodriguez M. R. 146

Copyright ©2020 by Pearson S.p.a, Milano, Italy, ISBN 9788891914545 7



Analysis of mototourists’ habits: focus on
motoaggregation to develop a touristic product

Flavia Cappelloni', Federico Baglioni?, Simona Staffieri3

Abstract Mototourism is a potentially profitable sector for rural territories [21], due to
the great interest of motorcyclists in secondary activities during trips. The study
analyses travel habits of mototourists, obtained by an online survey. Some aspects of
motoaggregation have been investigated, focusing attention on motor clubs, motor
meetings and digital aggregation. Findings show that motoaggregation and mototourism
could be opportunities to re-launch rural territories in a sustainable way.

Key words: mototourism, motoaggregation, sustainability, motor club, travel habits.

1 Introduction

Mototourism is an expanding touristic phenomenon, which only in recent years has
attracted the attention of institutions [21]. Despite the lack of information on
mototourism, especially regarding the Italian context, available data suggests that
mototourism is a profitable kind of tourism and mototourists have specific needs, that
should be taken in account to develop a good touristic product [9, 19, 20].

The Italian Motorcycle Federation (FMI) annually holds a mototouristic
championship and recently published a document where mototourism has been defined
as “mototouristic events with the main purpose to contribute in spreading a culture of
motorcycle tourism. Enhancing the Italian historical and cultural heritage and respect
the environment are the fundamental values of this discipline” [10]. This definition
highlights the ecological aspect of mototourism, even if it is not completely clear [10].

This article aims to partially fill the insufficiency of research about mototouristic
world, analysing aspects related to travel experience and motoaggregation. Findings
from this paper, in fact, provide a preliminary overview on traits of italian motorcyclists
and their travel habits, topics that are almost ignored by scientific literature.

! Flavia Cappelloni, University of Rome, Sapienza. flavia.cappelloni@gmail.com
2 Federico Baglioni, independent researcher. federico.baglioni@live.com
* Simona Staffieri, University of Rome, Sapienza. simona.staffieri@gmail.com
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2 Literature review

Mototourism is actually not only a way of travelling, but can be considered a leisure
phenomenon [24], because, as reported in a previous study [2], the pleasure of driving
is the most important aspect for motorcyclists during a trip. Other activities, in addition,
are also considered important, such as visiting a destination, eating local foods and
cultural visits. In general, the external environment and the cultural landscapes
influences travellers in their choice of accommodation [16, 23], but motorcyclists have
specific needs, for example the presence of specific or designated parking areas for
motorcycles [26]. For these reasons’ motorcyclists prefer Bed & Breakfast, farmhouses
and hotels, while campsites are the less preferred type of accommodation, due to
motorcycles’ lack of space for carrying luggage [2, 18].

Motorcyclists do mototourism prevalently using their own motorcycles, even if they
are not technically suitable for tourism, showing that mototourism can be considered a
sub-sector of motorcycling [2]. Furthermore, the curiosity for the vehicle and the
influence of motorcyclists’ friends and sport events on television are the main crucial
factors in becoming a motorcyclist [8].

A very important phenomenon that can strongly influence travel preferences is the
motoaggregation, which can be defined as the tendency of the motorcyclists to travel in
groups [24]. Motorcyclists are often seen in a negative way, especially if they are in big
groups, by the local population and even by some biker friendly facilities [6, 21].

Finally, despite the negative perception of motorcyclists, literature reports that
mototourism can be a responsible and sustainable tourism [15], because motorcyclists
are attracted by rural areas and strongly appreciate the high contact with nature [11, 13].

3 Method

The questionnaire has been divided in three sections, to add personal information, and
was destined only to respondents that own a motorcycle with a displacement higher than
250 c.c. (cubic centimeters), due to possible driving restrictions. Also scooters have
been excluded to obtain more congruent data, because this type of motorcyclists show
different habits. The three principal sections were about general aspects on
mototourism, travel preferences and travel experiences. A filter has been applied on this
last section, including only respondents that had taken at least one trip' during the last
year.

Data from this paper has been collected via an online survey, opened in April 2017
and remained available for 5 months?. Almost all answers and information have been
obtained from the web, in particular Facebook groups and sites about mototouristic

1 The trip must last at least one entire day, so respondents can be considered tourists.
% The questionnaire used is available on request, writing to flavia.cappelloni@gmail.com.
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travels (such as “Motociclisti italiani”, “Mr Helmet” and “Independent Free Bikers”),
where the questionnaire has been shared. Some experts’ motorcyclists have been
involved to help the refinement and test of the questionnaire before the data collection.

Some answers, like respondents that claimed to travel more than 1000 km per day,
have been cancelled because improbable or maybe resulted from a writing error. In
addition, values too far from the rest of the sample have been considered outliers and
have not been counted.

4 Empirical findings

3.1 Motorcyclists’ profile

From the survey 1.154 valid answers have been collected, with a strong prevalence of
male respondents (91%). The most part of the sample was from 34 to 51 years old, with
an average of 42 years of age, while the youngest and the oldest respondents were,
respectively, 18 and 88 years old. The data is in accordance with literature [17, 4] and
shows that mototourism is a kind of tourism suitable for people of every age and can be
adapted to different targets.

The majority of respondents were employed (86.3%), suggesting that availability of
time and money are main factors that influence travelling habits [4].

Some questions inserted in the survey were related to motorcycles owned by
respondents. Almost half of the sample (41.4%) owned a motorcycle with displacement
between 1000 and 1249 c.c., 24.7% in the range 500-749 c.c. and 26.4% owned a
motorcycle with displacement between 750 and 999 c.c. These findings show that the
most part of the sample own motorcycles with mid-range engine, while motorcycles
with very low or very high displacement are poorly represented. From findings it’s also
evident that most motorcyclists from the sample own a BMW (22.9%) or a Ducati
(15.5%) motorcycles, followed by Honda (13.8%), Yamaha (13.2%) and Suzuki
(8.0%).

A great number of respondents have owned their motorcycles for a long time and
the majority between 7 and 28 years (51.6%), while a single respondent owned his
motorcycle for 64 years. Although this value has been considered an “outlier”, the
distribution is still shifted to higher values (58 years), demonstrating that a great part of
respondents has expertise rather than being novices or first-time motorcyclists. In fact,
motorcyclists that own their motorcycles for no more than 6 years correspond only to
23.8%, while motorcyclists who own the vehicle for at least 7 years reach the 76.2% of
the sample. These findings suggest that travel experiences and habits of respondents
analyzed through this survey are probably well-established. Furthermore, their choices
during trip are hardly the result of an experimentation, but presumably come from a
routine process.
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3.2 Travel experience

An important aspect that has been investigated through the questionnaire concerns the
frequency and duration of the trips. As already mentioned in the first part of this section,
a condition needed to access the section of the survey called “travel experience” was to
have made at least one trip in the last 12 months. The 75.7% of the sample (874
respondents in total) tested positive for this requirement.

The highest response to the sample (26.7%) made two trips in the last year, followed
by respondents that made one (23.8%) and mototourists that made three (19.6%). It
must be noted that the percentage of respondents that made a lot of trips over 12 months
(more than six per year) is rather high (10%), with the 1% that reach the extreme value
of 20 trips per year. These findings suggest that mototourists travel willingly several
times a year, if possible. The readiness to make trips, in fact, can be obviously facilitated
by general good weather, but it’s mostly linked to availability of time and money, as
reported in the last subsection and described in previous papers [4, 2].

Concerning the trip duration, the most part of the sample claimed to make trips that
last on average 3 days (29.2%) and more than half of the respondents (68.3%) made
“short trips”, while 31.7% made “long trips” (31.7%). Depending on the definitions
proposed by ISTAT (Italian National Institute of Statistic), a “short trip”! lasts from 1
to 3 nights?, while a “long trip” lasts more than 3 nights. The choice of the number of
nights depends, also in this case, on time and money.

In this research the length of the journey has been investigated. In particular, the
daily average distance is between 251 and 500 km per day for the 60.5% of the sample,
followed by the range 0-250 km (29.2%): these two categories taken together reach the
89.7% (only 10% exceed 500 km per day). These findings show that a large selection
of respondents covers daily distances that are not very high. An interesting consequence
of this evidence is that, once the destination has been reached, motorcyclists can spend
their time in secondary activities, like tasting local foods or visiting other places close
by to their original destination [2]. This aspect is important because it can be
economically exploited and an opportunity to decongest areas affected by mass tourism
and promote sustainable tourism.

Mototourism can be a great opportunity for rural areas even because the type of road
chosen by motorcyclists to travel have been analyzed, revealing that almost the entire
sample (90.8%) prefers twisting and winding secondary roads, compared with only
1.4% of motorcyclists that opt for freeways. These findings suggest that motorcyclists
are inclined to use roads that are typically around little towns and rural areas.

! Touristic vacation trip includes trips for leisure, pleasure, relax, visit relatives and friends, beauty
treatments and religious reasons [12].
2 3 nights correspond to 4 days, as expressed in the survey.
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3.3 Motoaggregation

In previous sections, general behaviour and travel experience of motorcyclists have
been analyzed. This paragraph, instead, will focus on motor clubs and motoaggregation,
which is the tendency of motorcyclists to travel in a group that strongly influences the
touristic behaviour [24]. The perception of groups of motorcyclists by residents, in fact,
is critical for the success of a destination that want to exploit this kind of tourism, so
it’s important to investigate the way the owners of motorcycles interact in the collective
travel and spend their free time together, in order to personalize the tourism product
[19, 4, 15].

Motoaggregation is evident for being considered the spirit of “big family”, given
that motorcyclists that received that questionnaire keenly spread it very quickly inside
their social communities and in Facebook motorcyclists’s groups: in few days, in fact,
the survey reached hundreds of respondents. Even choices about destinations and
accommodations are influenced by opinions from other motorcyclists, confirming that
world of mouth inside the motorcyclism world is very common and should not be
underestimated [21, 4]. Despite this, the most part of the sample extract their
information for planning trips on internet sites (57%), both generic and specialists,
planning trips on their own (70.4%).

As reported in other works, motorcyclists drive and do secondary activities more
willingly in company with other motorcyclists [24, 4, 2]. For this reason, participation
in motor meetings are an important aspect related to motoaggregation, which have been
investigated and defined as an event “with recreational or sport purposes that involves
at least 50 motorists and provides for at least an itinerary with a motorcycle and a meal”.
FMI reported a precise classification of the type of mototouristic events, even if are
mentioned as daily excursions too, which is in contrast with the definition of tourism,
that provides at least one overnight stay (World Tourism Organisation, UNWTO) [22].
Furthermore, FMI gives great attention to the number of regions crossed by the
motorcyclists, but as already described [24] the destination is not the main trait of
mototourism, because motorcyclists primarily like driving [2].

Findings from the questionnaire show that motorcyclists that travel with a passenger
and other motorcyclists appreciate motorcycle events, but with lower percentages than
expected [3], meaning that Italian motorcyclists in general aren’t into motor meeting.
Moreover, only 38% of the sample (439 respondents) belong to a motor club.

Despite the quite low percentage, motor clubs are an aggregation factor and a vector
for travelling [5, 1], in fact the number of traveller is higher among respondents that
belong to a motor club (82.5%, compared to 71.6%; Figure 1) and they tend to make
more trips: the percentage of motorcyclists that make only one trip per year is 82.9%
instead of 90.4% of respondents that are not members of a motor club (Figure 2). These
findings suggest that motor clubs could be a key element of a touristic product that
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should be further investigated. A destination that wants to count on groups of
mototourists, in fact, should be aware of the presence of motor clubs in a specific area,
because it could be useful to attract other motorcyclists.

Figure 1: Number of travellers compared with their membership to a motor club. “Yes” in the figure is
referred to travellers, which means respondents that had taken at least a trip during the last year

Figure 2: Comparison of the number of trips between respondents that belong or don’t belong to a motor
club

Analyses of data show that 60.1% of respondents belong to a mixed-branded motor
club, while the 29% choose one which is monobrand' and the 9% is a member of a
mono-model motor club: these last two categories, taken together, approximate 38%.

! Monobrand means that the motor club involves motorcyclists that own a motorcycle with a specific brand.
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Motor clubs can be also distinguished in other categories: there are official and
unofficial motor clubs (Facebook groups, blogs, or sites), but some motor clubs are
specific for some types of motorcycles (vintage, endures'), others are related to public
and private bodies (fire departments, policeman, energy distributors, phone companies)
and there are also women’s motor clubs. As just mentioned, a great part of motor clubs
are, actually, unofficial groups of people that share the interest in driving and make trips
together. This kind of motoaggregation works principally on internet and this probably
comes by the necessity to develop a place of sharing away from official motor clubs
and negative traits of some of them: specific requirements, the pronounced sense of
rebelliousness and a very rigid hierarchical structure, with the presence of some rituals
or requirements, could in fact limit or discourage the membership [5, 1].

A particular case concerns respondent that own motorcycles of the three main
Japanese brands, Honda, Yamaha and Suzuki, that can be considered together, in
accordance with literature [1]. Even if well represented in our sample (35.0% in total),
respondents that own these motorcycles clearly prefer mixed-branded motor clubs, an
evidence that could be related with the limited diffusion of official clubs of these brands
in Italy, and the lack of great events organized by parent companies, that seem not to be
very interested in developing a capillary network.

As already mentioned, BMW and Ducati are the most chosen brands of the sample
and previous works confirm that these brands are extremely famous all over the world
and are considered icons of a specific idea of life [15].

Neverthless, a difference has been noticed: 37.7% of respondents that belong to
monobrand motor clubs, in fact, belong to a Ducati motorclub, while the percentage for
BMW is significantly lower (29.9%). Furthermore, almost half of respondents that own
a Ducati are a member of a motor club (49.7%) and the 71.1 % of them belong to a
Ducati motor club. The tendency is similar also considering BMW, but values are
significantly lower (43.7% and only 47.2%, respectively).

These findings show that Ducati is a very strong aggregator factor in Italy and this
could be due to the high power of its merchandise and the great effort of the parent
company to create a widespread network of motor clubs, also with the organization of
national and international events. For example, the World Ducati Week (WDW) is a
great event held every two years at the Misano Adriatico circuit, a place that is very
respected by motorcyclists, especially Italian ones. Everyone can participate from the
five continents [15] and there are no specific requirements, but it’s an unmissable
appointment for all Ducati motor clubs?. It has to be noted that other great international
events are organised by other parent companies, as BMW, KTM and Harley Davidson,
but in other countries away from Italy [15].

Concerning participation in motor meeting, only 54.6% of the sample took part at
least in one motor meeting in the last 12 months. The majority of the answers were
between 1 and 3 motor meetings (77%), while the highest value was one (36%),

! Endures are off-road vehicles, usually used for long-distance endurance racing.
2 WDW in 2018 reached almost 100 hundred people (Source: ducati.it) [25].
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compared to two (26%) and three motor meeting in the last year (15%). The 69.9% of
these categories of respondents claims to be very or extremely satisfied. Respondents
that didn’t attend a motor meeting in the last 12 months justified their choice with lack
of vacations and little interest in motor meetings. Economic availability and type of
motorcycle owned, instead, seems not to be relevant.

Despite scepticism around motor clubs, it must be noted that 70.6% of them organize
charity events, an aspect that has been taken in account also by FMI [10]. This fact
demonstrates that motor clubs are not only involved in activities related to pleasure of
driving or sportive world, but they are socially active. About this, it can be useful to
remember the great support that motorcyclists gave to Italian populations stricken by
the earthquake in 2016: between the various social initiatives, notably “Invaderemo
Amatrice”, that every year attracts hundreds of motorcyclists, favouring the re-launch
of the entire area'. This social engagement appears in apparent contradiction with the
idea of motorcyclists portrayed as rude and marginal people [21]. On the contrary, this
evidence confirms that motorcyclism could be part of a strategy for the development of
rural areas, as stated in literature [14].

3 Conclusions and implications

Mototourists travel essentially depending on availability of time and money, which
influences the choice of accommodation and secondary activities. Furthermore, the
almost total preference of motorcyclists for twisting or winding secondary roads,
compared to preference for freeways, make mototourism suitable to re-launch those
rural regions that do not have high road infrastructures.

The majority of the sample own motorcycles with an average displacement and they
are generally expert motorcyclists, so their travel preferences probably come from
routine and well-established choices. They make prevalently short trips, that last no
more than 3 days and they travel low distances per day to reach destinations, which
affect the free time available for secondary activities. The most part of the motorcyclists
make two trips per year, with an average value of 3.8.

Analysing motoaggregation, data showed that only a low percentage of respondents
belong to a motor club, but they correspond to the part of the sample that is more
inclined to travel with other motorcyclists or a passenger [2] and also to the part that
travel more. This means that knowing the dynamics of motor clubs could be useful for
destinations to better interpret the potentiality of the territory.

Motorcyclists of the sample seems not to appreciate much “institutionalized”
motoaggregation and just above half of respondents participate in motor meeting, while
the remaining part answered that they don’t like this type of activity. Furthermore, the

! Literally “We will invade Amatrice”, in 2019 reached the fifth edition. Amatrice is one of the small town
that has been completely destroyed during the earthquake. Source:
https://www.motoraduni.it/motoraduno/INVADEREMO-AMATRICE-5-STAGIONE/16020.htm
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most part of the sample that belong to a motor club prefers a mixed-branded motor club,
but a significant percentage of respondents that own a Ducati and belong to a motor
club tend to be a member of a Ducati motor club. This means that Ducati is a very
aggregative factor in Italy, thanks to the power of merchandise and the organization of
great events. In addition, some respondents belonging to a Ducati motor club own a
motorcycle of different brands and it would be interesting to investigate the reasons
why.

Therefore, we can state that mototourists travel gladly in company, preferring little
groups rather than “institutionalised” organization, planning trips on their own, using
internet and usually Facebook groups of unofficial motor clubs. Motor clubs and motor
meetings are aggregative factors and future researches could analyze the way to
intercept this market segment, which should be probably through unofficial channels,
in order to exploit motoaggregation and bring benefit for territories.

Findings from this paper suggest that motor clubs and motor meetings, also thanks
to their social and humanitarian activities, can be opportunities for rural territories [15].
A good strategy of touristic development, thus, should be planned, to avoid negative
resident perception, without affecting the environment in a unsustainable matter, as has
already occurred in some regions, as near Castelluccio [21, 7].

Knowing motorcyclists’ habits, in fact, permits the development of successful
touristic destinations and if a destination wants to rely on mototourists for its prosperity
it should be aware of motoaggregation, that could be a crucial attractive factor.
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Economic size of Italian hotels: dynamics and
prospects in the digital age. Trends from a
guantitative analysis on balance-sheets

Pietro Pavone

Abstract The recent digital, social and economic transformations have modified the
structure and characteristics of the accommodation capacity in Italy.

This paper investigates the dimensional dynamics that have affected the Italian hotel
offer over the past ten years, through a quantitative analysis that covered the balance-
sheets of a significant sample of hotels in the three macro-geographical areas of the
North, Center and South Italy. The main objective of the research is to verify whether
dimensional reconfigurations emerge from the balance-sheets of hotel companies,
implemented in response to the new challenges of the external environment. Current
trends and future perspectives are outlined, providing useful information to govern the
new changes.

Key words: italian hotels, economic size, digital age, digital technologies, structural
downsizing, balance-sheets

1 Literature Review

Only an interdisciplinary perspective can frame the theme of the recent frontiers of
tourism, empirically elaborating and testing new theories in the digital age.

About the dimensional factor, scholars of economic disciplines, driven by a
traditional neoclassical vision of the company, have always emphasized the importance
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of the concept of economies of scale. Indeed, Bauman and Kaen (2003) distinguish
between:

e technological theories, which focus physical capital and, therefore, economies of
scale as the main source of profitability;

e organizational theories, which address the issues of size and profitability using the
conceptual tools of transaction and agency costs;

e institutional theories, typical of corporate governance studies, which relate the
dimensional profile to environmental variables, often representative of economic-
regulatory frameworks.

However, it is certain that the study of the relationship between company size and
profitability is fundamental for a correct analysis of the genesis of added value
(Abdurahman et al., 2003; Sing and Schmidgall, 2013; Poldrugovac et al., 2016).
Several Italian economists have also focused their studies on the analysis of the origin
of hotel profitability (Liberatore, 2001; Ricci et al., 2007; Desinano, 2010; Molinari,
2017; Bonfiglietti, 2018; Iovino and Migliaccio, 2018a and 2018b). From a
methodological point of view, however, we can see the widespread propensity to
neglect the instrument of balance-sheet analysis of tourist companies, failing to
intercept trends that accounting can certainly reflect. Even the accounting studies
focused mainly on the analysis of the economic conditions of hotel management, rather
than on the evolution of size profiles.
Thus Xu (2017) carried out a correlation study between operational efficiency and hotel
profitability, referring to the research of Sami and Mohamed (2014) on the relationships
between economic, financial and management efficiency. The issue of managerial
efficiency, which also considers aspects linked to the question of the best size profile,
is developed by Ben Aissa and Goaied (2016) considering a sample of 27 Tunisian hotel
companies and then by Singh (2017) which highlighted the strategic role of revenue
management of Indian hotels. Similar in methodology to this paper is Nwosu's research
(2016) because it provides an overview of the dimensional and structural dynamics that
define, govern and shape the hotel industry sector in Nigeria.

In addition to the stimuli deriving from the academic literature, some data from
official statistics also offer hints for the insights proposed in this paper. For example, in
Italy, in line with the European trend, hotels located in urban areas are larger than those
in rural areas and hotel facilities are mainly concentrated in medium-sized urban centers
(Eurostat, 2018). Furthermore, the trend, generally decreasing since the beginning of
the 2000s and among the lowest in Europe, of the gross utilization rate of hotels clearly
shows an oversized offer compared to demand. The index, which reached its lowest
point in 2009, and again in 2017 was about 1% lower than at the beginning of the
millennium (Bank of Italy, 2018), was affected by some geopolitical events which,
starting from 2001, have had a negative impact on long-distance travel, as well as the
long economic crisis that has affected Italy since the second half of 2008. Indeed, there
is also a recent literature that has investigated the effects on tourism of the global
financial crisis of 2008 (Cohen, 2010; Feng et al., 2014; Perles-Ribes et al., 2016;
Grechi et al., 2017; Alvarez-Ferrer et al. 2018; Angel et al., 2018; Iovino and
Migliaccio, 2018a and 2018b), without nevertheless intercepting changes in the size
dynamics connected to the economic crisis.
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2 Method and empirical findings

The study is based on the following hypotheses.

It is hypothesized that technological and digital transformations have reduced the
importance of the physicality of corporate structures and processes and of the associated
economies of scale:

H1: hotel companies have responded to the changed competitive environment with a
smaller average size profile.

Furthermore, it is believed that the international economic crisis, by reducing the
economic resources of tourists, has held back the expansion of the hotel offer:

H2: the economic crisis has reduced the investments of hotels in Italy, favoring their
downsizing.

Finally, it is reasonable to believe that the economic and patrimonial figures in the
balance sheets of Italian hotels reflect the territorial specificities of the areas where they
are located:

H3: Italian hotels, located in different macro-regions due to their territorial
conformation and tourist vocation, also present dimensional differences.

From these reflections, the following research questions arise:

RQI1: what was the trend of the most representative dimensional indices in the
considered period?

RQ2: have the dimensional dynamics had a different evolution in relation to the
geographical location of the companies?

Object of the research are the balance-sheets of a sample of 5473 hotels with
turnover over 800,000 euros, from 2009 to 2018. The "columnwise" method was used
to consider for each variable all the available observations, always numerous and
therefore significant. The trends and the main statistics of the following dimensional
indexes are determined, illustrated and commented: total assets, total technical fixed
assets, turnover, operating result and number of employees. In addition to the national
temporal evolution, a disaggregated analysis by geographical macro-areas is provided:
North (Valle d’Aosta, Piemonte, Liguria, Emilia-Romagna, Lombardia, Trentino-Alto
Adige, Veneto and Friuli-Venezia Giulia), Centre (Toscana, Umbria, Marche, Abruzzo
and Lazio) e Sud Italia (Campania, Molise, Puglia, Basilica, Sicilia and Sardegna).

There were (figure 1) 2578 hotel businesses located in northern Italy, 1578 in central
Italy and 1317 in the south. Table 1 shows the high concentration of hotels in Lazio
(838, over half of the businesses of Central Italy) and in Lombardy (711, almost a third
of the hotels in the North); the southern region with the greatest presence of hotels is
Campania (460 compared to a total of 1317).

Figure 1: Data distribution by geographical areas
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Table 1: Data distribution by regions

Regions Obs. %

Lombardia 711 13,0%
Veneto 557 10,2%
Emilia-Romagna 464 8,5%
Trentino-Alto Adige 415 7,6%
Piemonte 185 3,4%
Liguria 129 2,3%
Friuli-Venezia Giulia 82 1,5%
Valle d’Aosta 35 0,6%
NORTH 2578 47,1%
Lazio 838 15,3%
Toscana 473 8,6%
Abruzzo 116 2,1%
Marche 93 1,7%
Umbria 58 1,1%
CENTRE 1578 28,8%
Campania 460 8,4%
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Sicilia 268 4,9%

Sardegna 213 3,9%
Puglia 209 3,8%
Calabria 105 1,9%
Basilicata 43 0,8%
Molise 19 0,4%
SOUTH 1317 24,1%
Total Italy 5473 100,0%

Total assets

This parameter, more exhaustive than the total number of rooms often used as a
dimensional measure (Zhang et al., 2011), highlights all the investments and resources
available to hotel companies. Table 2 summarizes, by geographical macro-areas, the
statistics calculated on the sample data.
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Table 2: Total assets — Statistics

North
2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
Obs. 1354 1428 1497 1574 1620 1711 1783 1874 1913 1489
Mea
n 9733 9451 9316 8368 8086 8357 8562 8555 9787 7928
Med
. 3205 3162 3161 2999 2993 2983 2914 2937 3026 3305
S.d. 36865.4 34220,1 33526,55 29030,63 28466,09 3106333 32849,6 32568,33 64731,72 26220,37
Var. 13590577 11710149 11240293 8427775 8103183 9649305 10790965 10606962 41901954 6875078
19 88 73 83 23 24 32 93 27 66
Min, 3 3 4 1 1 2 2 4 9 69
Max
. 789698 692212 670265 678829 657774 727173 725044 801186 2449875 726546
Centre
Obs. 757 790 824 855 897 938 973 981 992 638
Mea
n 8912 9725 8473 8905 8579 8477 8106 8135 8272 8310
Med
. 2607 2582 2458 2400 2380 2263 2285 2306 2413 2661
S.d. 2655722 34928,44 22850,93 31771,18 30876,6 30452,65 28098,2 2773323 271522 17797,93
Var. 70528574 12199957 52216490 1009407 9533643 9273640 78950870 76913215 73724173 3167663
8 46 5 63 80 63 6 7 96
Min. 7 7 8 7 2 1 10 11 1 117
Max
. 414368 682869 319200 682836 676502 670538 664206 658657 649286 149823
South
Obs. 659 687 720 750 775 824 868 894 883 479
Mea
n 8746 8636 8306 8111 7820 7362 7111 7184 7379 7192
Med
. 3980 3847 3935 3657 3315 3057 2765 2743 2953 2999
S.d. 21190,14 20898,41 20322,81 20848,21 20750,3 20499,66 20260,69 2044442 19768,20 22756,86
Var. 44902205 43674334 41301668 4346478 4305751 4202358 41049552 41797440 39078158 5178744
5 2 8 34 99 5 1 94
Min. 2 4 5 5 5 1 1 5 30 172
Max
370233 368653 373059 410489 416685 462239 464482 471850 425546 437723

Figure 2, which shows the evolution of the balance sheet assets by geographical area
and the comparison with the national value, shows the overall decreasing trend of the
average values, except for the hotels in Northern Italy which record a rise in values

after 2013. The minimum value is for Southern hotel companies (7111 in 2015), while
the highest is recorded in the North (9787 in 2017). Consistently with these
indications, the lowest values are present in the South (average value of 7784, well
below the national average: 8513).
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Figure 2: Total assets trend
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Technical fixed assets

These are the investments in productive factors that represent the operational and
productive structure of the company; they also measure structural rigidity and that of
production processes.

Table 3: Technical fixed assets — Statistics

North

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
Obs. 1354 1428 1497 1574 1621 1711 1784 1875 1914 1489
Mea
n 6625 6383 6234 5911 5703 5756 5845 5878 5717 5113
Med. 1980 1898 1892 1677 1632 1582 1477 1538 1521 1822
S.d. 24084,11 2207448 21350,62 2059042 20096,99 21079,04 22020,32 22097,31 21269,75 14299,71

Var. 58004436 48728265 45584878 42396524 40388913 44432608 48489440 48829118 45240206 20448177
4 0 2 0 7 5 2 4 8 9

Min. 0 0 -108 0 0 0 0 0 0 0

Max. 531477 519383 518259 510045 505382 499670 487831 509949 498708 379289

Centre

Obs. 757 790 824 855 897 938 973 981 992 638

Mea

n 6357 7053 5978 6416 6097 5963 5534 5417 5411 5189

Med. 971 788 774 673 543 517 464 515 545 714

S.d. 22388,6 30558,67 20187,78 27634,82 26706,69 26147,37 2412727 23217,58 22673,09 14069,18

Var. 50124956 93383219 40754658 76368346 71324734 68368499 58212508 53905602 51406921 19794175
4 8 9 9 4 6 2 7 5 8

Min. -183 0 -833 0 0 0 0 0 0 0

Max. 360504 595389 293868 591078 583562 576044 568528 559081 548468 141735

South

Obs. 659 687 720 750 775 824 868 894 883 479
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Mea
n 6592 6409 6207 6071 5815 5346 5058 4928 4988 4894

Med. 2731 2623 2556 2329 2105 1885 1508 1425 1600 1706

S.d. 164943 16110,82 15904,22 15911,74 16293,2 15072,87 14677,77 14355,74 14324,62 17066,77

Var. 27206198 25955848 25294431 25318361 26546839 22719141 21543680 20608740 20519485 29127477
5 8 4 7 2 0 2 8 5 0

Min. -32 0 0 0 0 0 0 0 0 0

Max. 284989 282905 287305 301131 327017 343617 338406 331946 326317 336313

From a comparison with the total assets (table 3), this rigidity is high for hotels, given
that structural costs constitute the prevalent part (about 70%) of total costs, in line
with similar results in the tourism sector encountered by Benevolo and Grasso (2019).
Figure 3 confirms the general trend of disinvestment already emerged by analyzing
the total balance sheet assets, showing an always decreasing trend of national average
values (from an overall average at the beginning of the period of about 6500 to an
average value of 5000 at the end of the period (4894 in the South, where the lowest
values are recorded). 4894 is also the minimum value, while the maximum is reached
at the Center in 2010, an area of the country where on average investments in technical
fixed assets are higher in the period under observation.

Figure 3: Technical fixed assets trend
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Turnover

It indicates the quantity of goods sold for which the relative invoices have been issued.
In the tourism sector, given the nature of the service offered by accommodation
facilities with payments that are normally imminent or even anticipated, it appears to
be a valid indicator of economic and size developments.
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Table 4: Turnover — Statistics

North

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
Obs. 1352 1428 1497 1574 1621 1711 1784 1875 1914 1489
Mean 2659 2773 2892 2734 2805 2913 3205 3196 3436 3588
Med. 1216 1252 1341 1315 1312 1350 1452 1527 1633 1775
S.d. 8056,33 8424,59 8678,60 8711,22 8889,42 894735 9810,57 9058,16 9729,61 9928,46
Var. 64904526 70973700 75318151 75885421 79021747 80055103 96247243 82050207 94665219 98574254
Min. 0 0 0 0 0 0 0 0 0 0
Max 149849 156095 146101 203598 210648 221947 261830 263149 272868 287694
Centre
Obs. 756 789 824 855 897 938 973 981 992 638
Mean 2327 2500 2606 2566 2599 2730 2867 2982 3151 3645
Med. 1259 1312 1315 1310 1316 1333 1399 1459 1519 1810
S.d. 4229,69 4520,43 4699,34 4594,67 4488,37 4917,86 4979,99 5201,44 5462,21 6340,92
Var. 17890267 20434302 22083759 21110992 20145499 24185343 24800340 27055017 29835737 40207251
Min. 0 0 0 0 0 0 0 0 0 0
Max. 52521 53326 58902 53022 51412 53352 55506 60243 62175 76328
South
Obs. 657 686 720 750 775 824 868 893 883 479
Mean 1742 1800 1905 1855 1848 1900 2003 2185 2418 2682
Med. 1091 1128 1178 1144 1169 1211 1305 1417 1532 1652
S.d. 2863,12 2929,46 2996,90 3031,59 2928,17 2879,99 2999,95 3164,15 3515,13 4506,94
Var. 8197466 8581749 8981417 9190554 8574177 8294354 8999718 10011872 12356135 20312497
Min, 0 0 0 0 0 0 0 0 0 0
Max 52387 56170 58922 63578 62942 63209 66073 71166 78540 84716

The trend (figure 4) is generally growing but there are significant differences between
the groups: the tendency of Central Italy follows the national one; higher values (equal
to 3020 on average) in the North; the turnover of Southern companies is much more
limited (average value of 2033). The range of variation fluctuates between 1742 in the
South in 2009 and 3645 in the Center in 2018 (table 4).
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Figure 4: Turnover trend
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Operating result

The difference between the value of production (net sales revenues plus revenues from
secondary services) and the cost of production is the result of characteristic
management.

Table 5: Operating result — Statistics

North

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
Obs. 1354 1428 1497 1574 1621 1711 1784 1875 1914 1489
Mean -86 -40 27 -63 17 76 197 206 245 248
Med. 21 37 49 28 35 46 80 86 101 106
S.d. 1928,4 1722,75 1277,97 2647,94 1355,5 941,69 1275,14 1179,49 1331,65 119789
Var. 3718721 2967858 1633196 7011575 1837377 886780 1625980 1391208 1773281 1434952
Min. -40561 -47231 -23497 -85697 -24695 12111 -11278 -14862 -28986 -7199
Max. 11001 10719 12955 13620 13493 19029 28586 30702 22018 35728
Centre
Obs. 757 790 824 855 897 938 973 981 992 638
Mean -63 -48 -6 -43 -33 54 26 109 123 240
Med. 22 36 40 29 35 42 43 53 60 77
S.d. 834,27 1510,18 999,88 1119,06 1332,33 806,71 1466,04 976,60 2569,92 1180,83
Var. 696009 2280658 999753 1252287 1775109 650787 2149262 953748 6604494 1394352
Min. -11692 -33274 -13535 -19075 -24110 -11348 -30883 -13934 -71318 -10334
Max. 7328 7046 7445 8270 8141 8998 8523 10218 23297 13628
South
Obs. 659 687 720 750 775 824 868 894 883 479
Mean 72 60 95 59 83 108 138 188 246 270
Med. 32 32 45 32 41 55 58 88 94 122
S.d. 569,64 579,87 682,07 754,11 707,44 604,28 616,71 701,68 842,90 899,95
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Var. 324491 336252 465226 568687 500477 365152 380327 492352 710473 809902

Min. -4229 -4382 -4596 -4604 -3788 -3771 -5282 -7088 -2148 -1748

Max. 6989 7775 12818 15651 15206 11134 8729 12610 18171 16814

In the two-year period 2008-09 the global economic crisis has significantly affected
the arrivals and presences of foreigners in Italy, which however have started to
increase rapidly since 2010 (Istat, 2017). For the Italians, on the other hand, the most
marked decline was recorded in the three-year period 2011-13, in correspondence
with the sovereign debt crisis, which caused a significant reduction in national
consumption, including expenses for tourist trips. The operating result of the
companies reflects these dynamics (table 5), recording low and in some cases negative
values both at the Center and in the North, before a new fall after 2011. The results
are better and exponentially increasing starting from 2013 (figure 5).

Figure 5: Operating result trend
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Number of employees

In general, in the tourism sector, where hospitality is a necessary condition for creating
value, the human factor remains today a strategic variable. According to the
Unioncamere report of 2018, between 2008 and 2017 employment in tourism
increased by about 20%.

Table 6: Number of employees — Statistics

North

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
Obs. 1046 1130 1466 1571 1614 1708 1782 1871 1907 1488
Mean 25 23 29 29 26 27 27 27 29 29
Med. 10 7 16 16 15 15 15 16 17 17
S.d. 84 80,76 70,44 72,08 64,14 62,55 60,46 50,42 58,5 59,18
Var. 7056 6522 4962 5195 4114 3913 3656 2542 3423 3502
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Min. 1 1 1 1 1 1 1 1 1 1

Max. 1459 1365 1240 1755 1414 1303 1356 805 1255 1280
Centre

Obs. 594 630 802 850 891 936 973 978 988 637
Mean 19 18 25 25 24 23 23 25 26 29
Med. 9 5 14 14 13 13 13 14 15 16
S.d. 42,89 44,83 43,49 45,88 45,25 40,11 40,55 41,29 41,10 47,84
Var. 1839 2009 1891 2105 2048 1609 1644 1705 1689 2288
Min, 0 0 0 0 0 0 0 0 0 0
Max. 415 447 529 551 600 463 425 420 424 588
South

Obs. 506 519 700 748 769 820 861 886 874 476
Mean 16 14 23 24 19 18 19 22 24 28
Med. 7 0 16 16 13 13 14 16 17 20
S.d. 38,55 31,34 3545 37,04 21,25 20,85 21,97 26,60 26,77 28,02
Var. 1486 982 1257 1372 452 435 483 708 716 785
Min 2 2 1 1 1 1 1 1 1 1
Max. 657 462 672 705 176 188 225 409 313 228

Considering table 6 and figure 6, the employment rate is higher in the North
(on average 27 employees, above the national figure: 24.8). In the South the
value is on average lower: 20.7. The dynamics of Central Italy (on average
23.7) follow the national one. However, the general trend is upward (28
employees in 2017 in the South and 29 in other areas). The minimum value is
in the South at the beginning of the period (16).

Figure 6: Number of employees trend
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3 Conclusion and implication

The present quantitative research has analyzed the main dimensional indexes derived

from the financial statements of 5473 hotel companies operating in the three Italian

geographical macro-areas (North, Center and South) from 2009 to 2018, an extremely
significant time span because it is crossed by epochal tendencies:

o the development of the sharing economy and online intermediation channels,
which favored the further expansion of B&Bs and the offer of private
accommodation;

o the global financial crisis, whose consequences in 2009 still slowed down the
entire Italian economy and that of the tourism sector.

In this renewed scenario, the penetration of digital technologies increases the
possibility of differentiating and distributing on the territory the accommodation offer,
attenuating some elements of fragility deriving from the scarce presence of large
tourism companies, for the benefit of less sized structures that are more difficult to
attract customer attention. This would explain the downsizing of assets in the balance
sheets of the analyzed sample (H1), with a reduction in fixed structural costs without
reducing profitability and competitiveness in the sector. Hotel companies, already
affected by structural downsizing phenomena due to the crisis, then produced negative
operating results precisely in the hardest years of the crisis and in those immediately
following them, with turnover down in the period 2011-2013 (H2). Finally, it is noted
that tourism in Italy remains a "territorialized" phenomenon (H3): there are areas to
be exploited to benefit from the potential of the sector, especially in the South, where
hotel companies appear relatively undersized and where, given the delay in
development in this area, the benefits could be greater in terms of impact on territory
and employment.

The main limitation of this study is its almost exclusively quantitative nature based
on balance sheet data of companies with at least € 800,000 in turnover. Furthermore,
the survey refers to the individual balance-sheets of hotel businesses and, therefore,
does not consider the possible presence of groups of companies. Then, balance-sheet
considerations should be integrated, in an interdisciplinary way, with qualitative
analyzes, given the social, environmental and ethical impacts of tourism. In
conclusion, it is believed that this paper has different implications: the first relates to
the method, which can be replicated to favor auspicious comparative analyzes. The
study can also be useful to public decision-makers and administrators who want to
develop policies to promote tourism in the territories. It could also help hotel
entrepreneurs, helping them to understand the genesis of profitability.

4 Citations and References

1. Abdurahman, A., Awad, S.H., Erik, V.N. & Jeffrey, S.R.: Indicator variables model of firm’s size-
profitability relationship of electrical contractors using financial and economic data. Journal of
Construction Engineering and Management, 192-197 (2003)

2. Alvarez-Ferrer, A., Campa-Planas, F. & Gonzales-Bustos, J.P.: Identification of the key factors for
success in the hotel sector. Intangible Capital, 14(1), 74-98 (2018)

Copyright ©2020 by Pearson S.p.a, Milano, Italy, ISBN 9788891914545 30



16.
17.

18.

20.

21.

22.

23.

24.

25.

26.

27.

28.

Angel, K., Menéndez-Plans, C. & Orgaz-Guerrero, N.: Risk management: comparative analysis of
systematic risk and effect of the financial crisis on US tourism industry: Panel data research.
International Journal of Contemporary Hospitality Management, 30(3),1920-1938 (2018)

Banca d’Italia: Turismo in Italia. Numeri e potenziale di sviluppo, n. 23. Roma, Italy (2018)
Baumann, H.D. & Kaen, F.R.: Firm size, employees and profitability in U.S. manufacturing
industries. Soc. Sci. Res. Net., 13, 71-79 (2003)

Ben Aissa, S. & Goaied, M. (2016), Determinants of Tunisian hotel profitability: The role of
managerial efficiency. Tourism Management, 52, 478-487.

Benevolo, C. & Grasso, M.: Destinazioni e imprese turistiche. Milano, Italy: Franco Angeli (2019)
Bonfiglietti, F.: La gestione professionale dell'azienda alberghiera. Milano, Italy: Franco Angeli, 1-
314 (2018)

Cohen, E.: Tourism crises: A comparative perspective. International Journal of Tourism Policy, 3(4),
281-296 (2010)

Desinano P.: Hotel revenue management. Un approccio consapevole. Milano, Italy: Franco Angeli,
1-164 (2010)

Eurostat: Methodological manual on territorial typologies. Luxembourg (2018)

Feng, W., Ma, Y. & Deng, S.: FJ CTS Group: Strategic restructuring for turnaround. Asian Case
Research Journal, 18(1), 199-221 (2014)

Grechi, D., Ossola, P. & Tanda, A.: The European tourism industry in crisis: A stock market
perspective. Tourism Analysis, 22(2), 139-148 (2017)

Iovino, F. & Migliaccio, G.: Profitability dynamics of tourism companies during the crisis period
2007-2015. In Vrontis D., Weber Y., Tsoukatos E. (Eds), Conference readings book proceedings,
11th Annual Conference of the EuroMed: Research Advancements in National and Global Business.
Theory and Practice, Valletta, Malta, September 12th-14th, EuroMed Press: Cyprus, 663-677 (2018a)
Tovino, F. & Migliaccio, G.: Financial dynamics of tourism companies, travel agencies and tour
operators, during the crisis period. In Conference Proceedings: 2nd International Scientific
Conference on Economics and Management - EMAN 2018: Economics & Management: How to Cope
With Disrupted Times, Ljubljana, Slovenia, March 22th, Printed by: All in One Print Center, Belgrade,
693-702 (2018b)

Istat: Conto satellite del turismo per I’Italia. Statistiche report (2017)

Liberatore, G.: Nuove prospettive di analisi dei costi e dei ricavi nelle imprese alberghiere. Milano,
Italy: Franco Angeli, 1-202 (2001)

Molinari, V.: Profit Management alberghiero. Filosofia, tecniche e strategie per I ottimizzazione dei
ricavi dell’albergo. Milano, Italy: Franco Angeli, 1-114 (2017)

Nwosu, B.: A review of the hotel industry in Nigeria: size, structure and issues. Worldwide
Hospitality and Tourism Themes, 8(2), 117-133 (2016)

Perles-Ribes, J. F., Ram n-Rodr guez, A. B., Sevilla-Jiménez, M. & Rubia, A.: The effects of
economic crises on tourism success: An integrated model. Tourism Economics, 22(2), 417-447 (2016)
Poldrugovac, K., Tekavcic, M. & Jankovic, S.: Efficiency in the hotel industry: an empirical
examination of the most influential factors, Economic Research-Ekonomska Istrazivanja, 29(1), 583-
597 (2016)

Ricci, P., Jannelli, R. & Migliaccio, G.: Profili gestionali e rivelazioni contabili delle imprese
alberghiere. Milano, Italy: Franco Angeli, 1-258 (2007)

Sami, B.A. & Mohamed, G.: Determinants of tourism hotel profitability in Tunisia. Tourism and
Hospitality Research, 14(4), 163-175 (2014)

Singh, A.J. & Schmidgall, R.S.: Does Financial Performance Depend on Hotel Size? Analysis of the
Financial Profile of the U.S. Lodging Industry. Hospitality Review, 30(2) (2013)

Singh, A.: Competing for profitability: The role of revenue management as a strategic choice for
indian hotels. The Indian Hospitality Industry: Dynamics and Future Trends, 86-104 (2017)
Unioncamere Campania: Il bilancio del 2016 e prime evidenze per il 2017. Fondazione Istituto
Guglielmo Tagliacarne. Osservatorio economico della regione Campania (2018)

Xu, X.: Evaluating operating and profitability efficiencies of hotel companies. International Journal
of Information and Decision Sciences, 9(4), 315-333 (2017)

Zhang, H., Zhang, J., Lu, S., Cheng, S., & Zhang, J.: Modeling hotel room price with geographically
weighted regression. International Journal of Hospitality Management, 30(4), 1036-1043 (2011)

Copyright ©2020 by Pearson S.p.a, Milano, Italy, ISBN 9788891914545 31



Accessible tourism in Italy: state of the art and

future prospects in the digital age
Guido Migliaccio

Abstract Commonly accepted ethical principles, but also profitable economic logic,
require attention to the tourist needs of people with disabilities. The paper illustrates
the evolution and current situation of accessible tourism in Italy, and its possible
prospects, in the digital age. In fact, many current results and even future projects are
linked to the evolution of the IT technologies that often replace the human assistance
of people with disabilities. The evolution of the sector is presented, also considering
the recent regulatory changes. Some Italian initiatives for disabled population are
described. Then the focus is on the current and potential contribution of ICT and
digital reality based on the dissemination of information on the Internet. Italy can be
an important example for many other countries.

Key words: Accessible tourism in Italy, Universal tourism, Disability,
Benchmarking, ICT, Information and Communications Technology

1 Introduction

The Italian population with disabilities is constantly growing (Istat, 2017; Lagana,
2017; Censis, 2014), and this creates new ethical, social and economic problems. An
inclusive society designed and managed “for all” is therefore the subject of frequent
reflection (Migliaccio, 2015b & 2016b; Levitas, 2005), also in the business economic
field, developing the logics of “disability management” (Metallo et al., 2009;
Migliaccio, 2015a, 2016a & 2019a; Angeloni, 2010, 2011 & 2013b; Borgonovi &
Angeloni, 2016; Borgonovi & Angeloni, 2017).

The tourism sector is not exempt from this distance, also induced by ethical
principles (Nicolaides, 2018a; 2018b, 2018¢c & 2019; Ramphal & Nicolaides, 2018;
Nicolaides & Grobler, 2017) and by significant profit opportunities.
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The theme also affects Italy, which remains a desired tourist destination (ONT,
2018), despite the growing competition from developing countries. It is rapidly
developing inclusive tourism initiatives (Migliaccio, 2018b & 2019b).

An important role for achieving a tourism for all is played by ICT (Information
and Communications Technology) (Migliaccio, 2016b) which will have an essential
function in the new digital societies.

2 Purpose, methodology and structure of the paper

The main purpose of this paper is to illustrate the situation of accessible tourism in
Italy, and its future prospects, in relation to the use of the most modern ICTs.

The research questions are:

* RQI: What are the main experiences of Italian inclusive tourism, exemplary
for other countries?

* RQ2: What is the contribution of ICT for inclusive tourism in Italy and in the
world?

After a brief review of international literature, the paper tries to answer these
questions.

The hypotheses are:

» HI: Italy makes tourist sites accessible.

+ H2: ICT promote inclusive tourism.

This research favors benchmarking, proposing exportable experiences in other
geographical areas, stimulating learning and creativity (Fondazione Cariplo, 2008;
Garbellano, 2006; Keegan & O'Kelly, 2007; Watson, 1995). It can therefore bring out
gaps in one region compared to others, and thus stimulate public authorities and
private companies to intervene to improve services to the population with disabilities.

Tourism is a privileged theme for benchmarking (Buhalis et al., 2012; De Salvo et
al., 2013): this is also the case for the accessible one.

This paper proposes several critical considerations, considering the latest
developments and reviewing the best international bibliography. This work offers
interdisciplinary value because it originates from the combination of technical (ICT),
general economic, managerial, and ethical aspects.

3 Literature Review

The bibliographic analysis can be distinguished with respect to the theme of accessible
tourism and that of ICT.
Accessible tourism

The critical collection of the main contributions is edited by Small & Darcy
(2010a) and by Ibarra et al. (2016). It is possible to distinguish studies related to the
demand and the supply of the market.
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The characteristics of the disabled tourist are outlined in Gallucci & Marino
(2009), Lurgi, (2009), Figueiredo et al. (2012) and Gassiot et al. (2018). This latest
study also proposes a particular classification, despite the extreme diversity of
disabilities, which could also lead to personalized services (Zajadacz, 2015).
However, the common needs are described in Zenko & Sardi (2014).

The importance of inclusive tourism for society and the economy is underlined by
Lehto et al. (2018) and from Eichhorn et al. (2013) according to which tourism offers
greater possibilities to develop a sense of self-identity, as highlighted by the strong
denial to make use of specialised operators.

A different culture also allows the overcoming of the resistance of people with
disabilities who fear to encounter physical and psychological barriers (Pagan, 2012)
and therefore choose a tourist destination in relation to criteria different from normal
people (Darcy, 2010).

International literature underlines the importance of inclusive tourism,
highlighting its benefits, as well as the respect of ethical principles (Kulichova, 2014;
Popiel, 2014; Foggin, 2010; Small & Darcy, 2010b; Kastenholz et al., 2015). Some
contributions, instead, focus on the role of public authorities and on the most recent
regulatory reforms (Shaw, 2011; Goodall et al., 2004; Shaw & Coles, 2004). The
situation is very different in different countries (Devile & Kastenholz, 2018;
Dominguez Vila et al., 2015; Le et al., 2012; Patterson et al., 2012; Grdschl, 2007;
Cernaianu & Sobry, 2011).

The spread of accessible tourist environments favors all users (Buhalis et al.,
2012), with benefits for companies' profitability (Morad, 2007).

However, a widespread culture of inclusion is needed, forming the new
generations (Bizjak et al., 2011) and making use of third-sector companies (Hunter-
Jones & Thornton, 2012).

These themes, with reference to the Italian reality, are proposed in Agovino et al.
(2017), Angeloni (2013a), Migliaccio (2014; 2018b & 2019b), Gelarda & Bardi,
2011; Leone, 2013; Lepri, 2011; Citarella, 2016; Bardelli, 2007; Arenghi, 2001;
Fauzzi et al., 2008) as well as in useful operational guides (Integrated Cooperatives
Consortium, 1992; Fantini & Matteucci, 2003; Touring, 2004).

ICT for accessibility

A brief reference to research related to technological innovations (Bogdanova &
Gjorgjevikj, 2015; Govardhan et al., 2015, ecc.). ICTs mainly represent the main
solutions for health problems (Haluza & Jungwirth, 2015; Salkever et al., 2000) and
for teaching students with disabilities (Garbutt & Kyobe, 2013; Bocconi & Ott, 2013;
Aesaert et al. 2015; Salehi et al., 2014; Sbattella & Tedesco, 2013; Papavasiliou et al.,
2014; Istenic Starcic & Bagon, 2014; Lidstrom & Hemmingsson, 2014).

After schooling, ICT helps with the inclusion of disabled people in society by
promoting the ethical principle of equal opportunities (Toboso, 2011; Foster, 2011).
Some studies are: Falch, 2014; Bada, 2012; Ishida, 2015; Youngsang et al., 2007;
Seneviratne & Percival, 2005.

ICT are not enough to eliminate prejudices against people with disabilities: a new
culture is needed, based on different values!
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4 Description and Discussion: accessible Italian tourism

In 2013 the public authorities presented the first "White Book" on tourism for all in
Italy (Mission Structure for the Revival of the Image of Italy, 2013; Angeloni, 2013a)
which also outlined the highlights of the development of accessible tourism, which,
in the first decades of the Republic, coincided with social tourism, often assisted by
voluntary associations. Only at the end of the previous millennium, are the first
initiatives related to accessibility, including seminars and conferences, followed by
some projects (Italy for everyone, Yes, travel ... tourism for everyone, STARe -
Tourist Services for Accessibility and Comfortable Residence, Vademecum for
tourists with special needs, SuperAbile portal; Charter of Rimini, The Park belongs to
everyone. The world too; Accessible Cities of European Regions; Hospital City Card,
Italian Institute for Tourism for All; Calypso project) and numerous books and
manuals, including: Laura & Petrangeli (2003), Fantini & Matteucci (2003), Touring
(2004), etc.

This also in relation to an international and Italian regulatory development,
accompanied by special "accessibility posters" (of accessible tourism and culture
accessible to all) and by "guidelines for overcoming architectural barriers in places of
cultural interest (Mibac, 2008; Caprara et al., 2008). Many initiatives have been
financed by public entities, in addition to activities of associations or foundations
(Attanasio, 2009).

The different situations related more or less directly to accessible tourism are
briefly described (Migliaccio, 2014 & 2019b):

1) Transports

Italy has gradually adopted measures to ensure the mobility of disabled people,
breaking down architectural barriers and providing assistance (Serluca, 2009), in
consideration of the fact that easy transports are absolutely necessary. Projects to
improve the accessibility of public transport promote wheelchair access, disseminate
vocal announcements for the blind and light warnings for deaf people. Free calls are
also provided and the standard routes are diverted to the disabled person's home.
Trains have reserved seats for people with disabilities and accessible toilets, after
having assisted the customer at the station. This in addition to tariff concessions.
Similar guarantees for air and sea travel. Almost all of these facilities use modern
computer and digital technologies.

2) Accommodation and catering

Common parts and services and a number of rooms and outdoor areas are equipped
for people with reduced or impeded mobility, ensuring their safety (Migliaccio, 2012),
even with modern digital devices.

A set of guidelines for hoteliers (Vitali, 2009) is widespread, with the main
provisions regarding accommodation, catering and above all the dissemination of
information to allow the benefits of the surrounding area to be enjoyed, hoping for
effective networks between companies (Migliaccio et al., 2018c). Special staff
training is required. The situation is in development, despite deficiencies that generate
discomfort (Leone, 2018).

3) Museums
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In museums, for people with motor disabilities it is necessary to remove
architectural barriers; for the blind it is necessary to provide audio guides and obstacle
detection systems, allowing tactile exploration or reproducing smells and sounds
(Caruso, 2011; Bellini, 2000; Association of friends of the Carrara Academy Onlus,
2011).

Positive experiences are at the National Gallery of Modern Art in Rome, the Parma
Opera Museum. The tactile museums: Homer at the Mole Vanvitelliana of Ancona,
of Varese, of the Regional Braille Printing House of Catania, Anteros of the Institute
of the blind "Francesco Cavazza" of Bologna, etc. The Alinari national museum of
photography in Florence and that of the natural sciences of the lake and the mountain
of Trarego, Cheglio and Viggiona (VB) are also accessible museums, which
reproduce entire natural environments.

4) Churches

Accessibility problems that can be overcome with ramps. Internal obstacles that
can be used with walkways. Crypts and bell towers would need elevators if possible.
Many secondary accesses (Arenghi, 2003; Della Torre & Pracchi, 2003) would have
no particular aesthetic requirements.

The visit should be directed with multimedia information or digital devices to
replace people. Many Italian churches have fulfilled these normative and moral
precepts.

5) Natural parks

In Italy there is a set of guidelines for accessibility to protected natural areas
(Lancerin, 2003; Vacca, 2010) that should be planned at the origin to prevent
subsequent and higher charges of adaptability. It is necessary to plan entrances next
to the parking areas for disabled people, create pedestrian paths accessible to all with
the necessary equipment.

Multimedia information must specify the difficulties of the paths. Ecological
minitaxis can facilitate travel.

The best experiences: Adamello Brenta with accessible path of Lake Tovel,
Panaveggio-Pale di S. Martino, of Majella, of Sila, of Stelvio, of Garda of Brescia, of
Gran Paradiso, Agricultural South Milan, etc.

6) Archaeological parks

Among the first in the world (Bishop, 1996), usability depends on the extent and
the need to safeguard aesthetics. The "visitability" is possible by identifying routes
that can be followed with tactile maps, areas equipped for refreshment and assistance
services. For blind people, audio guides and sensors can be provided to indicate
obstacles. For the deaf, illustrated publications and/or expert guides in sign language
are desirable.

Best practices: Rome (Colosseum and Archaeological Area of the Markets of
Trajan), Pistoia Underground, Naples (Roman Domus in the basement of Palazzo
Ricca), Ozzano (BO) near Claterna (archaeological site of the historic Roman city),
Reggio Calabria (Archaeological Submarine Park), etc.

7) Sport facilities

Sports tourism (Jannelli, 2009) is favored by special associations and by the
promotional effect of the para olympics, even in winter, which were also held in Italy.
Individual football clubs are developing accessible facilities and services, in addition
to tariff reductions.

Copyright ©2020 by Pearson S.p.a, Milano, Italy, ISBN 9788891914545 36



8) Beaches

Accessibility requires parking near the entrance, facilitated pedestrian routes, free
access to all services, private posts on the beach, comfortable entry and exit from the
sea, toilets, showers, accessible changing rooms, guidance and assistance for blind
people. Attention must be paid to mental disabilities, also to protect other tourists.
Numerous positive national experiences.

5 Description and Discussion: the contribution of ICT

The concept of technology includes the entire set of knowledge regarding the
production process and the benefit that could come from it (Festa, 2009; Migliaccio,
2014): the value of technology in supporting disability is clear when it is accessible
and usable.

The new technologies include many instruments. ICT create modular, accessible
platforms that provide a computing environment for people with disabilities
accessible (Rivas-Costa et al., 2014). Relying on a standard device allows dependent
individuals, especially people with disabilities, to introduce new technological
advances in communication and information management into their everyday lives.

The technologies in support of disabled peoples’ activities are very useful.

In particular, it is possible to outline some typical aids of accessible tourism.

First of all, all the most recent devices must be mentioned which allow the
dissemination of information and above all assistance to people with disabilities,
highlighting better the routes and describing possible tourist attractions. Examples of
this kind are relatively present, especially in museums and archaeological areas. They
take more different forms: from agile headsets to robots that almost entirely replace
an assistant person.

Basically all the aids are based on mobile devices equipped with sensors capable
of detecting the position of the disabled person in the context of his environment.
Therefore, they orientate the person and provide all possible information. In this way,
any environment, including those of tourist importance, such as museums, naturalistic
or archaeological parks, can be accessible and enjoyable, even by people with
disabilities (Pierdicca et al., 2016).

There are also more complex projects that favor the iteration between databases
and other useful information so that specific software can provide complete
information to the population with disabilities. See, for example, the framework that
stores and manages tourism information and makes this information available to be
used by mobile applications developers through specific web services proposed by
Ribeiro et al. (2018).

Reference is also made to the conceptual framework relating to the applications of
artificial intelligence, object of the research of Tsaih & Hsu (2018). In particular, the
research defines an “intelligent” tourism that, thanks to digital applications, allows
intelligent destinations, intelligent tourism experiences mediated by technology that
facilitates customization in relation to the typical characteristics of the constantly
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monitored context. This complex digital system is supported by smart companies with
their information that also facilitates typical e-commerce exchanges.

Smart tourism is based on the ability to collect, analyze and use huge amounts of
data. This is possible through the rapid development of ICTs such as artificial
intelligence, cloud computing, mobile devices, big data mining and social media.

Obviously almost everything passes through the efficiency of the internet network
which remains the most abundant, accepted and comprehensive source of information,
and which is therefore the basis for the development of accessible e-tourism. In fact,
all the described applications and any other possible implementation of e-commerce,
digital, web, mobile and ICT solutions pass through the internet. (Ivanovié, 2015).

This derives from the complementary nature of tourism products which requires
information to be easily accessible everywhere: the network has had the merit of
having contributed to the increase in tourist demand (Ramos & Rodrigues, 2013).

6 Conclusion and implication

The described Italian experiences denote a growing sensitivity of a small nation that,
with modest investments, is trying to make accessible tourist environments to the
benefit also of non-disabled people. These results were also achieved thanks to
younger and more sensitive leaderships and more modern regulations, despite limited
public funds The technological development that provides low-cost products also had
an impact.

This overview, although incomplete, allows us to confirm the two initial
hypotheses. The Italian Republic has been characterized by a progressive attention to
the needs of the population with disabilities also on the tourist theme, where there are
considerable efforts for the usability of the main sites (H1), despite some delays and
sometimes still lacking communications (Leone, 2018).

These confirmations derive from the brief examination of the main initiatives that
favored access for people with disabilities to the main tourist sites (RQ1). This is also
considering the peculiar tourist connotations of Italy and its growing latent demand
(Agovino et al., 2017) which is progressively finding acceptance, even considering
the economic convenience and a changed sensitivity towards disability.

The ICT and all digital innovations are obviously fundamental for the
development of an inclusive society (H1), as shown by the outlined brief report on
telematics technologies - accessible tourism (RQ2). With ICT, the lives of people with
disabilities can be improved, allowing them to better interact in society by widening
their scope of activities. ICT can be a powerful tool to people with disability in their
battle (Migliaccio, 2016b):

- to gain employment;

- to increase skills, confidence, and self-esteem;

- to integrate into the community;

- to reduce physical or functional barriers.

A new culture is important but equally important is the availability of technologies
that give greater independence. The solution is to increase the culture of inclusion, the
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availability of ICT, the disbursement of public funds for access to education and
culture for people with disabilities, and finally, to disseminate the principles of
disability management. ICT can also help overcome the diversity and disability
management. ICT can also create an inclusive economy (Sabharwal, 2014). Disability
can become an opportunity to innovate structures, processes, and products and to
renew management’s style as well as the business and work atmosphere, but only
using new ICT!

This interdisciplinary research is only a descriptive and purposeful study.
However, it can become a framework for detailed analysis, perhaps supporting
theoretical insights with critical analyzes of real cases.

The practical implications are easy to understand. The first users can be public
authorities that deal with tourism and equal opportunities, as well as the dissemination
of technologies. Other beneficiaries are associations and foundations dedicated to
assisting people with disabilities and private transport companies, offering
accommodation and catering services, organizing fairs, shows, concerts, sporting
events, etc., or also to welcome and tourist guide at museums, places of worship,
naturalistic or archaeological parks, etc. This paper can also be useful to scholars of
the social phenomena of the most needy and of the evolution of the tourist economy.

Italian experiences can also be exported to other countries that wish to undertake
paths of inclusion of tourists with "special" needs, obviously assessing the context,
the needs of the resident population with disabilities and its number. The action of
each country also depends on the prevailing cultural trends, more or less favorable to
inclusion (Migliaccio, 2018a) and also depends on public and private economic
resources.
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New tourism trends: the Instagram case study

Valeria Cocco and Marco Brogna

Abstract The research displays the changes in the tourist market, the fast development
of the digital tourism and the advent of social networks in tourism sector. In particular,
the attention is focused on the new perception by the consumer in digital tourism and
the role of social networks in the pre and post travel. Thus, the work is going to focus
on the Instagram case study, as a powerful marketing and inspirational tool.

Riassunto La ricerca intende mostrare i cambiamenti nel mercato turistico, il rapido
sviluppo del turismo digitale e I’avvento dei social network nel settore turistico. In
particolare, si concentra I’attenzione sulla nuova percezione da parte del consumatore
nel turismo digitale ed il ruolo dei social network nelle fasi pre e post viaggio. Il lavoro
si concentrera, dunque, sullo studio di Instagram, come fonte di ispirazione per il
turista e come potente strumento di marketing.

Key words: social network, digital tourism, new trend.

8 The digital tourism evolution

Tourism appeared as a constantly changing phenomenon: over time the
concept of travel acquired innumerable meanings and tourism is undergoing
significant changes and facing new challenges and perspectives.

At least two dimensions of the change can be identified:

* new forms of tourism, characterized by the tendency to depart from mass
tourism;
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Risk communication at airports: dealing with public
health threats

C. Skanavis'®, C. N. Sardi'®*, L. Vourdougiannis'’, E. Chariompoli'®

ABSTRACT Air travelling and all activities deriving from it create
conditions of potential exposure to and/or transmission of disease.
Information and communication are of tremendous importance, particularly
in the outbreak of epidemics, at enabling passengers to adopt appropriate
preventive behavior so as to limit the spread of the disease. As airport gates
are also gates to communication diseases, measures to prevent disease
spreading are to be taken particularly there, on the spot. A technical report by
the ECDC (10) concluded that: *’ Risk communication messages often fail to
reach the intended communities, including those people most at risk of the
diseases. During air travel, the challenges of reaching travellers is inherently
difficult due to factors including the volume of travellers to near and far points
across the globe, language barriers and other challenges related to building
public trust . Research findings stress the need for better risk communication
through various information channels to empower frontline providers in order
to provide adequate health services and to promote safe and healthy travel. As
global health threats continue to emerge, the need for improved
communication of health risks and appropriate management strategies rises.

Key words: risk communication, public health, Points of Entry, airports, pre-
travel health services
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Exploring travellers’ customer journey: The
relevance of Zero Moment of Truth

Mario D’Arco, Vittoria Marino and Riccardo Resciniti

Abstract This study explores the customer journey in tourism and hospitality
industry. Specifically, it is focused on the pre-purchase phase of the “journey”,
namely, those moments where consumers grab their laptop, mobile phone or some
other wired device and start searching for information about the destinations, the
hotel, and transportations. All those moments where consumers began to do research
online because they are thinking to buy a certain product or service, at Google, are
called Zero Moments of Truth. The findings indicate that the Zero Moments of Truth
for tourism products and services occur through a variety of touchpoints (e.g., search
engines, and social media). Knowing the Zero Moment of Truth helps marketers to
understand where to compete for consumers’ attention online.

Key words: customer journey; customer engagement; decision-making process; Zero
Moment of Truth; purchase intention; tourism and hospitality industry

1 Introduction

The advent of the internet, social media, and mobile technologies has altered the
traditional consumer decision-making process. Court et al. [1], analysing the purchase
decisions of nearly 20,000 consumers across five industries and three continents,
revealed that consumers, rather than start with a set of potential brands in mind and
methodically reduce that number to make a purchase, follow a non-linear and iterative
process until they had decided what to buy. This means that the decision-making
process is more like a “circular journey” rather than a “funnel”. Specifically, its
structure encompasses four phases: (a) consider, (b) evaluate, (¢) buy, and (d) post-
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E-tourism: Chinese and Western competition
Danneo V., Battaglia L., Cedrola, E.?

Abstract: The research presented in the paper aims to investigate and understand the
role of the internet and new technologies in the development of the global tourism
market, focusing on the approach of tourism operators in the major online platforms.
The method adopted is based on a comparison between China and the Western
countries. In particular, the research takes into account both Costumer and Online
Travel Agencies (OTA) point of views. The behavior of the young customer is
analyzed through a literature review; the behavior of the OTAs is deepened through
an observation of their online approach in the period from 2008 to 2018.

Based on the results, the Western OTAs need to reorganize and implement new
strategies to better catch the demand and to be more receptive to the international
consumers, while the local T.Os need to find their own market position and keep up
with trend opportunities.

Key words: E-tourism, OTAs, T.Os, Metasearch, Millennials, Gen Z, Chinese
tourism, Western tourism.

1 Introduction

Over the last ten years (from 2008 to 2018), the global tourism market has been
affected by several changes, which involved the main players of the sector.

In fact, new tourist consumers, with the highest expectations ever are growing in
a market that is more and more aware of customer needs. Due to this phenomenon,
operators have been working on the definition of an innovative tourist offer. The
growth of the internet and its tools has favored the development of more personalized
and differentiated tourism products suitable for a much more active target (Chathoth,
Ungson, Harrington, Chan, (2016)). The entry into the market of new, digital
generation, and with different needs, requires specific attention and approach to the
Millennials and Generation Z. Indeed, the analysis of the new generations —
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The Imitation Game

Alfano Vincenzo, Ercolano Salvatore, Parenti Benedetta

Abstract Over the last years, more and more tv show decided to offer to their audience
cuisine-related content. This trend was born with Masterchef, the first and most
successful format to drive this kind of shows to a general audience. More and more
people watched and get intrigued by high level cuisine, that somehow became part of
popular culture. Did this exposition to television programs about this kind of food had
an impact on consumers habit? In this work we try to answer to this question,
gathering data about Michelin stars restaurants and touristic presences in Italy and
estimating via an empirical analysis the effect of the former on the latter, in the months
in which the TV-show Masterchef is on air. The results suggest that the gastronomic-
driven tourism increases while the program is on air.

Keywords: tv shows, imitation effect, Masterchef, food tourism, consumer behaviour

1 Introduction

Tourists’ decisions are a combination of different multiple motives related both to
“push factors”, rather personal socio-psychological conditions, and “pull factors”,
dealing with the characteristic of the attraction. Travel motivations rapidly change
across time, following the transformation of people habits; over the last years the food
has assumed a centrality in this process. In this perspective, according to a branch of
economic literature, events related to food supply could constitutes an additional pull
factor for some destinations. Hjalanger and Corigliano (2000) assert that food shapes
tourism behaviour. The locution of “food tourism” is used to describe the
circumstance where the visitation to food producers, food festival restaurant and
specific location for which food tasting are the primary motivation for travel (Hall and
Sharples, 2003). The academic interest for such domain is growing over the last years:

2 Vincenzo Alfano, Institute for Studies on the Mediterranean — National Research Council and
University of Napoli Federico I, email: vincenzo.alfano@unina.it
Salvatore Ercolano, University of Basilicata, email: salvatore.ercolano@unibas.it
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Performance of Italian Hotel Companies in the
Digital Economy: Application of Anova Method

Pietro Pavone, Guido Migliaccio and Biagio Simonetti”

Abstract This paper offers a study of the economic and financial performance of a
sample of hotel companies in the three geographical macro-areas that characterize
Italy. Results show that the economic crisis reduced profitability. Than, Italian hotels
have a modest capitalization. The values of the current ratio are satisfactory. The
profitability indicators record similar trends in the three areas, while financial
independence index, current ratio and coverage index show significantly different
values. In the digital era, the Italian hotel industry has all the potential to restructure.
However, high and growing profitability must favor adequate self-financing processes
to improve the capital structure.

Key words: Italian hotel, tourism in Italy, economic-financial performance, 2008
crisis, ratios.

* This is collaborative work, but it is possible to attribute to P. Pavone: Method and Empirical Findings with
its paragraphs; to B. Simonetti: Some Methodological Problems. Other sections are of G. Migliaccio.
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Preliminary results from a pilot study regarding estuary
valuation in urban areas with a view to tourism
development in south africa

Radu Mihailescu?*

Abstract: South Africa’s estuaries have been impacted by increased demand for
freshwater needed for human development. This has led to inadequate water inflows
and a degradation of many estuaries. The situation has had tourism development
implications and great consequences on biodiversity. One of these cases is the Nahoon
River estuary in East London. This research contributes to the current management
approach towards estuaries in South Africa. It seeks to rebalance conservation
orientation with enhancing tourism.  The methodology used is that of choice
modelling in form of choice experiments. The preliminary results of the research
found that both locals and visitors to Nahoon Estuary place a high value on the
improvement of the factors that contribute to an increase of its recreational potential.

KEY WORDS: willingness to pay, choice modelling, estuary, tourism, fresh water,
resources.

1. Introduction

The impact of development on rivers, estuaries and adjacent coastline is a subject that
is generating great interest in South Africa. Increased demand for freshwater needed
for irrigation as well as human development has led to inadequate water inflows and
a degradation of the estuary.

This situation has had tourism development implications and great consequences
on biodiversity. However, research regarding coastline biodiversity in Europe shows
that 80 percent of tourists enjoy less developed coastlines that host a large degree of
biodiversity (Marcin et al., 2005), highlighting that there is a strong demand for
biodiversity protection and for environmentally sustainable tourism.

24 NHL-Stenden University of Applied Sciences, The Netherlands
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Sustainability and Tourism: the Tourism
Observatory of Skyros Island

V. Vitalis!, V. Plaka!, K. Antonopoulos? and C. Skanavis®

Abstract While tourism is one of the most important sectors of the world economy,
it has a serious impact on the environment. The trend of sustainable tourism has
evolved through the search for strategies, ensuring tourist development without
affecting the environment (Karavitakakis & Chondromatidou, 2016). In this research,
the tourism impact data derived from the 2" Tourism Observatory of Skyros Island
will be presented. The Tourism Observatory formulates and implements sustainable
management strategies, policies and procedures based on the use of Sustainable
Tourism Indicators and Information Assessment Techniques (UNWTO, 2015). In
particular, the Observatory gathered relevant data from questionnaires that were
distributed to tourists and residents of the island. This way, conclusions about
participants’ preferences, as well as their place selection for summer holidays were
drawn. The purpose of this research is to analyze the profile of tourists and their
tourists’ characteristics before, during and after their arrival at Skyros Island. Also, it
attempts to assess the important and unique aspects of the relationship between
tourism and sustainable development (UNEP, 2005) of Skyros Island, which happen
to be the interaction, awareness and dependency ones. It is of crucial importance to
determine whether tourists' and locals' actions have a long-term sustainable effect on
the island.

Key words: tourism observatory, sustainability, climate-change, small-island, Skyros
Island
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Tourist Approaches to Sustainable Destination:
Evidence from Eco-Kibbutz Customer
EXxperiences

Letizia Lo Presti, Giulio Maggiore, Mara Mattana

Abstract This paper aims to study the tourist’s behavior and attitude towards the
sustainable destination during three phases of the decision-making process: choose of
destination, booking destination and post-visit. Cluster analysis and discriminant
analysis methods are used to detect the main approaches to tourism destination choice
basis on the judgment of tourists visiting an eco-kibbutz in Israel. Two main clusters’
approaches emerge from the data analysis: an eco-sustainable tourist approach and a
self-oriented tourist approach. Between these two clusters, there are differences in
their sustainable tourism attitude and behavior during the decision-making process of
destination with regards to the environment and social sustainability. The results can
guide hospitality and tourism service providers on how to improve customer
experience by allocating investment to satisfy the increasingly eco-tourists during all
the customer journey.

Key words: sustainable behaviour, sustainable destination, tourism approach,
ecotourism, decision-making process.

1 Literature Review

Different movements in favor of social and environmental sustainability are
generating, in tourists, pro-sustainable behaviors that are taking shape in a reduction
of the impact on the environment of custom choices, consumption of local goods and
a preference for services respectful of the local community and environment. As a
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THE NEW WAVE OF DISRUPTION AND THE
EVOLUTION IN INSURANCE SERVICES FOR THE
ITALIAN TRAVEL SECTOR.

Giovanni Di Trapani?®

ABSTRACT The aim of this work is to investigate the evolution of the behaviour of the
tourist/consumer who takes an increasingly hybrid form (prosumer) and simultaneously, to
investigate the relationship with insurance companies which, necessarily, must strive for a
"seamless" experience, with no solution of continuity between reality and the virtual.

Prosumers approach mobile internet and virtual mobility, continuous connectivity, the access
to the service "anytime, anyway, anywhere" with the consequent growth in the number and
change in the interaction methods with the tourism companies. A phenomenon which forces
insurance companies to re-design the customer journey with a logic of "seamless experience",
an interruption-free shopping experience enabling customers to enjoy physical and digital
services on an ongoing basis.

KeyWords: Insurance, Digital Transformation, CRM, InsurTech, Tourist coverage.

1. INTRODUCTION

In the insurance sector, the innovation comes from changes of the environment
and of the market. The results of these changes are concrete and proactive
issues for the insurance company, in terms of reactivity and proactivity:
identifying developments in the external context and forecasting change.

Insurance Innovation needs several conditions (internal and external) and
its underlying assumption is the creation of new ideas, although only the
internal organizational context of such companies contributes efficiently in
the creative process of new ideas(Selleri, 2014).

Innovative capacity is a complex phenomena affecting a wide number of
subjects and institutions: the result of human intelligence, the application of
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Investment dynamics of tourism micro level firms...how
to support local economic development?

Rui Costa’®, Carlos Costa?!

ABSTRACT The economic, social and political significance of the tourism sector is an
unquestionable reality. Its expression and ability to induce economic development in terms of
other sectors, is increasingly important.

Despite the dynamics shown, the tourism sector faces a number of structural problems to be
solved. In recent years, tourism in Portugal has been growing in quantity, but sometimes
without much quality. Moreover, we could observe the existence of cases of excessive spatial
concentration in certain areas of the territory considered and presenting different dynamics of
tourism growth and development.

The aim of this research is to analyze how the investment dynamics of small and micro-sized
enterprises in the tourism sector can contribute to the creation of a strong and dynamic business
sector, that contributes to the qualification, diversification and improvement of destinations,
and reduce the spatial concentration of the investment in major tourist destinations to areas
where the tourism sector is not yet so developed.

This research allows concluding that it is not enough for the tourism sector to create wealth in
terms of investment, income and employment. It is also crucial that the sector plays a central
role in qualifying, diversifying and improving the quality of supply, so that economic gains are
also conducive to the improvement of the quality of life of local populations and local
development in general.

Key words:  Tourism, Private investment, Small and micro-sized
enterprises, Investment dynamics, Portugal

INTRODUCTION
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Budget Accommodation: Social Media and its uses

Sara Dominguez-Navarro and M. Rosario Gonzéalez-Rodriguez
Facultad de Turismo y Finanzas, Universidad de Sevilla
sardomnav(@gmail.com , rosaglez(@us.es

Abstract Social Media emerged in the late twentieth century and quickly penetrated
most aspects of people’s lives, including travel choices and travel planning. Over the
course of 3 decades, platforms such as Instagram and Facebook became a
commonplace source of information, both for travellers and travel business. Despite
the shift in corporate practices and values that were brought upon by Social Media’s
overwhelming power, there is insufficient research on the topic of Social Media in
Tourism - particularly regarding budget travelling. This study aims to help bridge
some of that gap, by offering theoretical advice and practical guidelines that a budget
accommodation venue can follow in order to improve their Social Media
performance.

Key words: Social Media, Budget Accommodation, Facebook, Instagram, Tourism,
Hospitality

1 Introduction

The main focus of this research is to compare and analyse the opportunities and
weaknesses of Instagram and Facebook platforms, within the context of a Social
Media strategy, applied at a Budget Accommodation venue.

The venue that was observed for the purposes of the research is an upscale
backpackers’ hostel, located in the centre of the capital city of Andalusia - Seville.
An amateur Community Manager with two decades of experience in professional
photography was in charge of the hostel’s Social Media campaign. Certain patterns of
similarity between the two platforms were demonstrated, as well as substantial
differences that will be discussed further on in the paper.

Seville is a tourist-friendly city that has boasted a steady growth in tourism arrivals
and numbers of new venues over the past few years, as well as in the overall quality
of its tourism product. The tourist season is moderately steady in Seville, with peaks
in spring, autumn and early winter, and slight drops in arrivals during the months of
July, August, November and December. A wide range of events and rich cultural
heritage make this city a well-rounded destination (Visita Sevilla, 2018).

Since Social Media emerged and penetrated most aspects of people’s lives, the
business sector around the world was hard-pressed to adjust to the changes that
impacted marketing efforts in various ways (Black-Shaw, 2006). Potential clients had
to be targeted in more personal ways, using various social platforms, such as Facebook
and Instagram (Xiang & Gretzel, 2010; Smith 2018). This involved making a
conscious effort to monitor the behavioural patterns and needs of those clients, using
emerging tools and statistical online applications, in order to fashion more genuine-
looking campaigns (Capatina, et al. 2017). Secondly, marketing strategies that
involved a two-way communication between the business and the market were
needed, as customers and potential customers gained the power to openly judge and
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