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June
Phase 3… Italy restarts
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Phase 3: what does it mean…
• June 3rd: It’s now possible to travel around Italy. Italy reopened the borders for EU and Schengen citizens, without any
quarantine.
Hotels, restaurants and bars open again (today 90% of bar and restaurants are open while 60% of hotels are still closed).
• June 15: Face masks are no longer mandatory in most of Italy except indoor where are still required (cinemas, theatres,
shops etc).
• June 15th : Cinemas and theatres , reopen. Max. 200 people indoor and 1.000 outdoor. Distance: 1m.
• June 25th: Sport activities are allowed (i.g. football, basket, beach volley, boxing)
• July 15th: Opening of discotheques. Distance: 2m.
• Cruises operated by companies flying Italian flag are suspended until 14 July
• Wellness centres and spas are following different rules from one region to another (some are open other not).
• Fairs and congresses are still prohibited.
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Travelling in Italy from 3rd of June
• Trains: High speed trains are starting to operate again and regional trains are operating with 100% of
the fleet.
• Airports: 24 Italian airports (the main ones) are fully operational.

Flying with new rules:
• Planes can return to flying with full capacity, as long as they can guarantee a continuous exchange of
air.
• Mandatory to wear face mask on board (to be changed every 4 hours for long trips).
• Prohibition to bring large trolleys in the cabin.
• For those arriving in Italy from the Schengen area or from EU countries, there is no longer the
quarantine measure, which however remains for those arriving from outside with the obligation to
complete a questionnaire. Exceptions are only cross-border commuters and those who stay for no
more than 120 hours (5 days).
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Flights: still not normal but…

• SAS Scandinavian Airlines: operates Milan-Copenhagen from 15th June (Monday, Wednesday, Friday e Sunday)
• SAS has now launched its flight schedule for July.
• For Italy this mean: flights from Copenhagen to Bologna, Rome and Milan
• Increased capacity from 30 aircraft in June to over 40 in July, (less than 30% of capacity compared with last year).
• Further destinations will gradually be added from all three Scandinavian countries following the demand.
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Flights: still not normal but…
• Lufthansa: Lufthansa has been one of the few companies operating during the lockdown.
The Lufthansa Group will operate from and to Italy with 241 flights per week starting from the month of July.
• Air France-KLM Group: Starting from 1st June, the group will gradually resume connections from Milan Malpensa
airport and, by the end of June, will operate eleven weekly flights to Paris Charles de Gaulle and one per day to
Amsterdam Schiphol.
• KLM: starting from 1st June operates daily flights to Rome Fiumicino, Milan Malpensa, Venice and Florence.
KLM will also reactivate connections with Bologna, Cagliari, Catania and Genoa in July.
• Air France: starting from 8th June Air France will gradually resume connections from Naples airport to arrive, by the end
of the month, to operate one flight a day to Paris Charles de Gaulle.
• Brussels Airlines: reactivate flights on 15th June. The airline will offer a summer flight plan, which will cover
approximately 30% of the summer program originally planned by Brussels Airlines in Europe.
Between 15th June and 31st August, the airline will gradually add destinations to its flight network.
In Europe, a total of 45 destinations will be covered in 20 countries including Spain, Portugal, Greece, Italy, France and
Denmark.
• Ryanair: will start again connections with Italy from 21st June, will increase the number of routes and their frequency
starting from 1 July, reaching 500 routes, as an integral part of the operating for summer 2020.
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Starting to open the borders…
• Already open to Italian tourists:
Albania, Croatia (with some restrictions), Estonia, Lettonia,
Lithuania, France, UK (quarantine), Romania, Serbia,
Slovenia, Sweden
• From 15th June: Austria, Belgium, France, Germany, Greece
(maybe Jul 1st) Iceland (Mandatory test) Kosovo, Latvia,
Holland, Ireland (quarantine), Poland, Slovenia (quarantine).
Switzerland, Turkey.
• From June 21st: Spain
• From July 1st: Malta
• From July 20th: Cyprus
• Countries with still closed borders: Belgium, Bosnia, Denmark,
Finland, Montenegro, Norway, Poland, Czech Republic,
Russia, Slovakia, Ukraine and Hungary.
These are measures that could be changed in the coming
days, also given the EU mediation that pushes for a common
line linked to epidemiological criteria.

www.innovasjonnorge.no
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Safety score travel

Pioneering Sustainability
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News from the market
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News from the market after the virus
• Even with the start of phase 3 the way to go out from the crisis is still long.
• Tourism is still under pressure with many companies on the verge of bankruptcy.
• Most of the tour operators and travel agencies staffs are still furloughed or on temporary layoffs.
• Travel agencies are open but at the moment few business.
• Expectation to restarting little by little.
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News from the market after the virus (Norway)
• At the moment all the trips booked to Norway by Italian tour operators until end of July have been cancelled.
• The bookings for the summer have completely stopped since the situation is so unclear.
• TOs are still hoping that there will be some traffic in August/September (mainly FIT and not groups).
Waiting for news from the Norwegian government.
• Specialized Tour Operators are focusing on the next winter season and the interest is very high.
• Specialized Tour Operators are starting to have requests for Iceland which opened for tourists (even if with restrictions).
• Short/medium haul trip will start before which will be good for countries like Norway.
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Looking at the future…
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Starting from…

•

Statistics regarding Italian guest nights in Norway in
February 2020 up with 23%

•

Even if most of the traffic in taking place in the
summer season there has been a huge interest in
Norwegian winter (Northern lights but not only)

•

Willingness from the travel trade to sell winter
products not only in Northern Norway (increasing
number of Italian TO programing winter in the
fjords).

Italian guest nights in Norway 2015-2020
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And not forget that…
• Norway is an attractive new destination: high percentage of newcomers among the Italian tourists coming in Norway.
• They travelling around Norway: Vestlandet (70%), Oslo (58%), Nord-Norge (51%), Trøndelag (41%).
• Very satisfied of Norway as a travel destination.
• 1 out 5 book the trip through travel agency/tour operator.
• 3 out of 4 main accommodation hotel.
• On average Italian are spending around 10 days per trip in Norway
• Age of travelers: 82% under 55 years old
• Daily expenditure per person during summer holiday NOK 1.385
• More than ever Norway is seen as a safe holiday destination.
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And not forget that…
• Increasing number of Tour Operators programming/selling Norway.
• Still committing on the destination:
• Ex: Giver Viaggi e Crociere
• 6 winter charter flights from Milan – Tromsø with the following dates:
• 04-08.12.20, 15-19.02.21, 19-23.02.21, 23-27.02.21, 27.02-03.03, 03-07.03.21
• Tour to Svalbard in connection with charter flights.
• Summer 2021: 7 charter flights:
• Malpensa – Tromsø: 05.07.21, 19.07.21, 02.08.21, 16.08.21
• Malpensa - Bodø: 12.07.21, 26.07.21, 09.08.21
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Insights…
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Source: AIGO, together with the international Travel Consul network

The emergency changes the way of taking a holiday
• The tourism sector has been dramatically affected by the emergency, but it wants to get back into
business and create new travel suggestions by approaching new products, expanding programming and
forging it according to new customer needs.

• The analysis highlights the need from the travel trade for a support from the different destination
countries in terms of:
• safety for travellers
• immediacy in terms of data reporting
• information and procedures
• need for safety certifications
• Need for training support and marketing investments to be carried out by Tourist Boards

Source: AIGO, together with the international Travel Consul network
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• The Covid-19 emergency has strongly affected national and global tourism. AIGO, together with the
international Travel Consul network to which it belongs, has conducted research to detect the impact
on the players of the distribution of the tourism industry in the main world markets.
• The results of this exercise, and above all the focus on the Italian market in comparison with the
international ones, return a picture at the exact moment of the restart and allow to outline some
features that will characterize the dynamics of the sector in the near future, underlining the
importance of tools that encourage innovation and flexibility.
• The survey was conducted in the last decade of May 2020, over 900 travel professionals (tour
operators and travel agencies) in the main international markets were consulted by Travel Consul
agencies, a global network of marketing agencies , communication and representatives of the tourism
industry.
• The response of the Italian trade was significant, with 150 professionals (of whom 65% work in travel
agencies and 26% in tour operating, while the remaining ones work in GSA or other types of operators)
who took part in the exercise providing their testimony .

Source: AIGO, together with the international Travel Consul network
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In particular, the survey showed that due to the uncertainty of the situation,
most reservations were cancelled (47%). Italian consumers seem to have
adopted a more cautious attitude: 37% of travel bookings have in fact been
moved to next year.

The comforting fact is that, today, a good percentage of customers (31%) are
considering confirming their journey to the originally booked destinations.
This encouraging trend is also followed globally: 4 out of 10 customers want
to keep their choice unchanged.
The survey also aimed to probe the ground about customers' willingness to
book future trips: in this sense, the climate of uncertainty is stronger in Italy,
where more than half of the survey participants (58%) declare that
customers they are still waiting to understand how the situation will evolve
before booking a trip again.
Wait to decide
Intend to change destination
Want to confirm what was initially confirmed
Source: AIGO, together with the international Travel Consul network
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The role of Tourist Boards
• When asked how Tourist Boards can help
tourism operators in the recovery phase, the
most frequent response globally - including
Italy - was introducing health certificates
available to travel agents so as to make
customers perceive that the destinations are
safe (from a health point of view): expressed by
two out of three respondents.
• In Italy, this is the answer given by 58% of the
sample, followed by the release of punctual
data / giving information (52.67%) and the
opportunity to carry out marketing campaigns
aimed at consumers and aimed at booking
(50.67%).
Very important

Source: AIGO, together with the international Travel Consul network

Quite important

Not important
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The tools for contacting customers and search of data

• Interaction with customers during the emergency, communication via e-mail was preferred (in Italy
39.33% of the sample uses it as the main channel).
• The traditional phone was the second most used channel (20%).
• Video conferencing and chats are gaining in popularity, they account for less than 24% of agencies'
methods of interacting with customers. The classification is the same also in the other markets.

• Search of information during the crisis; tour operators and travel agency associations where chosen by
79.33% in Italy (69% as a global average).
• In the Italian data, the authoritativeness of the travel trade media stands out, used by 63.3% of the
interviewees; tourism offices rank third, with 47.3%.

Source: AIGO, together with the international Travel Consul network
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What to do in 2020?
How will the business change?

• 85% of respondents believe that changing
policies or cancellation terms and conditions
will be among their priorities
• Creation of new partnerships (70%)
• Expansion of communication channels with the
customers (69%)

Source: AIGO, together with the international Travel Consul network
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Consumer needs and proposals from the tourism sector

• Consumer needs will change, consequently it will be
necessary to innovate the offer, proposing new
destinations, experiences and accommodations.
• 50% of the Italians surveyed replied that in all
probability they will consider new hotels; 41%
consider it almost a necessity.
• The trend towards innovation is also noticeable in
terms of approach to new destinations: 44% of
respondents will certainly consider new destinations,
46.67% consider it very likely.
• The propensity to change suppliers is less, favouring
reliable or proven partners.

Source: AIGO, together with the international Travel Consul network
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Marketing activities/ tools for the recovery phase

• SoMe channels are on the top of the list with 71%

• Communication campaigns in collaboration with Tourist Boards and commercial partners (36%),
followed by digital sector with 35% with clear attention to the potential for conversion to sales.

• Even on a global level, SoMe activities are the preferred tool (65%) followed by digital activities (51%).

Source: AIGO, together with the international Travel Consul network
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Summer 2020; 1 of 2 Italians will go on vacation
• 1 out of 2 Italians will go on holiday this summer, and they will choose July and August.
• The travel plans of the Italians for the summer are still in progress.
• In past years, summer holidays were essential for over 7 out of 10 Italians.
• In April 2020, 22% of the Italians foresaw no holiday; now the number has fallen to 16%.
• The next few weeks will be crucial to unlock the situation.
• Many Italians, this year, will choose to go on holiday in Italy.
• The preferred type of holiday; seaside resorts (58%), cities of art (15%) and the mountains (13%), cruises (2%).
• Choice of accommodation, hotels, b&b and farmhouses (47%), followed by houses for rent or relatives' houses (37%), 8%
will book resorts/villages and only 2% camping.
• Among the beach enthusiasts there is many who perceived annoying discomforts but inevitable rules, to enjoy the
holiday: first of all the shifts for access to the beaches (48%), wearing a mask in the common areas (47%) and no
possibility to walk on the seafront or on the shoreline (39%).

Source: Ipsos' Future4Tourism
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For more insights:
Have a look to our previous presentations:

• Survey – Outdoor and summer trends 2020
• Short, green and on four wheels: the Italian holidays after the lockdown.
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Activities in the Italian
market 2020
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Travel Trade Italy 2020
Activities 2020

Activities 2020

• 1 study trip for tour operators. IT (4 TO), and
ES tour operators to Fjord Norway 16.20.02.20, Go Viking concept

• Partecipation at TTG; the most important
trade fair in Italy 14-16/10/2020.

• Tour operator visits during BIT Borsa Italiana
del Turismo.Toursm fair in Milan 10.-11.02.20.

• Nordic Workshop Rome and Milan
postponed to 18-19/11/2020.

• Close dialog with the Italian tour operators,
carriers. Regular info about the situation in
Norway and about Norwegian travel industry.

• TO – mapping

• 4 webinars for travel agencies in collaboration
with tour operator Il Diamante, Giver Viaggi e
Crociere and Gattinoni Travel Network.

Webinars with tour operators – more than 900 participants

Il Diamante 11.05.2020

Giver Viaggi e Crociere 15.05. and 04.06

Gattinoni 09.06.20
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Contact us:
• Marco Bertolini
Industry Specialist Italy
E-mail: marco.bertolini@innovationnorway.no
• Elisabeth Ones
Market Specialist Italy
E-mail: elisabeth.ones@innovationnorway.no

www.innovasjonnorge.no
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