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• 30 mln Italians expected to travel from June to September (compared to 28 mln in 2022) for an expected turnover of 41 bln.

• In August 16,4 mln of travellers.

• Compared to last year the number of people travelling abroad has increased (around 30% of the total).

•

• Almost 9 mln of Italians did not travel in high season due to price levels.

• Mostly because they had no money but 17,2% of them (2,9 mln) intend to go on holiday in shoulder seasons to find lower prices.

• But the mood is…

• A research on spending intentions for the next 12 months shows a reduction but with some differences following the countries: France 7,2% 
Sweden 7%, Norway 6,9% e 4,9% for Italy

• Sources: 
Confcommercio/Swg
Osservatorio Astoi (ItalianTour Operator Association)
Facile.it/EMG Different



• A never ending summer

• This year 11,5 mln of Italians opted for September (+11% compared to 2022).

Good weather is a factor together with cheaper prices.

• Turnover of around € 5,2 bln.

• 13% of the travellers will choose to travel abroad (mainly in Europe).

• Gen Z is travelling in autumn, the new trend of 2023

• For Gen Z the summer seems not to be a trendy period for their holidays.

Climate change is making summer trips more and more a tiring esperience, not a relaxing one as it should be.

• Sources: 
Assoutenti
Coldiretti/Ixè
Confcommercio
Hell-Plus Company



Higher average budgets and more trips abroad

• In Italy 83% of the respondents showed great enthusiasm for their next trips (+9%). 
The same percentage (among the highest in Europe) planned to have at least one trip in summer (+7% compared to 2022).

• Increased propensity to advance booking: 34% of the respondents declared they already booked their holidays, 58% 2 months before the 
departure and 31% booked in advance compared to the past.

• Inflation hasn’t stopped the intention of travelling even if 75% of the respondents was in some way worried. The average holiday budget is
slowly growing (1.800 euro, +2% compared to 2022).

• For most of the Italians holidays mean relaxing (42%), with family and friends. Increase of those who are travelling to discover new cultures
(28%, +4 compared to 2022) or to make new friends (12%, +3% compared to 2022), evidence that holidays are more and more considered an 
opportunity to meet people.
Increase of solo travellers (+2% compared to 2022).

• Last but not least, Italians are the most inclined in Europe to adopt forms of sustainable travel to protect the environnment and support local
communities.
Anyway, the survey shows a discrepancy in Europe between actions and intentions: there is an increase of travellers chosing planes as
transportation and only 9% among the Europeans declare to consider the impact of transportation in the choice of their holidays.

• NB: the survey hs been carried out in July

• Source: Holiday Barometer Ipsos-Europ Assistance. (survey on European basis)



• Over 65 travellers still have a passion for short-medium haul trips: in 2023 72% of the bookings on Tramundi platform are related to Europe. 

In total Italy is still the top destination with 51% of the departures, followed by Portugal, Spain, Norway and Romania.

• They have time, budget, willingness to travel. 

• Elder people are less sensitive to price changes.

• Over 65 travellers differ from other travellers for their lower propensity to programme their trip by themselves but now it’s more and more 

normal for them to book online tours and experiences thanks to their increasing level of digitalization.

• The calendar of over 65 seems to be set 2-3 months behind the rest of the population. 

They choose to travel in spring or early summer (between March and June) skipping the warmest months.

The same trend is confirmed by winter bookings.

• Source: Tramundi



Last trends in food tourism: Variety, Frictionless, Green and Longevity

• Diversify the experiences.

• Italians want to discover new destinations (63%) and diversify the travelling experience looking for authenticity and experiencing new 
activities in direct contact with nature.

• Frictionless: experiences must be accessible and easy to buy. The traveller wants to find information easily and choose and book all the 
available offers.

• Green: Italians are more and more careful about sustainability showing this in the way they travel.
They avoid wasting food (65%) and when on holidays they are more respectful of the environnment compared to when they are at home
(54%).
They show a higher desire of  being in contact with local communities and to contribute to social welfare with their trips.

• Deseasonalize: travelling in shoulder season is increasing.

• They give more attention to personal wellness and adopt healthier life styles.

• 71% of the Italian travellers would like to find menu with healthy dishes.

• Source: “Rapporto Sul Turismo Enogastronomico Italiano”



Luxury for Gattinoni Group

• Unique experience as main request from the upper level target. 

• Autenticity combined with the need of confort.

• Ancillary services are central.

• Northern Europe. Requested for (Arctic) expeditions: «the product is trendy because it combines the charme of exotic and «far» destinations

(some years ago very difficult to reach) with a very high standard in terms of accomodation.

• Source: Gattinoni Group



• 2/3 of the travellers take inspiration for their next destination from movies or TV series.

• Until now official websites of the different destinations and forums have been the the main source of inspiration. Now they are flanked by 
online booking portals.
Word of mouth is still important.

•

• Sustainability is more and more a part of the trip.

• Sustainable tourism: 72% of the Italians looked for eco-friendly trips.

• Summer 2023: 97% of the Italians keen on looking at alternative/less known destinations.

• 2023 is the year of «solo» travellers. According to Kayak (online booking portal) searches for «solo» flights increased by 36% compared to 
2022.

• Among the business travellers of Italy, France and Spain the Italians are the keenest to find some free time.

• Source: Expedia
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• First part of the year good trend, strong demand, apparently not influenced by inflation.
With the start of summer the increase of prices (above all for high season) impacted on consumers behaviour. 

• The clients compare more offers than in the past (above middle class range of clients travelling often on short-medium haul).

• High end: going very well.

• Dynamic pricing is a problem.

• More than 30% of sales in July was for low seasons departures (September/October).

• Shoulder season is taking a good share thanks to more affordable prices.

• Outgoing +21% compared to summer 2022 (sales from TO-TA).

• Estimates Jun-Aug around 1,6 mln packages sold by TO-TA, 1,1 of which including a destination abroad.

• Sources: Euphemia – Lab Travel  / Network Bluvacanze / Assoviaggi



• Key word: deseasonalization.

• A new target? Based on the last 2 years 25-45 is keen to buy through travel agency. 

• People who before looked for other channels now are looking for someone taking care of them before and during the trip. 

So they go to the travel agency.

• Clients still have in mind pre-covid prices.

• If sometime ago the client used to start his planning journey in the agency and checked online if he was able to find a cheaper solution, this

year happened the opposite whith the same client going to the agency after having found very expensive price online.

• Sources: Bluvacanze / Travelbuy
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