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TOURISM’S FIGURES
Press release
(English translation)
Rimini, 26th September 2019 - World tourism continues to grow. The World Tourism Organization reports from abroad, in 2018, a total of 1.4 billion (+5%) travellers. A flow that generates a revenue from export of 1,700 billion dollars (+4%), more than the world GDP.
2018 is the ninth consecutive year of growth in international tourism, which currently represents 7% of the value of world exports. The 5 most-visited destinations in the world are: France (89 million arrivals), Spain (83 million) and United States (80 million), China (63 million) and Italy (62 million). In 2018, Italy’s number of international visitors rose by 7% compared to a 4% increase in China and the USA, 3% in France and 1% in Spain.
Japan is now among the top ten as far as tourism revenue is concerned. The first 10 countries for tourism income cover almost half the total tourist income, whereas the first 10 destinations as far as arrivals are concerned receive 40% of the total.
The Chinese market is the big spender at world level, spending 277 billion dollars in international tourism in 2018, a fifth of international tourist spending. Then comes the USA. 

OUTDOOR TOURISM
Outdoor Italy is conquering foreign holidaymakers who have increased by 14.9% in campsites and villages in five years, with a total of approximately 4.5 million more. A boom that confirms the international appeal of Italian outdoor tourism
Assocamping Confesercenti, on the basis of Istat, Banca d’Italia and JFC data, reports a growing market, with a turnover of 1.6 billion euros a workforce of 19,000, over 2,600 hospitality enterprises and a capacity of 1.3 million beds. In the last five years, the number of beds has dropped by 4,000.
In 2017, the arrival of tourists in campsites and holiday villages passed the 10 million mark, which corresponds to approximately 68 million nights’ stay and an average stay of 6.7 days. In five years, arrivals have grown by approximately a million (+12%), nights’ stay by over 3 million (+4.8%). But foreign tourists drive the market: compared with an increase of 14.9% in foreign tourists, between 2012 and 2017, Italians’ nights stay in tourist villages on the other hand dropped by 4%, with almost 1,400,000 less. 
Among foreign tourists, the largest number of arrivals comes from Germany (30%), France (7.6%), Netherlands (7.3%), United Kingdom (5%) and Austria (4.4%). However, the largest increase regards clients from Baltic countries, Bulgaria, Turkey and Portugal. All these nations, over a five-year period, have more than doubled their arrivals in Italy. 
Italian tourists with the largest number of arrivals and nights’ stay in the non-hotel sector are those residing in Lombardy (21.4%), Veneto (11.7%), Piedmont (9.3%), Emilia-Romagna and Lazio (both accounting for 9% of the arrivals). Together, these regions account for over 60% of the arrivals in complementary facilities.
ITALY
Over three Italians out of four (80%) like to pass their vacations in Italy, and almost 60% prefer to travel by car. This is the outline of Italian tourism reported by Eurostat. These figures are completely in line with the rest of Europe: In fact, in 2017, 73% of Europeans chose domestic tourism, with cars at the top of the ranking as their favourite means of transport (64%).
Those who were most in favour of passing their vacations in their own country were the citizens of Romania (94%), Spain (91%) and Portugal (89%). On the other hand, those preferring foreign destinations were from Luxemburg (98%), Belgium (80%) and Malta (68%).
Cars monopolize the choice of means of transport for the large majority of Europeans (64%), followed by planes (11%), trains (11%), coaches (6%) and boats (2%). Although less widespread, the alternative of train travel is more popular among French tourists (15%) and Germans (14%), while Italians reach 11%, in line with the EU average. Tourists living on islands tend to travel more by plane: Malta (63%), Cyprus (49%) and Ireland (43%). The same applies to travelling by boat, preferred by 37% of Maltese tourists and 17% of Greeks.
In 2018, the flow of foreign tourists who chose Italy as their destination, according to BEM Research, continued to show an upward trend. From approximately 91 million visitors in 2017 the total rose to 94 million in 2018, with an increase of over 3 million tourists, equal to a growth rate of 3.7%. The tourists come mainly from Europe, with over 62% of a total of 94 million nights’ stay in 2018.
European tourists brought a total of 24.5 billion euros to Italy’s coffers, i.e. 63% of the total revenue reported in 2018, which was 41.7 billion euros. Germans spent more than everybody else in Italy, with a growing trend through the years. In second place were US tourists, followed by the French and British, respectively in third and fourth place in the ranking of the most “spendthrift” tourists.
ONLINE
38% of Italians book their vacations online, a lower percentage than the European average, which is 50%. This is reported by Eurostat, publishing a series of data on the number of Web users who looked for and purchased accommodation or a journey for their vacations on the Web in 2017. In first place are Luxemburg tourists, who can boast a percentage of no less than 73%. They are followed by tourists from Finland (65%) and Germany (64%). Ranking last are Bulgaria (17%), Romania (18%) and Latvia (22%).
Users’ age groups. In Italy, the people who use the Web most frequently to book a vacation are aged between 25 and 34, accounting for 45%, compared to an EU average of 55%.
FOOD AND WINE TOURISM
Daily per capita spending for a food and wine vacation in Italy is approximately 117 euros, whereas for a mountain holiday it is 107 and 91 at the seaside.
Tourism is a sector that involves almost 429 million visitors and almost 41.7 billion euros spent by foreign tourists in Italy in 2018. 
EUROPEAN TOURISM: BY 2022 ITALY WILL HAVE A GROWTH OF 5.5%/ PHOCUSWRIGHT DATA
According to the Phocuswright analysis of European tourism, at least up to 2022, a 12% growth is foreseen, with Italy as a protagonist. These data are reported by Federturismo – Confindustria.
Revenue from tourism this year will reach 295 billion euros, compared to the 286 of last year, but 2019 will be the year of the definitive overtaking by online sales, which will reach 51% of the total. 
A long wave that will take continental tourism up to the threshold of 320 billion euros by 2022, with the online sector increasing its slice of the market to 55%. 

The Phocuswright analysis of the 2018-22 period estimates that Italy will have a total growth of 5.5% and a two-digit increase in the online sector (+10.9%). Higher forecasts than the other European countries: from Spain (+1.5% total and +4.2% online) through France (+2.9% total and +4.9% online) to the United Kingdom (+2.6% general and +4.4% online). Lastly, for Phocuswright, the market must watch three large phenomena closely: experiences, new start-ups and the silent advance of Google.
In the last ten years in the world, 1,613 innovative tourism companies have collected over 82 billion dollars in investments, and 30% of them are based in Europe (491). In 2018 “In my area” searches on Maps have increased by 150%. 
ECO FRIENDLY VACATIONS
According to Enit (Italy’s National Tourist Board, Italy is the key player for the demand for eco-friendly travel, with its numerous range of bio hotels, electric cars, hydrogen-powered buses, certified municipalities, protected areas with guided trips, plastic-free and no-smoke eco beaches, carbon-free travel, cycle tracks and bicycle parking stations, walks included in special digital atlases, nightlife venues powered by solar panels, e-bikes, blue flag beaches, walk-art, eco projects.
Foreign travellers prefer Italy for the attention that is paid to the environment. Tourism spurred Italy to launch a constructive process already begun in the summer of 2019 with the participation of all the Italian Regions. More than 20 no smoke and plastic-free beaches, no less than 385 Blue Flags, which certify the quality of Italy’s coasts, 4.6% more than 2018. Hundreds of regional initiatives to safeguard the territory, nature parks and marine reserves. All the Regions are working on this issue – from north to south.
HOTEL ACCOMMODATION
Federalberghi reports that hotel accommodation features a constant process of upgrading and restructuring, with a progressive reduction in the number of facilities and an increase in accommodation capacity in terms of rooms and beds available.
The average dimensions of hotels, which passed from 37.6 to 67.9 beds per hotel between 1980 and 2017, have moved the supply of accommodation towards increasingly larger hotels.
In Italy, the quota of the total, of hotels with 1 or 2 stars, which up until 2,000 still accounted for approximately half Italy’s hotels, fell to 25.9% in 2017, while that of 3-star hotels, currently the largest category (54.9%), has assumed preponderant importance and the number of 4 and 5 star hotels has grown exponentially.
The majority of the facilities and beds are in the northern regions. The largest supply of hotel accommodation (in terms of beds) is in Emilia Romagna, followed by Trentino Alto Adige and Veneto.
In fact the largest growth in the supply of hotel accommodation between 2000 and 2017 was in southern Italian regions, and was particularly dynamic in Apulia (where the number of beds increased by 80.2%) Basilicata (+59.5%), Sicily (+57.9%) and Calabria (+57.4%).
In 2018, hotels hosted 75.5% of the arrivals (96.8 million) and accounted for 65.2% of the nights’ stay (279.5 million) reported on the market. Nights’ stay rose by 1.6% in the hotels and 2.6% in complementary facilities, where the phenomenon continued of the emergence of part of the hidden flow, which is missing from the official statistics.
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17/00 1700 2017 2000 2017 2000
Piemonte 1452 23 82117 237 57,0 450 37 36
Valle d'Aosta 453 72 22500 30 497 475 10 13
Liguria 1.345 247 62416  -185 464 429 28 41
Lombardia 2851 11 193603 285 679 534 86 81
Trentino-Alto Adige 5549 94 243.836 16 439 39,2 109 129
Veneto 2985 68 215266 151 721 584 96 10,1
Friuli-Venezia Giulia 755 65 42189 186 559 50,2 19 19
Emilia-Romagna 4.300 15,1 288.557 89 67,1 523 129 143
Toscana 2855 -9 194471 182 68,1 56,6 87 89
Umbria 539 76 2894 170 83,7 494 13 13
Marche 816 246 57306 29 702 54,6 26 32
Lazio 2221 26,1 176.602 342 793 745 79 71
Abruzzo 73 05 50133 82 649 60,3 22 25
Molise 103 10 5.902 73 573 539 03 03
Campania 1670 19,0 15154 304 69,0 63,0 51 48
Puglia 1.023 433 103051 802 100,7 80,1 46 31
Basilicata 232 178 19211 59,0 828 613 09 07
Calabria 840 217 104334 574 1242 9,1 47 36
Sicilia 1302 50,0 123515 579 949 90,1 55 42
Sardegna 918 352 109.659 46,1 195 1106 49 40
ITALIA 32988 -1 2.239.446 208 67,9 55,6 100,0 100,0

Fonte: Istat, dati relativi al 2017




THE EMPLOYMENT MARKET
The job market in tourism (INPS-Federalberghi-Fipe) involves a sector in which (in 2017) approximately 191,000 companies with at least one employee had a workforce of approximately 1,176,000 (+14.6%). With the sole exception of spas, the increase in employees regarded every sector: public venues, which have the highest concentration of companies and employees in the tourist sector, are those which reported the most consistent increase (17.3%), followed by amusement parks (+13%), hospitality services (+8.1%) and intermediation activity  (+2.3%). In the hospitality sector, hotels are the main category, accounting for 78.2% in terms of employees and 64.8% in terms of companies. 

FOCUS ON: TTG TRAVEL EXPERIENCE – SIA HOSPITALITY DESIGN – SUN BEACH&OUTDOOR STYLE
Classification: international expos; Organizer: Italian Exhibition Group SpA; frequency: annual; edition: 56th TTG, 68th SIA, 37th Sun; admittance: trade visitors only; tickets: free, on invitation; hours: 10:00 am – 6:00 pm (last day 10:00 am – 5:00 pm); Italian Exhibition Director: Patrizia Cecchi; Exhibitor info: tel. +39 02 806892; E-mail: salesttg@iegexpo.it; Web sites: www.ttgexpo.it  #TTG19 - www.siaexpo.it #SIA19 - www.sunexpo.it #SUN19 - #THINKFUTURE
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Anna Gradara +39 349.1761753 anna.gradara@gmail.com
Elisa Gianessi +39 392.0775539 redazione@smartcomunicazione.com
This press release contains forecast elements and estimates that reflect the management’s current opinions (“forward-looking statements”), particularly regarding future management performance, realization of investments, cash flow trends and the evolution of the financial structure. For their very nature, forward-looking statements have a component of risk and uncertainty, as they depend on the occurrence of future events. The effective results may differ (even significantly) from those announced, due to numerous factors, including, only by way of example: food service market and tourist flow trends in Italy, gold and jewellery market trends, green economy market trends; the evolution of raw material prices; general macroeconomic conditions; geopolitical factors and evolutions in the legislative framework. Moreover, the information contained in this release, does not claim to be complete, and has not been verified by independent third parties. Forecasts, estimates and objectives contained herein are based on the information available to the Company as at the date of this release.
