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INTRODUCTION AND SUMMARY  

THE REASON FOR THIS DISSERTATION – The purpose of this dissertation is to analyze 

the profound Transformation occurring within the Italian tourism sector, observing this 

change through new interpretative keys. COVID-19 and the spread of new technologies 

related to Industry 4.0 have driven and enabled a critical change in one of the most influ-

ential sectors of our economy. While it is true that Italy has always thrived on tourism, it 

is also true that this sector tends to evolve along with new trends. It becomes crucial, 

therefore, to be ready and correctly perceive the ongoing transformations. On one hand, 

the digital revolution led by new technologies, and on the other hand, the need to integrate 

sustainability concepts even in the tourism industry, are the drivers of the analysis I 

wanted to undertake in this thesis.  

A comprehensive understanding of tourism’s development locally and globally be-

comes the foundation of this analytical endeavor, understanding the changes that have 

occurred with COVID-19 and the emergence of new trends. The dissertetion goes deeply 

into the complexities of the digital revolution and emphasizes how important it is to inte-

grate sustainability ideas into the travel and tourism sector. It becomes crucial to be fa-

miliar with new technology and how they integrate seamlessly. The ultimate aim is to 

bring sustainability goals into line with broad economic objectives, guiding the Italian 

tourism industry toward adaptability in order to determine its future course.  
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FIRST CHAPTER – TOURISM IN ITALY: FACTS & FIGURES – In this chapter, the main 

objective is to provide a clear and detailed overview of the expansive landscape of the 

global tourism industry with a particular focus on its manifestation in Italy. This endeavor 

will include a deep examination and comparison delineating the contrasts between a pre 

and post COVID-19 era. A thorough analysis of the numerous meanings, nuanced inter-

pretations, and diverse uses of the term “tourism” will be conducted.  

This investigation aims to reveal the various facets that “tourism” encompasses, ex-

amining the multitude of ramifications it has at both micro and macro levels. Finally, the 

chapter will culminate in a comprehensive presentation of the latest trends that have 

emerged in the recent years, having a noticeable impact on the direction that the tourism 

industry is going. These new developments are crucial, and they have a significant effect 

on how the various stakeholders, that are deeply involved, perceive the world.  

SECOND CHAPTER – THE DIGITALIZATION IN THE TOURISM INDUSTRY – Following a 

comprehensive introduction to the broad field of Digitalization, the dissertation continues 

proposing a meticulous and insightful overview that navigates through the complexities 

of the cutting-edge technologies arising from the revolutionary era of industry 4.0. Every 

technological component is explored, addressing its practical complexities and features 

they present in the ever-changing tourism sector. Simultaneously, a critical eye is trained 

on the possible influence that every technology could have on the market, opening up a 

world of opportunities that spread across the industry.  

The chapter follows focusing on examinig the Metaverse as a powerful and persuasive 

response to the numerous problems arising from the constant emergence of new markets 

and trends. The Metaverse appears also as a tangible way to rethink and reconfigure tour-

ism and to align it to the novelties arising from the market.  

THIRD CHAPTER – THE SUSTAINABILITY IN THE TOURISM INDUSTRY – The chapter be-

gins with a clear emphasis on how important it is, and with an exposition providing a 

profound definition of Sustainability. With a thorough examination of the various inter-

pretations and meanings that surround the concept of sustainability, this introduction 
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highlights the subject’s fundamental freshness. The chapter follows adopting a firm po-

sition and exploring in detail the crucial function that Sustainability plays in the vast field 

of tourism. Through the lens of a multifaceted perspective, this investigation examines 

and analyzes the complex interactions between environmental, social, and economic Sus-

tainability. Every aspect is examined in great detail, highlighting the mutually connec-

tions that support the Sustainability paradigm in the travel and tourist industry. The final 

section of the chapter functions as a persuasive analysis, highlighting the factors driving 

tourism, the challenges, and the opportunities it presents for stakeholders underlining the 

critical role of Sustainability within the tourism industry.  

FOURTH CHAPTER – THE FOSCARINI CASE STUDY – The fourth chapter discusses the 

business case The Foscarini, a renowed hotel that is situated in the town of Mogliano 

Veneto. The content is the result of a guided visit arranged by the owner Patrizio Bof, 

enthusiastic entrepreneur who has brought revolutionary changes that may alter the land-

scape of the hospitality sector. As a result, this chapter transforms from a textual investi-

gation into an excellent model that represent an example that searching for a perfect union 

of innovation and sustainability is a realistic goal that may be achieved.  

The chapter follows with the exploration of parallel themes that emerged during the 

visit: the introduction of new business models that can be applied and replicated by other 

players in the tourism sector; an analysis of the hub-and-spoke model, which involves a 

new network of activities that are physically and seemingly distant, but which are actually 

connected through the use of new technologies; an analysis of trends and needs of the 

new generations, to understand how businesses evolve taking into consideration these 

aspects; and finally, the necessary skills required for the new professional roles operating 

within these new business models.  

 





 

1. CHAPTER 

TOURISM IN ITALY:  
FACTS & FIGURES 

1.1. Introduction 

Italy has long been one of the world’s most coveted tourist destinations, renowned for its 

rich history, vibrant culture, breathtaking natural beauty, and delectable cuisine. The Ital-

ian economy has always relied heavily on the tourism industry as one of its main drivers, 

helping it grow and prosper; Italy allows a wide variety of tourist attractions to spread 

along the territory.  

In 2020, the COVID-19 pandemic slowed down industry performance, and the effects 

have been prolonged throughout the following years. However, since the end of re-

strictions in 2021, Italian tourism has slowly returned to the pre-pandemic levels. This 

recovery has been possible thanks to the wide offer of the sector, in terms of the variety 

of attractions that allow the presence of tourists along the whole country 12 months per 

year (WTTC, 2023). 

According to the Unesco, The Bel Paese is ranked first for Unesco World Heritage sites, 

with 58 natural and cultural properties distributed throughout the country. Besides tradi-

tional tourist destinations, foreign visitors can also enjoy new tourist trends; the love for 

a movie may drive the viewer to want to immerse himself in the spirit and scenery he has 

seen on the small or big screen. The settings also play a crucial role. So, the excellent 

cinema culture that belongs to Italy allows the development of new tourist destinations, 
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including rural areas. Glamping represents an alternative to camping, consisting of a new 

way of staying in contact with nature: it means sleeping in eco-sustainable structures 

made mainly of materials of natural origin, which retain the same comforts as a hotel 

room. 

These are two examples of how Italian touristic services are evolving and how they can 

vary and provide attractions to all tastes and needs: on the one hand, new trends may 

empower the industry after the crisis following the COVID-19 pandemic; on the other 

hand, digitalization and higher awareness of sustainability matter by customers are push-

ing them to seek alternative ways to spend their free time.  

The goal of Italian tourism operators is, therefore, to be ready. The interest in the sector’s 

development not only regards those directly involved (such as operators of reception fa-

cilities, travel agencies, and shopkeepers in tourist areas) but also economic activities that 

produce goods and services not exclusively attributable to tourism, such as restaurants 

and transport. 

The chapter is organized as follows.  

The second paragraph analyzes the tourism industry worldwide, comparing data from 

pre-pandemic period and how the industry reacted to the COVID-19 pandemic. Third 

paragraph gives an overview of tourism in Italy, its importance in the economy of the 

country and all its features. In the fourth paragraph I listed all the shades of the word 

“tourism”, from its traditional meaning to new trends developing in the last few years. In 

the final paragraph I summarized the topics and arguments of the entire chapter. 

1.2. Covid-19 pandemic and Tourism Industry in the World  

The COVID-19 pandemic represents a significant turning point in our recent past. Since 

2019, it has influenced our social and economic aspects, and among them, the tourism 

industry worldwide. The travelling and tourism industry is one of the largest service in-

dustries in the world (Roman et al., 2022). Limits to global travel, such as quarantine, 

obligatory COVID-19 tests, lack of homogeneous health and safety global procedures, 

and successive waves of infections, have all caused significant economic losses (Roman 

et al., 2022).  
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1.2.1 Trends of tourist arrivals 

Statista (2022), through an analysis of the World Travel and Tourism Council (from now 

on, WTTC), shows that the pre-pandemic level of total contribution to the GDP of the 

industry was 10,4%, and the total spending (for both leisure and business) was 6,25 tril-

lion dollars. Three years after the broke of the COVID-19 pandemic, the contribution to 

GDP has had a slight recovery at 7,6%, whereas the worldwide spending turned to 3,65 

trillion dollars in 2021 (WTTC, 2022). In 2018, Europe was first in the world in terms of 

international arrivals, reaching 713 million, which was over half of the global volume and 

a year-on-year rise of 6%. (Roman et al, 2022). With regard to means of transport, air 

flight is one of the most popular for international tourism. In 2020, passenger air transport 

arrivals in Europe decreased by 72%. The highest decreases were reported in April, May 

and June, respectively of -99%, -98% and -95%. (Roman et al., 2022).  

According to the World Tourism Organization of the United Nations (UNWTO, 2022), 

international tourism receipts worldwide have reached 1,07 trillion dollars in 2022, after 

an increase of 73% with respect to the previous year. Despite that, this value is still far 

from that of the pre-pandemic period (1,46 trillion dollars in 2019). WTTC also shows 

the impact the COVID-19 pandemic had on employment levels; in 2020, the global travel 

and tourism market had lost roughly 62 million jobs, and in 2021 this loss decreased to 

44 million jobs compared to 2019. Asia-Pacific area was the one that suffered the most 

employment loss, with 25,5 million fewer travel and tourism jobs in 2021 compared to 

2019 (more than half of the global job loss). Europe experienced, for the same period, a 

loss of 3,17 million jobs.  

The number of international tourist arrivals worldwide doubled in 2022 (Figure 1) with 

respect to the previous year, and Europe recorded the highest rebound of travellers, com-

pared to other areas, with around 595 million arrivals. Although this represents a signifi-

cant annual increase, we are still far from pre-pandemic levels (UNWTO, 2022). 

1.2.2 The role played by OTAs 

Online travel agencies (from now on, OTAs) represent a reference point for the tourism 

and travelling market trends. Travel Tech Essentialist (2022) shows the percentage 

change in revenue of the leading OTAs worldwide; after a drop in 2020 due to the 

COVID-19 pandemic, in 2021 OTAs recorded a bounce back, and among them, Expedia 
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and Booking (two of the most prolific online travel agencies) had an increase in earnings 

of 60% compared to 2020. The pandemic severely impacted the hotel industry in Europe 

in 2020. In February of that year, the occupancy rate was above 60%; after the introduc-

tion of restriction in March, the rate dropped to 11%. Two years later, in April 2022, the 

occupancy rate bounced back to 63% (UNWTO, 2022).  

Figure 1 Number of international tourist arrivals worldwide from 2005 to 2022 

 
Source: UNWTO, Statista 2023 

Among the OTAs, Airbnb is a platform that provides the possibility to rent accommoda-

tion from people willing to share their homes, and at the same time, gives the possibility 

to book “experiences” in the area you are visiting. In 2020, Airbnb reported 193,2 million 

nights and experiences booked, 40% less than the previous year (Airbnb, 2023). In 2022 

Airbnb far surpassed its 2019 record (326,9 million), reaching 393,7 million bookings of 

nights and experiences. It is interesting to see how, in 2022, Airbnb recovered and sur-

passed its pre-pandemic levels almost worldwide, and the region with the highest number 

of bookings was EMEA (Europe, Middle-East and Africa). However, the Asia-Pacific 
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area had the lowest number of bookings (40 million), and it is the only region in which 

the level is still below the threshold of 2019 (Airbnb, 2023). 

Social distancing measures and general caution towards public places seriously impacted 

restaurant service consumption. OpenTable (2022) recorded the year-over-year change of 

seated diners in restaurants worldwide for the years 2020-2022 compared to 2019; after 

a drop in 2020 and a slight recovery in 2021, in August 2022, the number of seated diners 

was “only” 0,81% less than that of the pre-pandemic period (OpenTable, 2022).  

The epidemic led to a slowdown in the speed of economic growth all over the world. This 

decrease mainly affected those countries that, more than others, rely on tourism as one of 

the most critical industries for their national economies. (Roman et al., 2022). The 

COVID-19 pandemic opened new opportunities for the tourism industry to introduce in-

novations. Entrepreneurs started to make decisions taking into account changes in the 

environment surrounding them in order to enhance their competitiveness. Industry 4.0 

and new technologies allow alternatives, such as virtual tourism, that refer to the adoption 

of extended reality technologies (such as virtual reality) to create travel experiences with-

out the implication of mobility. Market Data Forecast (2022) estimated a global virtual 

tourism market of 5 billion in 2021, and this value is forecasted to grow up to 24,1 billion 

in 2027, showing how innovation represents a fundamental aspect of the future of the 

tourism industry. Therefore, the development of new trends is now accelerating in order 

to fight against the consequences for tourism of  COVID-19. (Roman et al., 2022) 

1.3. An overview of Tourism in Italy 

In 2022, the total contribution of travel and tourism to Italian GDP amounted to roughly 

194,4 billion euros, three percent lower than in 2019. (WTTC, 2023).  

The tourism balance represents an alternative measure that helps to picture the impact of 

tourism within a country; it is given by the difference between the inbound tourism ex-

penditure and the outbound tourism expenditure. In May 2023, the Italian’s tourism bal-

ance was 15% higher than the previous year, surpassing the pre-pandemic level and reach-

ing 2,3 billion euros (Banca d’Italia, 2023). Tourism in Italy can follow two types of 

distribution, both by the reason of travelling or the origin of tourists. Leisure travel rep-

resented 84% of the share of travel and tourism spending in Italy in 2022, while in 2019 
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was 86%; business spending was, instead, higher in 2022 (16%) compared to 2019 (14%). 

Domestic spending increased by two points percentage in 2022, compared to 2019, reach-

ing 73%; international spending lowered by 30% to 27% in 2022. (WTTC, 2023).  

1.3.1 International Tourism in Italy 

International arrivals in Italy bounced back in 2022, reaching 74,7 million visitors. Alt-

hough this number is increasing year over year, we are still far from pre-pandemic levels 

(96,2 million). If we consider, instead, only the business tourists, it was 13,4 million in 

2022, closer to 2019 levels (15,6 million). The highest share of travellers in Italy in 2022 

came from Europe and North America, and first positions were occupied by neighbouring 

countries: Germany was the first country per origin of travellers in Italy, followed by 

France, Switzerland and Austria (Banca d’Italia, 2023). 

According to the analysis of the Banca d’Italia, in 2022, foreign expenditure in Italy dou-

bled with respect to the previous year, reaching a level near that of the pre-pandemic 

period, around 44,3 billion. Average spending per night has increased while the value of 

the overnight stay is lower than in 2021; an increase in the average length of the trip has 

partly compensated for the reduction in travelers. Almost half of the increase in 2022 is 

attributable to travelers from EU countries, and expense value has overcome the 2019 

level. Flows from North America have also influenced, even if the level is still below that 

of the pre-pandemic period; Russian tourism expenditure has instead halved (Banca d’Ita-

lia, 2023).  

1.3.2 Domestic trends, accommodations and industry insights 

As seen before, domestic tourism represents a significant share of the Italian tourism mar-

ket. In 2022, domestic trips have been 44 millions, 18% more than the previous year but 

still below pre-pandemic levels. The majority of Italian tourists chose a hotel as accom-

modation during their domestic trip (Figure 2), followed by the home of relatives or 

friends and rented houses or rooms (ISTAT, 2022). 

Emilia-Romagna and Tuscany, in 2022, recorded the highest numbers of overnight stays 

for domestic leisure trips, ahead of Apulia and Sicily. With regards to business trips, 

northern regions (such as Lombardy and Veneto) registered better numbers in terms of 

overnight stays. In 2022, total overnight stays related to business trips was 3 million, 23% 

more compared to the previous year; in 2018, the volume of domestic business tourism 
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peaked at 6,5 million. The difference between pre and post-pandemic levels may also be 

due to the spread of remote working (ISTAT, 2023).  

Figure 2 Number of domestic trips in Italy from 2019 to 2022, by type of accomodation 

 
Source: Istat, Statista 2023 

ISTAT also analyzes the diffusion of same-day trips among Italians; in 2022, there were 

46 million, most of them for leisure purposes, followed by visiting friends and parents 

and visiting for cultural purposes. The number of accommodation establishments in Italy 

was 224.644 in 2022; particularly, hotels were 32.425 while non-hotels were 192.219. 

Both alternative accommodations grew with respect to the previous year. (ISTAT, 2023). 

Among the hotels, the majority are 3-star hotels, ahead of 2-star and 4-star hotels. Quite 

common are also tourist residences. The region with the most hotel establishments is 

Trentino-South Tyrol, followed by Emilia-Romagna and Veneto (ISTAT, 2023).  

Looking at the entire Italian hotel industry, it had revenues of 8,05 billion euros in 2022 

and was forecasted to increase up to 9,09 billion euros in 2027 continuously. (STATISTA, 

2023). Among hotel chains, international brands lead the ranking for the higher presence 
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in Italy: Best Western, B&B, and NH Hotels had respectively 84, 59 and 39 hotels in 2022; 

Italian brands, instead, had smaller numbers, Blu Hotels 30, TH Hotels 29 and Apogia 

Hotels Beach 28 hotels. (Horwarth HTL, 2023). The less expensive alternative to hotels 

is bed and breakfast, which is highly diffused in Italy; notwithstanding a steady increase 

during 2010’s, the number of B&Bs has decreased gradually since 2020, reaching in 2022 

33,4 thousand. (ISTAT, 2023). Finally, with regard to accommodations, agritourism es-

tablishment represents an evergreen alternative accommodation, particularly in rural 

places. The number of agritourism grew in the past years, reaching its peak in 2018 (20,3 

thousand), and in 2022 grew by 2,2 percent compared to the previous year, recording 19,5 

thousand establishments (ISTAT, 2023). 

1.3.3 Employment dynamics and industry structure 

According to the employment analysis of Inps, in 2021, there were 1.030.116 employees 

and 173.414 companies with at least one employee. Seasonality has always been a char-

acteristic of the sector, which was evident from the variability of companies and employ-

ment in the different months of the year. Indeed, Inps also recorded the lowest value of 

companies (122.611) and employees (625.525) in February and the highest in August 

(207.510 companies and 1.391.222 employees). The industry structure is characterized 

by small companies with, on average, 5,8 employees; as we saw, this number grows dur-

ing summer. Furthermore, the numbers above consider only the dependent employment 

and not the work performed by owners and family workers, who account for at least one-

third of the overall labor input in the sector. (Inps, 2022). Tourism strongly relates to the 

young labor force (58% of employees are under 40 years old, and 35% are under 35) and 

attracts more women than men (52,7% of female workers and 47,3% of male ones). In 

2021, compared to 2020s values, employment in the tourism sector has risen by 75 thou-

sand units (+7,8%). Companies with dependent labor have grown as well by 2,8%. How-

ever, notwithstanding the slight recovery, there is a loss of 20% among employees and of 

13,5% among companies compared to pre-pandemic data. The same report shows that 

among the tourism companies with employees, more than 80% belong to the public sec-

tor, and only 13% belong to the receptive one; 2% belong to intermediation, whereas the 

number of spas and theme parks is more limited.  
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The more than 173 thousand companies are distributed homogeneously: 25% and 23% 

between North-West and North-East, 22% in central Italy, and 30% in the South. 

Seasonality strongly influences Italy’s tourism, particularly in regions characterised by 

mountain and seaside tourism (like Valle d’Aosta or Calabria). The phenomenon is less 

evident in regions where cultural cities attract tourists, such as Lazio and Veneto (Inps, 

2022). 

1.4. One word, thousands of meanings 

Seasonality in tourism is commonly regarded as a problem due to the inefficient use of 

available facilities throughout the year. This phenomenon is widely acknowledged as 

strictly related to tourist destination attributes (such as climatic conditions, events, and 

physical attractions). Still, it also depends on factors concerning the tourists themselves 

and their place of origin (for example, institutionalized holidays and shifting preferences). 

In addition, there are various seasonal patterns associated with various types of tourism. 

‘Sun and sand’ tourism, for example, is clearly concentrated primarily during the summer. 

the summer season, whereas ski tourism, of course, is concentrated throughout the winter. 

(Vergori, 2019).  

Italy, from this point of view, allows a wide range of choices during peak seasons. At the 

same time, the Bel Paese is absolutely one of the world’s richest countries, at least in 

terms of cultural and historical heritage. Many ancient civilizations have left their mark 

on it, as have more recent artistic and cultural influences.  

Art, culture, and history are essential motivators for many of the tourists who visit Italy 

each year. Furthermore, they serve as an effective promotional vehicle for the destina-

tions, even in market segments that are less culturally sensitive. (Borg, 1996). Enclosed 

in cultural tourism, we find religious tourism; it is not easy to distinguish the two types 

of tourism since, according to European tradition, churches, shrines and holy places are 

rich in works of art and artistic, architectural, pictorial and sculptural expressions. In Italy, 

there are almost 1.500 sanctuaries, 30 thousand churches and hundreds of diocesan mu-

seums (Bravi, 2019). Religious tourism is aimed at those interested in visiting these 

places, without those who practice it being motivated by a spiritual adhesion. This phe-

nomenon does not regard only specific places or buildings but also involves evidence of 
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a widespread religious faith carried on by specific traditions. Within this category, it can 

also be considered the pilgrimage towards a specific place as the most ancient form of 

tourism (Bravi, 2019). 

Still, Vergori (2019) states that cultural tourism, on the other hand, is non-seasonal in 

nature and is widely recognized as one of the most important resources for addressing 

seasonality in tourist destinations. This is primarily due to the fact that “culture” is not 

limited by the weather and can be provided all year. For this reason, cultural tourism may 

assist in mitigating seasonality by extending the high season. Cultural tourists, according 

to stereotype, are older people with higher educational and socioeconomic status than 

non-cultural tourists (Vergori, 2019).  

The age of the tourists influences their choice of different types of tourism. Because they 

are less reliant on institutional holidays, older tourists are less obligated to travel during 

a specific season. In other words, they could be a target group for anti-seasonality poli-

cies, especially given that institutional and socio-cultural factors appear to play a larger 

role in determining tourism seasonality than climatic and environmental factors. The re-

search presented by Vergori (2019) confirms that cultural tourists visiting European des-

tinations are highly educated and have relatively high incomes, but the stereotype of cul-

tural tourists as elderly people is not supported. People of all ages travel for cultural rea-

sons, with the peak age group being between 20 and 30 years old. (Vergori, 2019).  

Ketter (2021) analyzes the so-called Millennials as the first “digital native” generation 

and the first “always connected” generation. Technology is important in their lives, and 

they are tech-savvy, hyper-connected, and constantly use mobile phones, social media, 

and internet-based technologies. Another distinguishing feature of this age group is their 

preference for experiences over possessions. The characteristics and travel behaviors of 

European Millennials, as well as their growing importance in global tourism, drive four 

major tourism micro-trends, shown by Ketter (2021), that have an impact on the present 

and future of tourism (Figure 3).  
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Figure 3 Major tourism micro-trends: Ketter’s Model  

 
Source: adapted from Ketter, 2021 

1.4.1 Micro-trend #01 

The first is Creative tourism; building life experiences is a top priority for Millennials, 

and living a meaningful and happy life is about creating memories through a variety of 

experiences.  

As a result, Millennial travelers are eager to discover, interact with, and experience the 

world. They are open-minded travelers who seek freedom and flexibility and see travel 

as a great way to learn about the world and themselves (Ketter, 2021). Millennials are an 

active audience who, in comparison to previous generations, are more likely to travel 

independently and to be open to new tourism products and experiences. These character-

istics fuel the micro-trend of creative tourism, which involves the proactive planning and 

execution of unique personal experiences tailored to the tourist’s unique interests, per-

sonality, and lifestyle (Ketter, 2021). In this way, Millennials want to take control of their 

experiences, whereas previous generations were more likely to let brands manage their 

travels. Millennials prefer to create their own unique experiences over cookie-cutter ones, 

and they prefer to travel independently as foreign independent travelers. Furthermore, 

rather than relying on the advice of travel agents or participating in package tours or group 

travel, they are more likely to plan their own travel itineraries and travel independently 

(Ketter, 2021). 
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Figure 4 Micro-trend #01: Creative Tourism  

 
Source: our analysis 

1.4.2 Micro-trend #02 

Off-the-beaten-track tourism is the second micro-trend; the desire for novelty is part of 

what drives people to travel: the desire to experience new things, visit new places, and 

learn new things.  

When it comes to choosing a destination, Millennials prefer less popular destinations, like 

emerging destinations that they consider “authentic”; they are less interested in the tradi-

tional destinations that their parents prefer. This off-the-beaten-path tourism promotes 

some aspects of sustainability, as these travelers avoid over-tourism and prefer under-

tourism destinations. This is accompanied by environmental awareness, environmental 

values, and a willingness to pay a premium for sustainable brands (Ketter, 2021).  
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Figure 5 Micro-trend #02: Off-the-beaten-track tourism  

 
Source: our analysis 

1.4.3 Micro-trend #03 

The third micro-trend is Alternative accommodation; one of the most noticeable differ-

ences in travel behavior between Millennials and previous generations is their preference 

for accommodation.  

This can be seen in three aspects: first, Millennial travel has given rise to peer-to-

peer/sharing economy lodging as an alternative to booking a traditional hotel. The sharing 

economy is popular with this generation because of its benefits, such as connection with 

local communities, the creation of authentic local experiences, and value for money. Sec-

ond, many Millennials prefer to save money on lodging in order to spend more on unique 

experiences. Third, Millennials are a social generation, spending less time in their hotel 

rooms and more time connecting with other travelers, the community, and the world. 

These travel habits have resulted in a number of changes in the hospitality industry, in-

cluding the rise of Airbnb and other digital platforms that list homes and homestays; the 

development of glamping sites and posh hostels that add a new chic to these traditional 

accommodation categories; and the introduction of new hotel sub-brands aimed at the 

Millennial market (Ketter, 2021).  
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Figure 6 Micro-trend #03: Alternative accommodation  

 
Source: our analysis 

1.4.4 Micro-trend #04 

The fourth micro-trend is Fully digital tourism; Millennials make their entire travel jour-

ney digital and mobile by performing all travel stages on their smartphones.  

They get their travel inspiration from travel blogs and social media and plan their trip 

using user-generated content, customer reviews, and travel websites; they also book 

flights and accommodations through booking apps and online travel agencies, and they 

explore the destination using their smartphone and travel apps (Ketter, 2021). Last but 

not least, they share their experiences on social media, which inspires their peers to travel. 

Millennials, as the first digitally native generation, are also the first to demonstrate a fully 

digital travel journey (Ketter, 2021).  

Members of Generation Z, born in the 1990s and onward, tend to share some common 

behaviors with Millennials: they are open-minded and fully digital, they avoid traditional 

tourism attractions and they prefer to create their own unique experiences. Generation Z 

will further support Millennials trends, adding extra fuel to these changes (Ketter, 2021).  
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Figure 7 Micro-trend #04: Fully digital tourism  

 
Source: our analysis 

1.5. Experiential Tourism 

With regards to experiential tourism, rural tourism in Italy has always represented an op-

portunity for leisure and the chance to escape from the chaotic urban life. Since the be-

ginning of this century, agritourism has been one of the highest-growing tourism sectors 

in Italy (Grandi, 2022). In order to make it possible for tourists to enjoy the atmosphere 

of the countryside and to experience the ‘real’ working farms, in Italy, “agriturismo” is a 

legally defined activity of hospitality performed by agricultural entrepreneurs and their 

family members.  

The activities performed must remain connected and complementary to farming activi-

ties. From the farmers’ point of view, they have the opportunity to offer additional ser-

vices, such as room rent and meal provision (Grandi, 2022). Legal definitions given by 

Italian legislation help to understand the difference between rural tourism and agritour-

ism. The first one describes all the forms of tourism held in rural areas, whereas agritour-

ism refers specifically to activities provided by a registered farmer (Grandi, 2022). If it is 

true that rural tourism aims at leveraging moral and economic qualities linked to the ter-

ritory, landscape and local culture, culinary tourism incorporates these values all together. 

Food and beverages are expressions of specific cultures (Testa, 2019). Culinary tourism 
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includes several areas, such as winery, beer tourism, gourmet tourism and gastronomic 

tourism. It is done through locally owned and operated restaurants, breweries, wineries, 

culinary events, farmers’ markets, and agritourism. Agritourism is one of the most im-

portant places in Italy for culinary tourists to experience local foods and beverages (Testa, 

2019). In this scenario, culinary tourism represents a change in everyday routine and eat-

ing habits and the opportunity to try new food experiences and to socialize and be together 

with family and friends. Participation in festivals and events related to local food may 

help build social relations and contribute to making the tourist experience more pleasant 

(Testa, 2019).  

As reported by Testa (2019), there is a specific profile of culinary tourists: they usually 

have a high level of income and high education and an age range between 35 and 45 years. 

The driver of the interest of these tourists towards culinary tourism is the perception of 

high quality associated with local food. It is perceived as more nutritious and healthier 

than that sold in the mainstream supply chain, also because it has travelled a shorter dis-

tance. Another motivation, more and more frequently expressed, is related to environ-

mental protection and support of the local economy (Testa, 2019).  

As the topic of customer experience is becoming even more relevant, other forms of rural 

tourism are developing in Italy; Glamping (short for glamorous camping) provides the 

experience of nature and authenticity without sacrificing comfort (Angelini, 2023). Trav-

elers, in general, are more concerned about the environment, and they are willing to pay 

more to stay and enjoy themselves at environmentally sustainable destinations. In this 

scenario, new accommodation options appear on the market. The glamping experience 

takes place outdoors, in an isolated environment surrounded by nature. The environment 

outside must be managed at the same level as the tangible parts inside the accommodation 

(Angelini, 2023). A combination of comfort and luxury in glamping can range from more 

accessible solutions to very exclusive options. This type of accommodation originated in 

warmer regions such as Africa and Australia and then diffused in colder climates such as 

European countries. In Italy, it is a relatively new phenomenon that is rapidly spreading; 

guests can sleep on comfortable beds inside low-impact structures made of eco-sustaina-

ble materials, which qualify as sustainable structures. During their stays, they can receive 

high-quality services, many of which are geared toward learning about the area, its cul-

ture, and customs (Angelini, 2023). People who choose to go glamping will most likely 
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want a holistic, multidimensional experience in an environment that is different from the 

norm because it is more in line with their personality, values, and interests. It was stated 

that in nature-based tourism, environmental quality and appropriate levels of customer 

service play an essential role in customer satisfaction. Glamping fits into this scenario 

and also helps to reduce over-tourism and its negative effects on a territory and its inhab-

itants (Angelini, 2023). 

As we have seen, tourists’ choices are no longer related to the traditional sun, beach and 

beautiful sceneries. The seek for new and enthusiastic destinations is broadening into new 

markets demanding, more complex and even unusual (Laylo, 2022). This is the case of 

Dark Tourism, that is the visitation to places where tragedies or historically noteworthy 

death has occurred and that continue to impact our lives. It refers to places of death, mur-

ders, battlefields or even sites affected by environmental disasters such as hurricanes or 

earthquakes. The attention given to this kind of place is attributed to a curiosity towards 

mortality and the darker aspects of humanity. This trend is investing in several countries, 

and it intensified from the nineteenth century onwards, even if has become the focus of 

increasing only more recently (Asia Pacific Journal, 2022).  

Another interesting phenomenon growing these years is Movie Tourism. It includes flows 

of tourists towards places they have seen in a movie or, more generally, on the screen. In 

Italy, during the last few years, there has been a great interest towards movie tourism 

while, on the contrary, the increase in international movie tourists has not been as signif-

icant (JFC, 2023). The difference also stands in the motivation that moves the tourist. 

Italians aim to discover the places where last year’s films and TV series took place. In-

ternational movie tourists (particularly North Americans) are attracted by places of fa-

mous screenplays, where important films in the history of Italian cinema have been shot 

(JFC, 2023).  

1.6. Conclusion 

This chapter aimed to give an overview of what tourism is, first globally and then focusing 

on the Italian situation. During this introduction, I wanted to emphasize the role of 

COVID-19 as a watershed event that had consequences worldwide and reshaped tourism 

at all levels. Italy profoundly relies on the tourism industry, and it is reflected in how its 
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economy reacted to the spread of the COVID-19 pandemic; meanwhile, it is also notice-

able in the way the tourism sector is trying to recover, getting out from complex years. 

Alongside the classic tourist destinations, I reported some examples of new trends that 

can represent opportunities for the development of rural areas or the creation of new jobs.  

In the next chapter, I will focus on digital transformation and the impact of new technol-

ogies on the tourism industry. After introducing the reasons for this transformation, I will 

analyze what digitalization means, and then I will talk about the different technologies 

that drive this transformation. At the end of the chapter, I will provide an example of 

applying one of these technologies to the tourism sector.  

 



 

2. CHAPTER 

THE DIGITALIZATION IN 
THE TOURISM INDUSTRY 

2.1. Introduction 

For organizations, digital transformation is critical not only to compete but also to sur-

vive. It differs from typical business transformations; actually, the latter typically ends 

when a new behavior is achieved. On the other hand, digital transformations are long-

term efforts to rewire how an organization continuously improves and changes. This is 

because technology is not only becoming more integrated into business, but it is also 

constantly evolving. In the case of organizations, digital transformation means also to be 

more efficient economically and so obtaining a competitive advantage in the market 

(McKinsey, 2023). The COVID-19 pandemic compelled both producers and consumers 

to rapidly adopt new modes of interaction. Individuals and organizations across various 

market segments found themselves navigating the challenge of extensively utilizing dig-

ital tools. This heightened exploration of digital tools and their applications marked a 

significant leap that, under normal circumstances, would have taken years to achieve. 

Some sectors and businesses benefited from this shift, while others engaged in experi-

menting with innovative solutions. Meanwhile, some simply waited, anticipating a return 

to normalcy (Giordani, 2020).  

In general, both the supply and demand aspects experienced a period of technological 

upheaval, wherein consumer preferences evolved alongside producers’ investments in 
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adopting and enhancing new digital technologies. The initial impact of Covid-19 on the 

digital market primarily stems from the supply side. In instances where a digital market 

did not exist before the pandemic due to weak consumer interest in digitalization, the 

economic shock induced by Covid-19 could serve as a compelling incentive for busi-

nesses to make the necessary investments in digital ventures, especially when non-digital 

alternatives are temporarily unavailable (Giordani, 2020).   

Consequently, the digital market emerges as a response to this temporary surge in de-

mand. Importantly, once established, the digital market persists even after the resolution 

of the Covid-19 crisis, enduring beyond the specific and temporary conditions that ini-

tially facilitated its emergence. In essence, while Covid-19 acts as a transient shock, its 

impact results in a lasting effect on the ascendance of the digital market (Giordani, 2020).  

The COVID-19 pandemic can be viewed as the disruptive moment, marking the transition 

from a period of “gradual digitalization” to one of “complete digitalization.” Prior to the 

pandemic, digital technologies were gradually spreading, yet their full potential remained 

significantly underutilized. These technologies were confined to specific sectors and ap-

plications, primarily adopted by the more advanced and experimental consumers or pro-

ducers. Small businesses, traditional sectors, and individuals on the lower end of the dig-

ital divide were still in the process of catching up (Giordani, 2020).  

The chapter is organized as follows.  

In the next paragraph I will define what digitalization means. Then, I focus on the digi-

talization in the tourism industry, providing some examples of digital technologies, and 

finally, I will analyze the role of the Metaverse in the tourism sector.  

2.2. What digitalization is 

The fundamental rebuilding of how an organization operates is known as digital transfor-

mation. A digital transformation aims to gain a competitive advantage by continuously 

deploying technology at scale to improve customer experience and reduce costs (McKin-

sey, 2023). For organizations, digital transformation is critical not only to compete but 

also to survive. It differs from typical business transformations; actually, the latter typi-

cally ends when a new behaviour is achieved. On the other hand, digital transformations 

are long-term efforts to rewire how an organization continuously improves and changes. 
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This is because technology is not only becoming more integrated into business, but it is 

also constantly evolving.  

Still, McKinsey (2023) indicates a series of coordinated actions are required for success-

ful digital transformation (Figure 8):  

• the ability to develop a clear strategy that is focused on business value. Companies 

should concentrate their transformation efforts on specific domains, such as customer 

journeys, processes, or functions, that generate significant business value. A road map 

should guide the transformation, outlining the solutions and resources required to 

change prioritized domains;  

• a strong talent pool, including in-house engineers. Being digital entails having your 

own pool of digital talent working alongside your business colleagues. HR processes 

that are agile and digital in order to find, manage, and train talent; and a healthy en-

vironment in which the best talent can thrive; 

• a scalable operational model. Digital transformations rely on cross-functional teams 

that bring together employees from various departments. Most businesses already 

have a few of these teams, but scaling to hundreds or thousands of them necessitates 

a new operating model. The digital factory, the product and platform model, and the 

enterprise-wide agility model are the three primary operating models to consider; dis-

tributed technology enables teams to innovate autonomously. Organizations should 

foster a distributed technology environment in which each team has access to the data, 

applications, and software development tools that they require. Recent technological 

advancements can aid in the creation of this distributed environment; 

• data access for teams to use as needed. Reliable, up-to-date data are essential for 

successful digital transformations. Data architecture should generate data that is easily 

accessible by teams across an organization, and it should be assessed and updated on 

a regular basis. The data product, which structures various pieces of data into a co-

herent unit that a variety of teams and applications can easily consume, is the central 

component; adoption and change management are crucial. Previously, the technology 

adoption cycle was a straight line. Digital transformations involve a much more iter-

ative process of designing, prototyping, collecting feedback, and improving the solu-

tion to maximize its value potential (McKinsey, 2023). Big Data is the primary driver 
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of value creation in cultural tourism, contributing also to the definition of experiences 

through innovative technology, increased tourist and business involvement, and in-

creased personalization of the offering. In this context, Big Social Data is a subset of 

Big Data derived from user-generated content on popular social online services such 

as Facebook, Twitter, YouTube, Instagram, or forums and blogs (Cuomo, 2021).  

Digital transformations have a much higher chance of success when teams focus on 

changing entire domains rather than just use cases. As a result, rather than focusing on 

just one step of a process, the domain would include all of the other activities (McKinsey, 

2023). Furthermore, a successful digital transformation affects a wide range of an organ-

ization’s functions, allowing them to collaborate in novel ways. The CEO and leaders’ 

primary responsibility is to ensure the leadership team’s alignment, commitment, and ac-

countability. Without any of these, digital transformations can quickly stall. It could be 

not easy to evaluate how the digital transformation is going. The use of KPIs (key perfor-

mance indicators) is critical. They fall into three categories:  

• Value creation. Digital solutions usually focus on one or two operational KPIs that 

can be translated into financial benefits;  

• Team health. Many digital transformations take longer than expected because their 

teams are understaffed, they have not adopted modern working methods such as agile, 

or they lack critical capabilities such as product management and user-experience de-

sign. High-performing teams, in our experience, can be five times more productive 

than low-performing teams; 

• Change-management progress. These metrics track progress in developing new ca-

pabilities as well as the overall health of the transformation (McKinsey, 2023). 
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Figure 8 Actions required for successful digital transformation 

 
Source: our analysis 

2.3. New technologies supporting the tourism industry 

The fourth industrial revolution, or Industry 4.0, is closely associated with: 

• the Internet of Things (IoT),  

• cyber-physical systems (CPS),  

• information and communications technology (ICT),  

• enterprise architecture (EA), and  

• enterprise integration (EI).  

2.3.1 Doing business with IoT 

Sensors and cellular telephones connect objects and services in a common network that 

enables interaction between goods and other objects and allows service vendors to offer 

value proposals to clients via the internet of things (IoT) and the internet of services (IoS) 

(Pencarelli, 2019). Digital transformation has become essential for businesses to achieve 

key business objectives such as improving service quality, reducing costs, gaining a com-

petitive advantage, creating knowledge, and maximizing revenue. It is the result of vari-

ous digital innovations that create new actors, structures, practices, and values that can 
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change, disrupt, or complement existing game rules within organizations or industries 

(Alrawadieh, 2021). 

IoT, for example, is a comprehensive concept encompassing various aspects of extending 

the Internet and the Web into the physical realm through sensor-equipped devices. These 

devices can detect and connect physical and digital entities using appropriate technolo-

gies. IoT requires several key features, including device heterogeneity, necessitating suit-

able network architecture and protocols for communication. Interconnectivity is crucial 

for wireless data sharing and management, especially for widespread technology distri-

bution. Energy usage and device battery optimization, as well as location and tracking 

capabilities, are essential, particularly in transport systems. Connected objects must pos-

sess the ability to respond to changes in their environment through built-in intelligence 

automatically. Security and privacy protection are critical for user acceptance. In the IoT 

context, every object must be identifiable and capable of interfacing with the physical 

environment, even passively. Ultimately, the IoT system implies that every object com-

municates, is detectable, and interfaces seamlessly with its surroundings (Pencarelli, 

2019).  

Technological devices have significantly transformed people’s lifestyles and habits, rang-

ing from increasingly powerful smartphones and tablets to customizable wearable acces-

sories like ‘smart’ watches, bracelets, glasses, and lenses. These wearables can generate 

augmented reality, blending information from real-life experiences with virtual elements, 

creating alternative worlds that replace reality. Advancements in technology have made 

3D printing not only possible but also realistically accessible, allowing personalized sou-

venirs. Tourists increasingly use action cameras, including 180° double-lens cameras, to 

document their travel experiences and directly share them on their social media pages 

(Pencarelli, 2019).  

From the perspective of the relationship between firms and customers, there is a noticea-

ble shift in power dynamics favoring customers. This shift is attributed to the rising im-

pact of social media and electronic word of mouth (eWOM), along with the escalating 

significance of online reputation management (Alrawadieh, 2021). Additionally, robot-

ics, traditionally associated with factories, are finding applications in tourism. In the 

transportation sector, self-driving automobiles and airplanes are becoming prevalent, 

while in the hospitality sector, especially hotels, robots are employed to handle routine 
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tasks such as booking and managing rooms. This integration of technology is reshaping 

the way people experience and engage with the tourism industry (Pencarelli, 2019).  

2.3.2 Tourism 4.0 

Digital technologies are having a transformative impact in almost all industries and busi-

ness environments.  

Information technology, in particular, has transformed the tourism landscape, upending 

traditional operational techniques and giving rise to more sophisticated big-data-driven 

operational models (Alrawadieh, 2021). Another I4.0 concept is the smart factory, which 

uses integrated cybernetic and physical systems to assist people and machines in task 

execution. I4.0 aims to achieve higher levels of efficiency, productivity, and automation 

through features such as high digitalization, customized manufacturing, human-machine 

interaction, and value-added services and business. Industry 4.0 not only increases man-

ufacturing flexibility but also allows for mass customization and improved quality. As a 

result, it enables businesses to meet the challenges of producing increasingly personalized 

products and value offerings with shorter lead times to market and higher quality (Pen-

carelli, 2019). 

We can define Tourism 4.0 as: 

« the new tourism value eco-system based on the high-tech service 

production paradigm and defined, as done by Pencarelli (2019), by the 

same six common principles as I4.0: (a) interoperability, as ensured 

by communication code standardization; (b) virtualization, in which 

cybernetic systems can control physical processes; (c) decentraliza-

tion, in which every computer or technological device has autonomous 

decision-making capability even within centrally-controlled proce-

dures; (d) real-time data collection and analysis capability; (e) client 

orientation, both external and internal to organizations; and (f) modu-

larity, which enables flexible adaptation to changes through the sub-

stitution and/or expansion of individual modules» (Pencarelli, 2019).  

The key aspect of Tourism 4.0 and I4.0 involves horizontal integration through networks 

to enhance internal collaboration. This is followed by integrating vertical subsystems 
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within the enterprise to establish adaptable offering systems. Ultimately, there is engi-

neering integration across the entire value chain to customize the product for customers, 

encouraging collaborative value creation with customers (Pencarelli, 2019).  

One example of this is Augmented Reality (from now on, AR), defined as a method that 

combines a real-time live view with computer-generated images, resulting in an aug-

mented experience of reality (Mohanty, 2020). AR operates on three fundamental princi-

ples: integration of real and virtual elements, real-time interaction, and 3-D registration 

of both real and virtual objects. This technology can enhance the existing view, create an 

augmented perspective, or generate an entirely artificial scene.  

Praised for its user-friendliness and innovation, AR is a cutting-edge tool for promoting 

and marketing tourism products and services. It facilitates improved tourist engagement, 

offers innovative ways to explore unfamiliar attractions, induces positive changes in tour-

ist behaviour, enhances overall tourist experience, enables superior customization, boosts 

tourist/visitor influx, improves marketing strategies for tourist products, ensures business 

profitability, and enhances tourist products and services through continuous innovation 

(Mohanty, 2020).  

AR has the potential to address the evolving landscape post-COVID-19. Firstly, the ca-

pabilities of AR and VR in offering a virtual representation of a location without actual 

physical presence can be discussed. In the aftermath of the pandemic, there is a growing 

emphasis on sustainable tourism practices, urging tourists to limit unnecessary move-

ments due to their adverse effects, and AR and VR can play a crucial role in providing 

virtual experiences in lieu of physical travel. The application of AR has been notably 

prevalent in the marketing of tourism products and services, facilitating improved visual-

ization and targeted information dissemination (Mohanty, 2020).  

In the wake of the COVID-19 pandemic, there is a heightened necessity to raise aware-

ness, reinforce branding, and instill customer confidence through focused and widespread 

marketing efforts.  

Consequently, AR is poised to significantly influence tourism marketing and sustainabil-

ity in the post-pandemic era. AR-based systems are anticipated to deliver sensory experi-

ences without the need for physical participation or travel to specific locations. Particu-

larly in the realm of Meetings, Incentives, Conferencing, and Exhibitions (MICE), which 

are integral components of tourism, the pandemic has underscored the dominance of ICT-
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based platforms in organizing digital meetings. AR applications can emulate real-life ex-

periences of MICE tourism, offering authenticity while simultaneously saving both time 

and resources (Mohanty, 2020).  

2.3.3 The role of AI 

Artificial Intelligence (from now on, AI) technology stands out as a groundbreaking in-

novation that has transformed various global industries.  

It involves the creation of computer systems capable of executing tasks requiring human-

like intelligence. The impact of AI extends beyond the Information Technology sector, 

reaching areas such as self-driving vehicles, robotic healthcare, navigation systems, chat-

bots, human-computer games, and more. Its influence has reached the tourism and hospi-

tality sectors, where it is employed to gain a competitive edge in the dynamic market 

(Nagaraj et al., 2022).  

AI has integrated into the business landscape, enabling marketers to automate processes 

and streamline activities for enhanced competitiveness. While initially used to simplify 

marketing, AI has evolved to play a significant role in every aspect of tourism, including 

guest interactions, service provision, and attentiveness to customer needs. In the tourism 

industry, AI serves multiple purposes, including elevating personalization levels, tailor-

ing customer recommendations, and ensuring prompt responses even in the absence of 

staff.  

The presence of AI in the industrial context has become indispensable, facilitating cus-

tomer assistance and communication to enhance engagement quality. AI excels in provid-

ing comprehensive information on key factors such as natural resources, general infra-

structure, tourist facilities, and destination tourism infrastructure. In comparison to human 

performance, AI can deliver a vast amount of information swiftly, suggesting the potential 

to outperform traditional human services. This information can take various forms, in-

cluding interactive messages, self-service technologies, chatbots, audio and virtual tours, 

interactive booking processes, facial recognition, language translations, cross-selling, up-

selling, competitive pricing, and user-friendly shopping experiences.  

Numerous emerging technologies have emerged within the realm of Artificial Intelli-

gence, contributing to a fresh and innovative customer experience. Nagaraj et al. (2022) 

lists some advancements, described below. 
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Facial recognition 

This AI application is gaining increasing significance and widespread adoption across 

diverse industries for various purposes. In the travel and tourism sector, Facial Recogni-

tion is being extensively incorporated. Travelers often undergo a series of intricate pro-

cedures, involving the scrutiny of travel documents by authorities such as customs, im-

migration, and airports. This procedural complexity consumes valuable time, leading to 

frustration among tourists. To address these challenges, Facial Recognition technologies 

have been introduced.  

This technology identifies the faces of tourists, validates them against the images in their 

documents, and facilitates seamless and hassle-free check-ins, alleviating the disruptions 

caused by cumbersome processes. 

Chatbots 

It is a software tool designed to engage in conversations through auditory or textual 

means. There are primarily two types of chatbots: text message-based chatbots and voice-

based chatbots. Text message-based chatbots respond to customer queries with text mes-

sages, while voice-based chatbots deliver responses in the form of voice messages.  

A notable feature of chatbots is their ability to provide multiple responses to a single 

question promptly. Chatbots are accessible 24/7, every day of the year. Certain companies 

enhance the travel experience using unique travel chatbots. Travelers can independently 

explore destinations with a chatbot installed in their vehicles, providing continuous de-

scriptions of each place.  

In the hospitality industry, where delivering a great guest experience is crucial, chatbots 

play a vital role. Guests often seek information about hotel facilities, and chatbots facili-

tate personalized interactions. Personalization is a critical aspect that marketers should 

integrate into their services, with voice-based chatbots offering high-profile personalized 

services. These services encompass ordering food, booking cab services, reading mes-

sages aloud, scheduling tasks and appointments, setting alarms, handling room services, 

providing housekeeping services, and informing guests about hotel facilities, among other 

functionalities. 
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Robots 

They represent another facet of AI technology that is solidifying its foothold in the tour-

ism sector. These technologically-driven assistants leverage the Internet of Things (IoT) 

to perform routine tasks, such as activating bedroom lights, powering off televisions, au-

tomating luggage check-ins, and welcoming guests in hotels. The emergence of robot 

receptionists is a notable trend in the tourism industry, directly impacting customer and 

guest interactions. These robots extend their capabilities to manage aspects of room ser-

vice, ensuring a seamless experience for guests in new hotel rooms. In airports, robots are 

increasingly being deployed as guides and assistants.  

The integration of robots in the tourism industry brings several advantages, including the 

augmentation of customer experience, streamlining of work processes, enabling human 

staff to focus on other activities, and enhancing the overall efficiency of tourism busi-

nesses.  

Language translators 

Several software applications are available to translate languages, proving particularly 

beneficial for travelers navigating foreign destinations with unfamiliar languages. Over-

coming language barriers can be challenging when visiting a foreign country, traditionally 

requiring the assistance of a local guide fluent in the native language. However, software 

applications now offer an alternative, acting as language translators. Notably, Google 

Translate offers audio speech services through its “Conversation mode.” When travelers 

speak in their language, this feature captures their voice message, translates it into the 

target language (local language), and verbally communicates the translation to the local 

people.  

This functionality is especially advantageous for illiterate travelers who may struggle to 

type messages into translation apps. An added benefit of Google Translate is its offline 

mode, enabling users to download languages and use the application without an internet 

connection. Another valuable feature is the “Camera Integration” option. Travelers often 

face challenges understanding menus in foreign hotels due to language barriers. The Cam-

era Integration option uses the phone’s camera to scan and translate signboards and menus 

into the preferred language, facilitating comprehension for travelers. Additionally, this 

application can translate words or messages captured in images, aiding travelers who want 
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to capture information for later translation. By facilitating communication with local peo-

ple, the application enhances the overall travel experience. Travelers can confidently ex-

plore local canteens, shopping malls, and recreational zones, engaging with locals in their 

language. From a marketer’s perspective, this technology contributes to improved cus-

tomer experience and engagement for travelers exploring unfamiliar places. 

2.3.4 What impact? 

Digital transformation and its implications, such as artificial intelligence and robotics, 

will also result in job shifts from human to nonhuman employees (for example, replacing 

housekeepers with robot attendants), transforming tourism labor-intensive industry to a 

technology-intensive industry. Some businesses may be hesitant to embrace digitalization 

due to a lack of skilled employees. To keep up with new technological advancements, 

new job types may emerge in the future, and the demand for highly skilled employees is 

likely to rise (Alrawadieh, 2021).  

The impact of these digital innovations can be seen in firms’ operational models as well 

as their customer relationships. Traditional hospitality business operations, for example, 

have been disrupted also by innovative tools such as the growing dominance of online 

distribution channels (e.g., online travel agencies (OTAs)), peer-to-peer platforms (e.g., 

Airbnb), and the unprecedented spread of smartphones and apps (Alrawadieh, 2021).  

New technologies are becoming increasingly crucial, for example, for the effective im-

plementation of revenue management (from now on, RM) (Alrawadieh, 2021). RM was 

developed in airline companies to forecast demand and set prices. It has since spread to 

most hospitality industry sectors, including hotels, restaurants, spas, and banquet services. 

The key principle of RM is to ensure that the suitable inventory unit is matched to the 

right customer at the right time and the right price. Thus, the objectives of RM are in-

creasing profits and decreasing costs.   

The use of technology in RM key operations has become a requirement. Hotels that use 

specialized software in their decisions have a competitive advantage over those that do 

not. Big Data management assists hotel RM managers in improving their properties’ fi-

nancial performance and is regarded as a key driver for successful RM, and it happens 

through the use of specialized software to process large databases. It is also acknowledged 

that RM software plays a role in implementing appropriate pricing strategies, measuring 
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performance indicators, and selecting appropriate policies when dealing with issues such 

as overstaying, late checkout, and overbooking (Alrawadieh, 2021).  

2.4. Metaverse in the tourism industry 

The metaverse represents a shared, enduring, and interactive alternate reality formed by 

amalgamating all virtual realms into a cohesive universe that individuals can effortlessly 

navigate. Through the use of digital avatars, people can immerse themselves in this virtual 

world through various modalities such as augmented reality (from now on, AR), virtual 

reality (from now on, VR), and mixed reality (from now on, XR) (Gursoy, 2022).  

Essentially, the metaverse serves as a parallel reality for work, recre-

ation, and communication, distinct from today’s internet. It surpasses 

the current internet and enables users to exist within it.  

The shared challenges of COVID-19 lockdowns and social distancing have fueled an in-

creased interest in envisioning an alternative reality. The metaverse offers a realm where 

individuals can explore boundlessly, free from constraints, making any conceivable ex-

perience both possible and accessible. Growing awareness of climate change, shifts in 

customer preferences, changing generational values, and other external factors are likely 

to encourage individuals to support sustainable practices in hospitality businesses and opt 

for domestic travel over international destinations.  

This evolving mindset among customers may even lead them to explore hospitality and 

tourism experiences, such as attending meetings, concerts, or visiting museums, in the 

metaverse. These potential shifts in consumer behavior underscore the significance of the 

industry’s endeavors to create and provide authentic hospitality and tourism experiences 

within the metaverse. This becomes particularly crucial as technology advances and user 

adoption of metaverse technologies increases (Gursoy, 2022).  

Hospitality and tourism enterprises face the imperative of crafting immersive experiences 

that individuals perceive as valuable and are willing to pay for. To achieve this, industry 

players must demonstrate creativity and innovation in developing distinctive and immer-

sive experiences that engage customers’ multiple senses. In low interactive experiences, 

customers passively engage with virtual products and services, such as conducting activ-

ities that don’t demand active participation or seeking information passively. On the other 
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hand, highly interactive experiences necessitate customers’ active participation in a live 

virtual environment, like kayaking or playing first-person shooter games. A second di-

mension of metaverse experiences denotes the type of motive (hedonic vs. utilitarian) 

fulfilled for consumers. Individuals driven by hedonic motives engage in virtual experi-

ences for enjoyment and pleasure, while those with utilitarian motives seek to meet func-

tional or utilitarian needs in the virtual world. Customers can find hedonic pleasures in 

the metaverse by virtually exploring the Amazon rainforest or scuba diving in the Pacific 

Ocean. Conversely, the metaverse can cater to customers’ utilitarian needs, allowing them 

to virtually experience flights, hotel rooms, cooking at restaurants, tours, conferences, 

meetings, and conventions (Gursoy, 2022).  

These efforts provide customers with a “try before you buy” feature, enabling them to 

explore hotel and restaurant interiors, tourist attractions, flights, and other services of in-

terest from the comfort of their homes. As customers virtually experience services before 

making decisions, metaverse experiences can influence the outcome of bookings. While 

the metaverse doesn’t replace real-world hospitality and tourism experiences entirely, it 

presents significant opportunities for service providers and customers alike.  

The metaverse not only offers businesses crucial marketing and customer relationship 

opportunities but also saves customers time and money in trip planning. Although virtual 

experiences are unlikely to replace real-world experiences entirely, the outlook is opti-

mistic. The emergence of the metaverse is poised to bring about substantial transfor-

mations in the behaviors and attitudes of both customers and businesses. These shifts have 

the potential to influence customer focus on products and services, purchasing patterns, 

perceived value and value propositions, preferences, consumption habits, and decision-

making processes (Gursoy, 2022).  

The hospitality and tourism sector stands to gain considerable advantages from research 

endeavors that closely monitor and analyze these attitudinal and behavioral changes. Re-

search in this realm should explore the impact of the time customers invest in the 

metaverse, examining how it shapes their perceptions of value, preferences for avatars, 

and choices of activities within virtual worlds. Understanding these dynamics will enable 

the industry to adapt and capitalize on the evolving landscape, ensuring that businesses 

can align their offerings with the changing needs and expectations of metaverse-engaged 
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customers. In contrast to digital marketing, where customers typically visit booking web-

sites, hotel platforms, or other online hospitality and tourism-related platforms, marketers 

in the metaverse will need to immerse themselves in the user’s metaverse. Consequently, 

marketers must devise innovative approaches to effectively engage with their customers 

within the metaverse. Urgent research is needed to explore metaverse-specific marketing 

strategies, including content creation, influencer engagement, search optimization, and 

other tailored methods.  

It is imperative for players in the hospitality and tourism industry not only to acknowledge 

this emerging phenomenon but also to develop strategies for active participation in this 

new virtual realm. Doing so will allow them to capitalize on the opportunity presented by 

the metaverse, ultimately building a sustainable competitive advantage in this evolving 

landscape (Gursoy, 2022). 

2.5. Conclusion 

In this chapter, I exposed the way digitalization entered the tourism industry. New tech-

nologies belonging to Industry 4.0 are boosting digital transformation in every sector.  

The main driver is the seek for efficiency, cost reduction, and higher profits given by a 

competitive advantage derived by the innovation brought by these new technologies. This 

is true also for the tourism industry, however, in this case, COVID-19 played a central 

role. The unexpected pandemic and lockdowns forced the entire sector to find new ways 

to guarantee its services, and the adoption of new technologies allowed, on the one hand, 

to provide new forms of tourism, on the other hand, the formation of new trends among 

the customers. In the next chapter, I will focus on the sustainability evolution of the tour-

istic sector. After introducing the topic, I will define the different applications of the sus-

tainability approach in the tourism industry.  

 

 





 

3. CHAPTER 

SUSTAINABILITY IN  
THE TOURISM INDUSTRY 

3.1. Introduction 

In order to understand the novelty and the importance of the sustainability topic nowa-

days, I reported the distribution of scientific articles available on Google Scholar, with 

sustainable tourism as the main argument, published up to 2023 (figure 9). We can ob-

serve an exponential increase of interest in the topic from 2018, which is an effect of the 

many policies carried out, particularly the publication in 2015 of the “2030 Agenda for 

Sustainable Development” from the United Nations. Covid-19 pandemic also put the 

spotlight on this topic and boosted the application of new technologies in many industries 

and aspects of our life, and tourism sector is among them. Furthermore, United Nations 

World Tourism Organization (from now on, UNWTO) declared 2017 as the Year of Sus-

tainable Tourism, encouraging global participation in travel while adhering to the princi-

ples of sustainable tourism and emphasizing engagement with local communities 

(UNWTO, 2017). In the ongoing fight against Covid-19, prominent measures involve 

restrictions on gatherings and the adoption of social distancing practices.  

This underscores the high vulnerability of the tourism industry to substantial upheavals 

like the current pandemic. In this context, Sustainable Tourism appears to have a prom-

ising opportunity for advancement (Palacios-Florencio, 2021). Numerous scholars have 

recognized significant challenges for sustainable tourism arising from the rapid expansion 
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of tourism services. The ongoing sustainable development of tourism is a dynamic en-

deavor continually confronted by new challenges arising from evolving technologies and 

shifts in tourism consumption patterns. Given its substantial economic, environmental, 

and social implications in the contemporary world, the growth of the tourism sector is 

intricately connected to all three mentioned dimensions of sustainability (Streimikiene, 

2020).  

Figure 9 Scientific articles with Sustainability Tourism in the title 

 
Source: Google Scholar 

The chapter is organized as follows: initially, I will analyze the various nuances given to 

the word sustainability, from which different perspectives can emerge on how the theme 

can be approached. After that, I will focus on the forms that the concept of sustainability 

can take. Subsequently, I will introduce the subject related to the tourism sector, discuss-

ing environmental, economic, and social sustainability. This introduction will be neces-

sary to then address the topics of sustainable development and the challenges that this 

process entails. Finally, I will concentrate on the factors that guide and fuel sustainable 

development in the tourism sector. 
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3.2. What sustainability is  

Despite the novelty of sustainable tourism, the concept of sustainable development dates 

back to the early 1970s, when scientists started to search for an alternative development 

model to the Western one (Ruggerio, 2021). The discourse initiated during those years 

gave rise to the concept of eco-development, an approach aiming to reconcile social de-

velopment with the imperative of preserving ecosystems to maintain the habitability of 

the planet. While the concept of eco-development did not take center stage in international 

policy, it paved the way for a novel perspective that interlinked development with sus-

tainability. In 1987, the report "Our Common Future" by the World Commission on En-

vironment and Development defined sustainable development as "...development that 

meets the needs of the present without compromising the ability of future generations to 

meet their own needs." This statement was widely embraced by the international commu-

nity as the new paradigm for development (Ruggerio, 2021).  

Researchers often grapple with the challenges posed by the ambiguity and multiple mean-

ings associated with the concept of sustainability. The presence of non-operational, var-

ied, and occasionally conflicting definitions complicates the selection of an appropriate 

understanding of sustainability (Salas-Zapata, 2019).  

The connection between the terms sustainable development and economic growth has 

sparked a debate over their conflicting interpretations. Some argue that development, 

equated with economic growth, is incompatible with sustainability due to the impossibil-

ity of sustaining infinite growth on a finite planet. Conversely, others emphasize the sig-

nificance of economic growth in acquiring the necessary resources for achieving sustain-

ability. Beyond these contradictions and diverse interpretations, there is some agreement 

on the implications of sustainable development. The ensuing discussion introduces alter-

natives to surpass the outdated development paradigm. On one hand, the recognition of 

the complexity of real systems has become established, viewing a system as a set of in-

terrelated elements generating emergent properties. This perspective embraces a multidi-

mensional conceptualization, often considering social, political-institutional, economic, 

and ecological dimensions as interconnected parts of a whole. On the other hand, the 

pursuit of inter- and intragenerational equity underscores the importance of expanding 

spatial and temporal horizons (Ruggerio, 2021).  
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Salas-Zapata et al. (2019) considered the meanings of the concept sustainability, on the 

basis of the use of the term. In this way it was possible the identification of four clearly 

distinguishable meanings that are not mutually exclusive, since the concept of sustaina-

bility belongs at the same time to different conceptual fields.  

Sustainability as a set of guiding criteria for human action 

Sustainability as a set of guiding criteria for human action. Scholars and researchers fre-

quently use the term sustainability to denote the incorporation of a set of social and envi-

ronmental criteria or attributes into human activities. These activities may pertain to prod-

ucts or processes that, in either case, involve some form of interaction between humans 

and ecosystems. Consequently, these actions can be considered integral to social-ecolog-

ical systems. From this standpoint, sustainability is interpreted as the integration or appli-

cation of social-ecological criteria or attributes during the planning, designing, and/or 

operational phases of specific reference systems. Such statements are characterized by 

their reference to a criterion of social and/or ecological action that researchers utilize to 

define a system as sustainable. 

Sustainability as a goal of humankind 

Sustainability as a goal of humankind. The term sustainability is also utilized to describe 

a societal objective. Scholars, researchers, and professionals often assert that a system is 

sustainable based on its alignment with specific objectives. In such cases, a common fea-

ture is the acknowledgment of environmental, social, and economic purposes, goals, val-

ues, or objectives that certain human actions aim to achieve. From this perspective, sus-

tainability becomes an idealization of the relationship between nature and society within 

specific reference systems. The essence of sustainability is disclosed through the mention 

of these purposes or goals in such statements. The concepts and human actions associated 

with sustainability directly stem from these purposes, goals, or societal expectations. 

Therefore, when the term sustainability is used interchangeably with sustainable devel-

opment, the researcher is referring to an expectation or the intended outcome of a refer-

ence system known as a model of development. 



Sustainability in the Tourism Industry 

47 

Sustainability as an object 

Sustainability as an object. Sustainability, treated as an object, is a tangible entity that 

can be identified, represented, studied, or influenced. It involves interpreting the term as 

the conduct of a reference system. The descriptors used to articulate this conduct include 

resilience, adaptive capacity, robustness, balance, equilibrium, ability, or capacity to 

withstand disturbance, and the preservation of social-ecological systems. While these 

terms may not be interchangeable, each of them points to the system's ability to sustain 

specific attributes, resources, processes, or functions over the long term despite disrup-

tions.  

Sustainability as an approach of study 

Sustainability as an approach of study. The term sustainability is also used to describe 

the examination of social, economic, and environmental variables within a reference sys-

tem. In this context, a discernible pattern emerges, marked by the analysis of the social-

ecological variables associated with a specific activity, product, or human process as a 

reference system. Consequently, it can be deduced that the term sustainability is utilized 

to signify researchers' intent to address variables aimed at evaluating the environmental, 

social, and ecological performance of a reference system. From this viewpoint, sustaina-

bility can be comprehended as an approach employed to study particular systems. 

3.3. Two forms of Sustainability 

Ruggerio (2021) approaches the definition of sustainability by referring to social-eco-

nomical systems (from now on, SESs), including society as drivers of the  changes on 

these systems. According to him, the trajectory of SESs determines whether they move 

towards sustainability scenarios, contingent upon three key attributes: resilience, adapta-

bility, and transformability. Given that all living systems undergo change, the critical ob-

jective is not to eliminate these changes but to prevent the destruction of sources of re-

newal. These sources enable the system to recover from the inevitable stresses and per-

turbations resulting from its inherent nature as an open system. As sustainability is a con-

ceptual framework intended for application to tangible systems with a material existence, 
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the presumption is that these systems are open, engaging in the exchange of matter, en-

ergy, and information with their surroundings. Such exchanges can be represented as in-

put (inputs) and output (products) variables.  

Ruggerio (2021), defines the sustainability of a system as a dynamic equilibrium in the 

interaction process between a population and the carrying capacity of its environment. 

This equilibrium allows the population to develop and express its full potential without 

causing irreversible adverse effects on the environment's carrying capacity upon which it 

relies. The author establishes five principles organized into three primary domains to as-

certain whether a system is sustainable: the Material Domain, forming the foundation for 

regulating the flow of materials and energy that underlie existence; the Economic Do-

main, offering a guiding framework for defining, creating, and managing wealth; and the 

Domain of Life, serving as the basis for appropriate behavior within the biosphere con-

cerning all other species.  

The preceding section delved into the concept of sustainability, exploring its abstract 

meaning. The discussion has navigated between two contrasting perspectives: the very 

strong and the very weak sustainability approaches. Advocates of the very strong sustain-

ability approach place nature as the central subject of sustainability, prioritizing the con-

servation of its attributes in the most pristine state possible. Conversely, adherents to the 

very weak sustainability approach shift the focus towards sustaining economic systems, 

relegating nature to the role of a supplier of natural resources, ecosystem services, and 

the reservoir for the residues generated by human activity. 

Weak sustainability 

Weak sustainability. The neoclassical theory of economics operates under the assumption 

that energy and matter (commodities) circulate within a nearly closed system character-

ized by unlimited resources (inputs) and an infinite capacity for processing wastes (out-

puts), termed negative externalities by economists (see Fig. 7). Despite the finite nature 

of resources, this theory perceives nature as an inexhaustible reservoir for production re-

sources and assumes a similar resilience in nature's capacity to assimilate contaminants. 

Over the past decades, the neoclassical paradigm has developed methodologies enabling 

the internalization of externalities. Environmental Economy methods involve the mone-

tization of environmental commodities and services, assigning them monetary values. 



Sustainability in the Tourism Industry 

49 

This approach allows businesses and consumers to buy and sell these resources, relying 

on the laws of supply and demand and progress (scientific, technological, and economic) 

to work towards global equilibrium. It also anticipates the discovery of synthetic substi-

tutes for natural resources (artificial capital), conservation strategies for irreplaceable nat-

ural resources, and economic resources for remediating environmental damage. Within 

this framework, weak sustainability assumes that the economic system is the primary 

subject, with its main goal being sustained economic growth, often referred to as sustain-

able development. Two recent conceptual proposals stemming from the weak sustaina-

bility approach are the circular economy and green economy. Both share a common lack 

of scrutiny regarding the notions of development and economic growth, aligning with the 

principles of sustainable development and asserting that environmental challenges can be 

resolved through technological and scientific advancements. 

Strong sustainability 

Strong sustainability. The term "sustainability" is predominantly associated with ecolog-

ical sustainability, although certain studies on sustainable development introduce terms 

such as 'social sustainability,' 'economic sustainability,' and 'project sustainability.' In con-

trast to the neoclassical theory, ecology does not conceive human economy in isolation 

from nature; instead, it views the human economy as part of a (SES) that exchanges mat-

ter, energy, and information with its environment. In this perspective, the components of 

the SES are more than mere commodities and services traded in markets. This ecological 

viewpoint does not imply adopting a conservationist stance towards nature that prioritizes 

human societies (very strong sustainability). Instead, it acknowledges that the persistence 

of SESs depends on reversing the increasing tendency to deteriorate Earth's environments. 

This interpretation aligns with emerging ideologies such as degrowth and "buen vivir" 

(also known as "vivir bien" in Spanish, meaning "living well"). In contrast to proposals 

focused on weak sustainability, the concept of sustainable development is not a prerequi-

site for degrowth. Originating from South American native cultures, particularly Andean 

cultures, buen vivir substantially challenges the notions of development and sustainable 

development. It critiques Western culture based on a cosmovision that contrasts anthro-

pocentrism with a perspective centered on respect for Mother Earth and all living beings. 
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The buen vivir approach prioritizes the commonwealth over individual well-being, ex-

tending beyond the traditional notion of commonwealth confined to human beings. It in-

cludes all existence, preserving equilibrium and harmony among every living being. Vivir 

bien surpasses mere satisfaction of needs, access to services, and the accumulation of 

commodities as the basis for well-being. It is presumed that the primary challenge faced 

by this proposal is resisting and overcoming the hegemonic structure imposed by sustain-

able development, analogous to the resistance witnessed during the 1970s with ecodevel-

opment (Ruggerio, 2021). 

3.4. Sustainability and Tourism 

The UNWTO introduced the concept of Sustainable Tourism in 2005, describing it as a 

type of tourism whose practices and principles apply to all forms of tourism in a variety 

of destinations, including mass tourism and niche segments. The principles of sustaina-

bility address the environmental, economic, and socio-cultural dimensions of tourism de-

velopment, emphasizing the importance of striking a suitable balance between these three 

aspects to ensure long-term sustainability (UNWTO, 2005). 

This type of tourism promotes destinations that are not only environmentally sustainable, 

but also beneficial to overall well-being. As a result, many primary tourist destinations' 

current challenges may need to be addressed quickly or transitioned to a sustainable mass 

tourism model. This transition entails combining the emerging societal norm of sustaina-

bility with the long-standing norm of encouraging growth (Palacios-Florencio, 2021). 

Sustainable tourism encourages responsible resource management, meeting environmen-

tal, social, and economic needs while preserving cultural integrity, fostering biological 

diversity, maintaining ecological processes, promoting social and economic equity, and 

contributing to overall enrichment (Elmo GC, 2020). Sustainable development and tour-

ism innovation have a strong correlation. Tourism businesses use innovative strategies to 

promote a more sustainable environment. Companies now require the ability to innovate, 

whether through incremental or radical changes (Elmo GC, 2020). Since its inception, 

Sustainable Tourism has been centered on environmental preservation, cultural authen-

ticity, and ensuring the democratic profitability of tourist activities in destinations. This 

type of tourism recognizes the critical importance of social impact as a measure of well-
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being reflected in the visited destination. Furthermore, it focuses on exclusive economic 

returns, assessing whether tourist activity generates adequate income for the local popu-

lation in terms of employment, wealth, and available resources (Palacios-Florencio, 

2021). 

3.4.1 Multidimensional Approach to Sustainable Development 

We identify as key components of sustainable development three dimensions: economic, 

environmental, and social. These dimensions empower companies to enhance productiv-

ity while concurrently reducing resource usage, minimizing environmental impact, and 

placing significant emphasis on innovation to actualize sustainable development. The no-

tion of sustainable development in tourism is regarded as an innovative approach that 

supports not only economic growth but also ensures environmental protection simultane-

ously. (Elmo GC, 2020). The economic benefits derived from tourism development typ-

ically manifest as employment opportunities, income generated by the tourism sector, and 

the creation of investment and business prospects. Concerning the social impact of tour-

ism, it can be characterized by changes in the lives of residents in communities forming 

part of the destination and linked to tourism activity. Similarly, the social and cultural 

advantages result in an expansion of leisure activities, enhancements in public services 

and infrastructure, and a catalyzing effect on social change (Palacios-Florencio, 2021).  

Similarly, in the environmental domain, tourism can act as a catalyst for the conservation 

of natural resources and cohesive urban designs. This approach promotes organized tour-

ist development based on a model that integrates seamlessly with the environment. En-

couragement of pro-environmental behavior, defined as actions aimed at protecting the 

environment, is critical, especially when it comes to nature-based tourism and ecotourism 

among tourists. While acknowledging the composite nature of environmental quality, 

which includes both objective and subjective elements, it is widely accepted that estab-

lishing a strong link between environmental protection, logistical considerations, and in-

frastructure development is critical for a successful strategy in sustainable tourism devel-

opment (Palacios-Florencio, 2021). 

There is a lack of consensus regarding the specific conditions that define a state of sus-

tainability, given its continuous and future-oriented nature. To the best of our knowledge, 
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three distinct definitions have been proposed by both public organizations and research-

ers. According to the United Nations World Tourism Organization (UNWTO; 2004), eco-

nomic sustainability encompasses the long-term viability of economic operations, fair-

ness and equity in benefits distribution, employment and income-earning opportunities, 

and poverty alleviation. The definition presented by the United Nations Environmental 

Programme (UNEP) and UNWTO (2005) focuses on economic prosperity across various 

societal levels, emphasizing cost-effectiveness, economic efficiency, and the vitality of 

tourism enterprises. Researchers instead, state that economic sustainability involves a 

process "optimizing the development growth rate at a manageable level with full consid-

eration of the limits of the destination environment." It is evident that economic sustain-

ability in tourism, as per these interpretations, is a multidimensional construct with a com-

prehensive significance (Zhang et al., 2018). 

3.4.2 Challenges and Strategies in Sustainable Tourism Development 

Tourism appears to serve as a potent catalyst for economic growth and substantial welfare 

improvements. Especially in the context of developing countries and indigenous commu-

nities, tourism is seen as an alternative means for alleviating poverty and promoting sus-

tainable livelihoods (Zhang et al., 2018). This form of tourism emphasizes the signifi-

cance of stakeholders, acknowledging the pivotal role played by residents (Palacios-Flor-

encio, 2021). However, it is crucial not to perceive tourism as a cure-all or the easiest 

solution to economic challenges, as it may also yield static and adverse effects. For in-

stance, given the seasonal character, tourism is identified as an unreliable source of in-

come due to its sensitivity to actual or perceived changes in the environmental and social 

conditions of destinations. The risks of overdevelopment, excessive visitor use, and the 

pursuit of short-term economic gains can threaten the long-term viability of many tourism 

destinations (Zhang et al., 2018). Examining the perspective of tourists themselves is 

equally intriguing. Understanding the attitudes of tourists towards the advancement of 

Sustainable Tourism and fostering awareness of culture, environment, and the economy 

in the communities they visit are crucial factors for safeguarding tourist destinations and 

mitigating negative impacts (Palacios-Florencio, 2021). 

Sustainable tourism extends beyond mere nature preservation or socially responsible 

business practices. It is crucial to emphasize that the theoretical framework of sustainable 



Sustainability in the Tourism Industry 

53 

tourism encompasses economic, social, and environmental protection dimensions. In this 

context, it becomes apparent that social involvement is an aspect receiving less attention. 

Therefore, addressing the primary competitiveness challenges in tourism involves achiev-

ing the social and environmental goals of sustainable tourism development. This can be 

accomplished by innovating in sustainable consumption practices within tourism ser-

vices, attracting environmentally conscious consumers, and educating such consumers 

through the provision of green or environmentally friendly tourism services (Streimikiene, 

2020).It is widely acknowledged that Sustainable tourism addresses the challenge of com-

bating overcrowding in specific tourist destinations while also attempting to mitigate the 

associated damages. Sustainable tourism has long sought to position itself as a solution 

to the negative aspects of tourism development and the criticism it frequently receives. In 

the current context, this perception is more important than ever. The massive influx of 

tourists in certain destinations, as well as the resulting damage to urban and natural envi-

ronments, are among the most vehemently criticized aspects of tourism. In this regard, 

Sustainable Tourism advocates, among other measures, the promotion and development 

of less crowded tourist destinations, with Sustainable Mass tourism as the desired and 

imminent outcome for most destinations. (Palacios-Florencio, 2021). 

Within the context of tourism, the literature underscores the imperative to sustain com-

petitiveness while simultaneously adjusting to the ever-evolving environment. Moreover, 

within the tourism industry, the primary focus centers on sustainable development. Com-

panies operating in this sector must consider not only economic gains but also the social 

and environmental impacts inherent in the development of their activities (Elmo GC, 

2020). 

3.5. Engine of sustainability transformation in the tourism sector 

Tourism is rapidly expanding, attracting tourists from various nationalities and cultures. 

This has led to increased interest in cultural differences, local traditions, and habits. Tour-

ism service providers should understand intercultural differences and tourist behavior 

when creating service packages and forming groups (Streimikiene, 2021). This will help 

meet consumer expectations and create a more positive environment for both group and 

individual services. As a result, consumers and organizations benefit from increased 
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added value. It is also interesting to examine tourists' perspectives. To protect tourist des-

tinations and minimize negative impacts, it is important to understand tourists' attitudes 

towards sustainable tourism and raise cultural, environmental, and economic awareness 

in the communities they visit (Palacios-Florencio, 2021). Most studies show a positive 

correlation between attitudes towards sustainable tourism development and perceived 

positive impacts. Providing high-quality and environmentally friendly services is crucial 

for the success of any tourist destination (Palacios-Florencio, 2021).  

3.5.1 Unveiling Tourist Motivations: the Landscape of Sustainable Tour-
ism and Consumer Behavior 

Sustainable tourism has a significant focus on sustainable consumption. Consumer be-

havior during holidays strongly correlates with their daily consumption habits. Society 

generally adheres to sustainable consumption principles in daily activities, and this is ex-

pected to continue during holidays. Notwithstanding, sustainable tourism service pack-

ages offered by Destination Marketing Organizations (DMOs) are rarely chosen by tour-

ists who prioritize responsible consumption (Streimikiene, 2021). Some organizations, 

eager to attract more tourists, present themselves as more sustainable than they actually 

are. Today's tourism service consumers are sophisticated, which can lead to ambiguity 

and distrust in organizations. Researchers found that trust in an organization has a direct 

impact on tourists' intentions to order specific services. Hotel advertising that provides 

clear and useful information, reflects sustainability, and avoids overemphasis can increase 

trust among tourists. This is a very significant highlight, talking about a tourism service 

consumer and analyzing his/her decision motives to purchase service (Streimikiene, 

2021). Palacios-Florencio et al. (2021), states that the motivation to visit a destination 

will be increased if the tourist is aware of the positive effects that sustainable tourism can 

have on the area. Tourism motivation inspires people to travel and explore new places. 

The incentive to travel can be defined as an internal need, that motivates a person to act 

in a specific way in order to achieve his desired satisfaction. Motivation, along with ser-

vices and loyalty to a destination, play a crucial role in increasing satisfaction. Further-

more, motivation to travel represents a key factor in predicting tourist behavior and un-

derstanding their intentions (Palacios-Florencio, 2021). Understanding tourists' motiva-

tions is crucial for understanding their behavior trends, in addition to their satisfaction. It 
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is a two-phase process in which internal and external factors combine. In this sense, in-

ternal factors refer to the desire to make the trip. includes psychological factors like dis-

connection and relaxation. External factors, such as cultural and unique features, contrib-

ute to the choice of destination. Sustainable tourism development positively impacts tour-

ist motivation, as it demonstrates a commitment to environmental care and conservation. 

Researchers apply these constructs to ecotourism to confirm that tourists with higher en-

vironmental sensitivity are more motivated and likely to return. Tourists' motivations and 

intentions are directly linked to their environmental knowledge and concerns (Palacios-

Florencio, 2021). Targeting the right visitors is crucial for sustainable tourism. Under-

standing the factors that influence positive intentions towards a destination is crucial for 

tourism. Respect for the environment is a positive psychological factor that influences 

tourists' choice of sustainable destinations (Palacios-Florencio, 2021). People who exhibit 

positive attitudes toward the environment while traveling can convey a greater desire for 

sustainable tourism experiences with nature. Pro-environmental behavior in large urban 

tourism destinations is influenced by various factors, including individual background, 

habits, attitudes, and external context (Palacios-Florencio, 2021). 

3.5.2 Financial Support, Sustainable Tourism, and Local Perspectives 
in Business Development 

When it comes to financial support for businesses, it's easy to imagine a businessperson 

investing in the tourism industry. If they have established a new hotel, they can provide 

additional work, such as at a local laundry. As an example, newly established businesses 

add significant value to other enterprises by providing additional services or products. 

Therefore, financial support for businesses should be acknowledged (Streimikiene, 2021). 

To ensure efficient resource allocation, state interventions in markets should address mar-

ket failures such as pollution, public goods, and internalization of costs associated with 

business operations. State support for sustainable tourism should be linked to innovation, 

renewable energy use, social inclusion for disabled individuals, job creation, and other 

public benefits that improve the quality of life for locals (Streimikiene, 2021). 

Residents' reactions to tourism development varied depending on a variety of factors, 

including the level of tourism development, sociodemographic characteristics, economic 

reliance on tourism, the extent of local residents' interaction with tourists, and spatial 
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proximity to tourist attractions. Social exchange theory, which considers the benefits and 

negative aspects of tourism, is often used to explain how people make decisions about it. 

Residents are likely to support tourism development if the perceived benefits outweigh 

the perceived costs. Stakeholder theory, which is based on the concept of fairness, has 

also been used to resolve conflicts and trade-offs between various stakeholders. Prioritiz-

ing the legitimate interests of all stakeholders is crucial when developing policies and 

making decisions (Zhang et al., 2018). The study chose three economic indicators: long-

term business profitability, continued growth of the city's tourism industry, and sustained 

and increased funding for tourism marketing. Seasonal tourism operations, which have 

resulted in lower occupancy rates, transportation difficulties, and higher prices, were 

viewed as a major factor in the sustainability of tourism corporations. Quality accommo-

dation and a skilled workforce are key factors affecting the economic sustainability of 

tourism destinations. Considering the temporal dynamics of tourism development, the 

trade-off between tourism investments and environmental preservation is critical to en-

suring the long-term sustainability of population incomes (Zhang et al., 2018). 

3.6. Conclusion 

In this chapter, I introduced the sustainability transformation and its novelty as a topic. 

Since the publication in 2015 of the “2030 Agenda for Sustainable Development” by the 

United Nations and the declaration of 2017 as the Year of Sustainable Tourism by 

UNWTO, sustainability topic related to tourism has gained more and more interest. Being 

a new subject, researchers have committed in giving a meaning and a definition to the 

word “sustainability”, and I tried in the second paragraph to synthesize these efforts. 

COVID-19 and digitalization boosted the sustainability transformation. Tourism sector is 

evolving together with new trends of new generations which serve as drivers for the sus-

tainability revolution in environmental, social and economic dimensions, with the partic-

ipation of the wide variety of stakeholders.  

In the next chapter I will discuss the example of The Foscarini Hotel. Located in an an-

cient villa in Mogliano Veneto, it is a perfect example of integrating the history and tourist 

vocation of the area, and new technologies. The result is a sustainable business model 

driven by digital and the enhancement of experience. 
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4. CHAPTER 

THE FOSCARINI CASE HISTORY 

4.1. Introduction  

Digitalization and sustainable transformation are clearly the keys we have now to reach 

any goal, and face any challenge, in the future of the tourism sector. Any organisation 

that wants to implement sustainability within its business must undertake a process of 

organisational change that accommodates all the new principles, values and activities 

necessary to achieve this goal. As mentioned in the previous chapters, this process may 

be triggered by external factors, like the COVID-19 pandemic or new generational trends 

that push companies to innovate themselves.  

It is up to organisations to grasp these factors and address them in the most correct and 

effective way. In this chapter, I bring a helpful case study, the 4-star hotel The Foscarini, 

a great example of how digitisation and sustainability can become determining factors 

when applied to a hotel business.  

The following paragraphs are the results of a visit to the property guided by the owner 

Patrizio Bof.  

4.2. The Foscarini: an overview 

The Foscarini hotel is located in an ancient Venetian villa from the 17th century. It be-

longed to the Foscarini family, which had several properties around the Veneto region 

and beyond. The hotel management is based on a business model born during the COVID-
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19 pandemic when the need to innovate and find new models that integrated new tech-

nologies with the demands brought by the pandemic led to the creation of The Foscarini. 

Previously, another hotel was present in the same structure, but nothing was retained from 

that past management: the name, the type of management, and the market positioning 

have all changed. 

The historical aspect represents a determining factor of the facility. There are three main 

buildings, two of which are historic and the third existing but made consistent with the 

whole structure. In between, a green Italianate garden acts as a courtyard between the 

three buildings where the thirty-one rooms are distributed. Everything here results from 

studies that aim to integrate innovation, comfort and historical heritage; the interior de-

sign is centred on the concept of the traveller with the use of selected materials, such as 

briccola wood, typical of the Venetian lagoon. In addition to the rooms and common 

rooms, there is a wellness area in which guests can exercise with high-quality equipment, 

relax with a massage, or simply unwind after a bike ride. Staff are young, some with 

second experience in the field, others with international experience. Compared to more 

experienced ones using traditional methods, these are accustomed to new technologies 

and closer to new trends. Their presence around is limited to allow the customers to ex-

perience villa Foscarini more authentically. Nevertheless, an ambassador is always avail-

able simply by calling him from your smartphone or the intercoms you can find in the 

common rooms. There is not a dedicated bar for the breakfast, however the hotel proposes 

the “Buondì The Foscarini” provided by Anna and Mario, a vending and a coffe machine. 

All the products are high quality homemade, and the guests can easily serve themselves 

autonomously. This novelty is also an outgrowth of covid. People have less and less need 

for direct contact with people, so breakfast, as well as the reception, are designed to be as 

quick a transition as possible. Everywhere there is great attention to detail: from the au-

tomatic doors that open only if they recognise you approaching the entrance to the study 

behind the choice of scents and music that change depending on the area or time of day, 

going through the tuning of TV channels that changes according to where the guest comes 

from.  
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4.3. The Foscarini & Digital Transformation 

The concept of enjoying the experience authentically and autonomously is pursued from 

the beginning of the customer journey.  

Guests decide at the time of booking which room they prefer, depend-

ing on the comfort and size of the room. They also indicate the reason 

for booking, outlining the profile of the type of customer: business, 

leisure or bike. Once they finalise the booking, they are invited to 

download the app to manage their experience at The Foscarini. Once 

they arrive, they are wifi-pushed and connected to the facility, and 

according to the targeted profile, the app suggests activities and in -

room services you may need, as well as adjusting the temperature and 

lights in the room. 

To make the customer feel home, introducing him to the local environment is essential. 

The Foscarini proposes, through the app and the television in bedrooms, activities nearby 

and the way you can reach them, perhaps using public transportation, which is only a few 

minutes walk away. Indeed, a decisive advantage is the location. The facility is located in 

the center of Mogliano Veneto, close to the train station and the center of the 9 UNESCO 

heritage sites in the Veneto region.  Likewise, in the fitness room, there are screens avail-

able to show how to use the equipment and assisting the customers during the workout. 

By taking advantage of the tool most appropriate for us, the smartphone, The Foscarini 

created a layer that interfaces with the various technological tools, the home automation 

system, and the PMS (property management system), where records are managed. Eve-

rything that needed constant assistance from a person was eliminated. Through the app, 

one can interact with the ambassador at any time for assistance. The reception desk is 

kept to a minimum to avoid the idea of entering a hotel and getting closer to the concept 

of a home. This is definitely an aspect inherited from the COVID-19 period. There has 

been significant investment in the technology infrastructure and cloud systems part. The 

fibre connection allows the user to work anywhere with high performance, and the many 

touch points, from TVs to intercoms in common areas, with coordinated information be-

tween them, allow for high usability, which is one of the critical points for this type of 
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experience. A model like this would need several professionals in digital, marketing and 

social, and in hospitality management. The Foscarini try to blend these activities into a 

few figures in order to be more flexible in a rapidly evolving world. All the digital part is 

followed directly by facility management and is followed through the hub and spoke 

model. In this way, The Foscarini can service them and third parties, creating an inter-

connected network rotating around it.  

4.4. The Foscarini & Sustainability 

The sustainability model is crucial. The targeted customer of The Foscarini is the one 

who prefers a sustainable hotel rather than one that is not, avoiding everything that can 

result in greenwashing and proposing a realistic model. The photovoltaic system produces 

70kw of electricity and is capable of storing 35kw. A generator is also set to make up for 

the case when the power goes down. Water is free, everyone can fill their own water 

bottles, and the hotel will provide one in case you have none. The facility also supports 

sustainable waste management, providing all rooms with recycling bins, eliminating all 

single-use plastic and using much more sustainable substitutes. For example, in every 

bedroom, you find compostable hangers in the closets, and instead of disposable soaps 

and shampoos, dispensers are refilled whenever needed. A great example of how energy 

consumption management and comfort of the guests can be integrated, is the automatic 

lights in the bathrooms that turn on every day after the natural light has gone down. This 

allows, on the one hand, to save energy and, on the other hand, to bypass the annoying 

part for a new guest to learn the disposition of the light switch. Depending on seasonality, 

the average length of a night stay ranges from 1,5 to 2,5 per guest, so it is important to 

make the usability of the rooms, as with all other facilities, truly immediate in understand-

ing.  

The Foscarini has targeted customers by profiling them into three segments: leisure, busi-

ness and bike. Together they manage to cover the seasonal variations abundantly; while 

the business target covers the Monday-Thursday range, the other two focus more on 

weekends, with the bike target managing to deseasonalise. There is a significant invest-
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ment in online positioning to minimise the impact of various OTAs (Online Travel Agen-

cies). Customers immediately find the hotel website before discovering the same rooms 

through third-party platforms.  

The reason why and the values on which The Foscarini's business model is based are: 

stories, sustainability, design, technology, and the future. From the beginning, it is essen-

tial to know the purchasing intentions of an upcoming customer while simultaneously 

efficiently communicating the foundations of the model. Otherwise, adopting sustaina-

bility and digitization policies, such as eliminating plastic or reducing human presence 

within the establishment, would be pointless. For this reason, communication is crucial. 

While it is true that the difference in personal values and digital skills between a twenty-

five-year-old and a fifty-year-old has narrowed, it is important to be careful not to create 

false expectations. Instead, a good idea might be to provide a description of the services 

that is entirely consistent with reality and then, during the stay, offer something extra that 

the customer did not expect. Today's customer seeks a different experience from the or-

dinary, and to achieve this, it is essential to understand the critical points and tailor the 

service to the customer, as if it were a custom-made garment. To accomplish this, one 

must try to anticipate behaviors and needs because, in terms of experience, it occurs when 

someone has thought of something before you, and you are experiencing it in the same 

way. The motto is: eat your junky food and try to improve it.  

A key part is, actually, knowledge of the facility and its services.  A customer cycle was 

created to deliver this knowledge, with a pre-stay, stay and post-stay. In this way, the 

customer is followed from the first access to the website, is guided in choosing the most 

appropriate service and is helped in checking in. Once booked, the app guides him to the 

gate, and once the car is parked, the customer already knows the route to his or her room. 

During the stay, the app advises and assists the customer in using Mario and Anna, the 

food and beverage dispensers, perhaps suggesting wellness and healthy products to the 

cyclists or an excellent bottle of prosecco to the customer on vacation. Giving them per-

sonal names and humanizing them helps integrate them into the model and incorporate 

them into our common usage. It is critical to offer a high quality service, because the data 

show that in the post covid period those businesses that have merely raised prices without 

offering higher standards are the ones who suffer. Old-fashioned hotels have a written 

deadline, which is why they have to innovate all the time. Mr. Bof is keen to reiterate that 
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today's world is characterized by speed, which is reflected in the choices and signals we 

pick up. A new category of innovation is semiotics, which if you are good at harnessing 

allows you to pick up signals in time and innovate accordingly. This is a reasoning that 

can be applied to establishments like The Foscarini, but is more challenging to apply to 

larger entities such as 400-room 5-star luxury hotels. These have an industrial model in 

which it is difficult to integrate the experiential factor that makes you say, “I feel at 

home.”  

4.5. Managerial Implication and Future Research 

The future of The Foscarini could involve replicating the model and applying it to other 

similar establishments. At the same time, there's an effort to make it transferable to dif-

ferent target audiences. To accomplish such a task, a team with various professionals is 

essential, including an accountant, a technician capable of designing the right product, a 

marketing expert to find suitable positioning, and many other skilled individuals. For this 

reason, the creation of startup studios, encompassing all these elements, is increasingly 

necessary, enabling the development of replicable models. Through the hub-and-spoke 

model, The Foscarini aims to manage other entities, using the villa in Mogliano as its 

headquarters, experimenting with new co-living solutions. This is driven by two main 

reasons: on one hand, there is an economic incentive, and on the other, a cultural one; 

people want to be in places where others have something to share. For example, the con-

cept of hotels is, in some cases, evolving towards that of senior living. Senior Housing – 

or Independent Senior Living – involves a system of independent apartments with kitch-

ens and services, organized around a set of additional common amenities. Conceived for 

an updated concept of the elderly, it offers autonomous residences where seniors can ex-

perience a new dimension of social life, emphasizing quality, safety, and comfort. These 

places promote socialization and well-being every day, with the dual nature of private 

residences that respect privacy but are set in contexts with common areas for socializing. 

4.5.1 Emerging Business Models in Tourism Industry 

The presented business model by The Foscarini is undoubtedly innovative. The use of 

new technologies and the pursuit of sustainable goals are the levers that make this model 

so interesting. The objective is to make it economically sustainable and replicable in other 
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similar contexts. To achieve this goal, it is essential to understand the market and the 

service being offered. In the case of The Foscarini, such as a 31-room hotel in Mogliano 

Veneto, ensuring profitability with a traditional business model is not always possible. 

This is because we are dealing with a structure that, on the one hand, it is not located in 

an area with a high tourist vocation, on the other hand, does not have the minimum size 

to benefit from economies of scale and cannot be managed with industrial models. To 

overcome this obstacle, the proposed approach is to maintain the small size, making the 

structure competitive by targeting specific customer segments. For example, the focus 

could be on those who value sustainability and prefer eco-friendly means of transporta-

tion, such as public transportation or bicycles. Additionally, targeting customers inter-

ested in a tourist experience less centered on direct interaction with hotel staff and man-

agers could be another strategy; from the company point of view, this allow to focus on 

core businees and externalize the rest of the activities. This approach aligns with the 

trends of the new generations, as discussed in the previous chapters. The new generations 

prioritize seeking freedom and flexibility when traveling, and they are more open to new 

products and tourism experiences. The business model proposed by The Foscarini fits 

into this context by providing complete autonomy to guests from the moment of booking 

throughout their entire stay. This is made possible through customer profiling during the 

pre-stay phase, identifying the right target audience to offer their product.  

4.5.2 Network Organization in Tourism Industry: Hub-and-Spoke Model 

The Foscarini’s business model generates new opportunities that were difficult to imagine 

before. A structure like that of The Foscarini could easily become the headquarters for a 

Hub and Spoke model. This model originated in US airlines and has been widely adopted 

in various industries. In the context of airlines, the hub serves as a central point where air 

traffic converges and is distributed to smaller destinations or "spokes." The hub plays a 

crucial role in defining operational standards, operational efficiency, and providing effi-

cient connectivity between different destinations. This approach has proven to be versatile 

and adaptable to various situations. In the hotel industry, this model is based on the crea-

tion of centralized standards, distributing specific services through the "spokes," optimiz-

ing operational efficiency, and offering a broader and more personalized value proposi-

tion to customers. The "spokes," or peripheral agents, are hidden assets that emerge as 
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independent yet interconnected points, sharing a consolidated management model. Tech-

nological investments are centralized in the hub, allowing certain services to be guaran-

teed in remote parts of the network. This model is particularly applicable to entities sur-

viving in traditionally less touristy contexts, providing them the opportunity to become 

part of a larger network with a more extensive service offering. The model aligns with 

the trend of new generations preferring less "popular" and more authentic destinations. 

This way, the burden on destinations affected by over-tourism is alleviated, tapping into 

a target audience with a higher willingness to pay for sustainable services. 

4.5.3 Meeting Z-Gen & Alpha-Gen Needs 

Another fundamental managerial key lies in intercepting the right target audience for this 

type of service. In this way, specific needs such as sustainability and a preference for 

alternative tourist experiences with limited contact with staff are addressed. As seen ear-

lier, in Generations Z and Alpha, the connection with the local community and the crea-

tion of authentic experiences are crucial. In this context, The Foscarini allows a high de-

gree of autonomy for its guests, introduces them to the historical context, giving it signif-

icant weight within the experience, and offers an interesting level of service customiza-

tion. Guests, once profiled within a specific target, are provided with a range of tailor-

made services; from managing heating and lighting to dining recommendations, and var-

ious possible transportation options to reach desired locations.  

All of this occurs through the concept of semiotics, with stimuli mainly coming from the 

technological devices we use daily. The new generations are the first "digital natives." 

Technology is crucial for them and now enables them to interact with the physical world. 

Therefore, the ability to use these means on one hand and the ability to attract this type 

of clients on the other become essential. By intercepting this target, vertical integration in 

the tourism market is achieved, allowing the creation of a product/service in collaboration 

between the provider and the end consumer. The Foscarini strongly believes in this busi-

ness model, as evidenced by the use of digital assistants for breakfast, Mario and Anna. 

These technological assistants leverage the Internet of Things (IoT) to perform routine 

tasks, allowing human staff to focus on other activities, making the entire model efficient. 
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It is clear that such a service is directed towards a target audience not interested in inter-

acting with a barista for breakfast but prefers focusing on planning their itinerary for the 

day. 

4.5.4 Upskillig & Reskillng 

The contribution of skills from professionals plays a crucial role. Without a high input of 

skills from operators, the model cannot stand. Carlisle et al. (2021) emphasizes that, all 

staff will need digital skills and know-how to work with computers, tablets, mobile ap-

plications, Office, email, and hotel software. Accommodation staff also need to be able 

to work with Property Management System (PMS) and Customer Relationship Manage-

ment (CRM) cloud-based systems. For instance, Destination Management Organizations 

(DMOs) will transition from merely providing information (which visitors can access 

themselves through the internet) to offering inspiration and experiences for visitors.  

They also take on the role of consultants, providing advice on how to attract new target 

groups. At the management level, skills are necessary for data analytics and data-driven 

marketing, understanding algorithms, developing strategies based on data gathering, and 

being able to measure the results of campaigns. This is clearly evident in The Foscarini's 

model; the staff is multilingual, proficient in new technologies, and has a good problem-

solving ability, even remotely. These skills are more prevalent in the new generations, 

which are more accustomed to new technologies and trends compared to older genera-

tions that still use traditional methods. As experiences become more central to attractions 

and guests demand increasingly higher levels of customization, creativity, storytelling 

skills, and the ability to incorporate new technologies, digital skills become even more 

important in the tourism sector. 

4.6. Conclusion 

The tourist sector is undergoing years of radical changes. The integration of new technol-

ogies is crucial to staying in the market and competing efficiently. Industry 4.0 technolo-

gies are crucial for proposing business models that aim for economic effectiveness. At 

the same time, the new generations bring new trends and interests; among these, environ-

mental issues are certainly a vibrant theme that also reflects on the tourist sector. Entre-



Twin Transition in the Italian Tourism Industry  

68 

preneurs and stakeholders must therefore be adept at recognizing these trends and adapt-

ing them to various contexts in the best possible way. In this perspective, Patrizio Bof and 

his venture, The Foscarini, undoubtedly represent a perfect example of all this. A new 

way of thinking about hospitality that projects tourism-related activities into the future. 
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