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Introduzione 



 eTourism (Buhalis, 2001) 
 



 La Natura dell’eTourism 

“ The immaterial character of the product ‘travel’, the problem 

of filling capacities in an environment of missing capability of 

storage and the evident importance of information as factor of 

production make tourism an ideal area for electronic 

commerce.”  (Bomke and Kromker) 

 

Tourism is an information intensive domain (Poon, 1993) 



New Media in Tourism Communication 

• Focus NON tecnologico ma comunicativo 

• Temi di ricerca rilevanti 

– User Experience 

– Design & Usability 

– Education (hospitality) 

– Users behaviours  

– Content Analisys 

– …  



eTourism Trends 

• eCRM  

• Mobile 

• Semantic Web 

• Recommendation Systems 

>> EXPERIENCE << 
 



Il web e il mercato dei video 
Nel 2007… 

– Online video now reaches a mainstream audience; 57% 
of online adults have used the internet to watch or 
download video, and 19% do so on a typical day.  

• Three-quarters of broadband users (74%) who enjoy high-speed 
connections at both home and work watch or download video 
online.  

• Looking separately at those who have access to a high-speed 
connection at home, 66% report online video consumption, 
compared with 39% of home dial-up users.  

• Yet, some online video viewers who have dial-up at home are able 
to supplement their access with broadband connections at work. 
Among those who are truly relegated to slow connections at home 
and work, just 31% say they have watched or downloaded video 
online. 

      http://www.pewinternet.org 

 

 



Il web e il mercato dei video 

   

  

 http://www.pewinternet.org 



Il web e il mercato dei video 
Nel 2009… 
gli utenti continuino ad aumentare la richiesta di contenuti video (tour virtuali, video 

promozionali, etc.) nel momento in cui effettuano acquisti online.  

Aumento del 378% dell’offerta di contenuti video da parte dei grandi player online. 

 
       

 

 



Il web e il mercato dei video 
1 Giugno 2010… 
U.S. Internet users watched 30.3 billion videos in April 

 
Property Videos (000) Share of Videos (%) 

Total Internet : Total 

Audience 

30,317,131 100

Google Sites 13,087,462 43.2

Hulu 958,176 3.2

Microsoft Sites 643,711 2.1

Viacom Digital 383,776 1.3

Yahoo! Sites 370,947 1.2

Vevo 331,730 1.1

Fox Interactive 

Media

320,372 1.1

CBS Interactive 316,930 1

Turner Network 304,729 1

AOL LLC 237,356 0.8

Top U.S. Online Video Content Properties* by Videos Viewed. Apr. 

Total U.S. – Home/Work/University Locations

Source: comScore Video Metrix

*Rankings based on video content sites; excludes video server 

networks. Online video includes both streaming and progressive 

download video. 

Property Unique Viewers (000) Average Videos per 

Viewer

Total Internet : Total 

Audience 

177,840 170.5

Google Sites 136,279 96

Yahoo! Sites 49,496 7.5

Fox Interactive 

Media

43,762 7.3

Vevo 43,588 7.6

FACEBOOK.COM 41,335 5.6

Microsoft Sites 40,161 16

CBS Interactive 39,268 8.1

Hulu 38,714 24.7

Viacom Digital 38,455 10

Turner Network 32,591 9.4

Top U.S. Online Video Content Properties* by Unique Viewers apr. 10

Total U.S. – Home/Work/University Locations

Source: comScore Video Metrix

*Rankings based on video content sites; excludes video server networks. 

Online video includes both streaming and progressive download video.  



Il web e il mercato dei video 
1 Giugno 2010… 

 
• The top video ad networks in terms of their actual reach delivered were: Joost 

Video Network (by Adconion Media Group) with 36.6 percent penetration of 
online video viewers, BrightRoll Video Network with 19.5 percent, and BBE with 
18.5 percent.  

• 83.5 percent of the total U.S. Internet audience viewed online video. 

• 135.7 million viewers watched 13.0 billion videos on YouTube.com (96.0 videos per 
viewer).  

• The average Hulu viewer watched 24.7 videos, totaling 2.5 hours of video per 
viewer. 

• The duration of the average online video was 4.4 minutes. 

 



 

 

Modelli per l’analisi 



Stage 1 – i requisiti 

• Cosa sono i requisiti 

– Metodologie formali 

– Metodologie informali 



Stage 2 – la progettazione 

• Solo lo story board?? 

• Modelli per la comunicazione 

– Mittente 

– Destinatario 

– Messaggio 

– Canale 

– … 

• È sufficiente per la comunicazione online?? 

 



The Website Communication Model 

1. A cluster of contents and service 

2. A collection of technical instruments that 
make accessible those contents and services 

3. A group of people who produce, update 
and promote the site, etc. 

4. A group of people who access the site  
and use it 

The context/world, the relevant market 
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The Website Communication Model 

1. A cluster of contents and service 
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…e questo?? 

http://www.mgmgrand.com/ 



Stage 3 – il settore turistico 

Nucleo  ESPERIENZA 

 

 Il turismo è una esperienza e come tale va 
comunicata. Il web offre gli strumenti 
necessari per comunicare e condividere 
l’esperienza turistica. 

 



Users’ behaviors 

(Gretzel, Fesenmaier & O’Leary, 2006) 



Pre-consumption 

Online Tourism 
Domain 



Pre-consumption 

Ricerca con motore di ricerca 
Prenotazione & Acquisto 

[…] 



Consumption 

Online guidebooks 
Dispositivi Mobili 

Carte di Credito 
[…] 

http://wikitravel.org/it/Pagina_principale


Post-consumption 

Condivisione foto/video 

Reviews 

[…] 
 

 



Riflessione: il concetto di prossimità 

 

Prossimità Tecnologica 

Vs 

Prossimità Psicologica 

 
Cantoni & Tardini 2006 



 

 

Web2.0 & turismo 



Web 2.0 ?? 

Seconda generazione di applicazioni web che facilitano la collaborazione e la 
condivisione tra utenti (O’Reilly, 2005) 

 

 

 

 

 

 

 

I social media stanno 

guadagnando popolarità 

all'interno dei risultati dei 

motori di ricerca 

(Gretzel, 2006) 

http://www.wikipedia.org
http://www.travbuddy.com/
http://www.blogger.com/home
http://www.flickr.com
http://maps.google.com/
http://www.panoramio.com/
http://www.facebook.com
http://www.wayn.com/waynsplash.html
http://www.virtualtourist.com/
http://wikitravel.org/it/Pagina_principale
http://delicious.com/
http://www.youtube.com
http://www.travelistic.com/
http://www.venere.com/home/


Web 2.0 ?? 

I social media nascono per condividere: 
• Esperienze personali  

• Pensieri  

• Emozioni 

 

Rappresentano un mix di  
• Fatti 

• Opinioni 

• Impressioni e Sentimenti 

• Esperienze 

• Rumors 

(Blackshaw and Nazarro, 2006) 

 

 

 



Web 2.0 ?? 

Social media: concettualizzazione del fenomeno 
• Meno barriere tecnologiche (nascita UGC) 

• Il web é interpretato non solo come una libreria ma come una piazza 

• La sempre maggiore larghezza di banda rende possibile un grande uso 
dei multimedia (Cantoni and Tardini, 2009) 

L’utente non è più “consumer” ma “prosumer”  
 

• Read&Write Web 

• Long Tail 

 

 

 



Importanza del web2.0 nel settore turistico (I) 

• Tre fattori fondamentali: 
– Esperienza 

– Comunicazione 

– Internet 

• Esempio: Reputazione online delle destinazioni (Ravenna) 

 

• Tourism Online Domain 
– Xiang et al., 2009 



RAVENNA (I) 

• Posizionamento del sito turismo.ravenna.it 
      (Inversini and Cantoni, Forthcoming) 

 
 
 
 
 
 

• Circa 45% delle pagine web trovate da Google.it e 
Yahoo.it sono siti non ufficiali 

• Circa il 30% ospitano UGC 
• Analisi su 223 risultati UNICI 

Keywords Google.com  Ranking Yahoo.com Ranking Google.it  Ranking Yahoo.it Ranking

1 ravenna 3 NL 2 1

2 ravenna turismo 1 1 1 2

3 turismo ravenna 1 1 1 1

4 marina di ravenna NL NL 10 NL

5 apt ravenna 1 NL 1 NL

6 comune di ravenna 3 NL 3 2

7 lido di savio NL NL 7 NL

8 ravenna eventi 3 1 4 1

9 ravenna monumenti 9 14 10 1



RAVENNA (media analysis) 



RAVENNA (topics and feelings analysis) 



Confronto di tre casi Europei (I)  

visitbath.co.uk ravennaturismo.it bellinzonaturismo.ch

Virtual Communities 37.5% 2.9% 9.6%

Consumer Review Website 21.0% 15.1% 4.8%

Blogs & Blogs Aggregators 1.2% 2.4% 4.8%

Social Network 2.1% 0.0% 4.2%

Media Sharing 1.0% 3.8% 21.1%

General Social Media 1.7% 9.2% 6.1%

Website 1.0 35.5% 66.6% 49.4%



Confronto di tre casi Europei (II)  

First person Third Person Impersonal

Virtual Communities 43.5% 3.0% 53.5%

Consumer Review Website 64.1% 1.6% 34.3%

Blogs & Blogs Aggregators 61.8% 0.0% 38.2%

Social Network 66.6% 5.6% 27.8%

Media Sharing 62.2% 0.0% 37.8%

General Social Media 4.0% 0.0% 96.0%

Website 1.0 10.8% 2.2% 87.0%



Esempio: LipDub 

 

 

 

 

 
http://www.youtube.com/watch?v=HQLBYZuKzYw  

• Chi parla? 

• Quale è la strategia? 

• Prima/Dopo/Durante? 

http://www.youtube.com/watch?v=HQLBYZuKzYw
http://www.youtube.com/watch?v=HQLBYZuKzYw
http://www.youtube.com/watch?v=HQLBYZuKzYw
http://www.youtube.com/watch?v=HQLBYZuKzYw
http://www.youtube.com/watch?v=HQLBYZuKzYw
http://www.youtube.com/watch?v=HQLBYZuKzYw


 Web2.0 Viral Effect 
Where the Hell is Matt???? 
(http://www.youtube.com/watch?v=7WmMcqp670s) 

 

 

 



 Web2.0 Viral Effect (i) 
• Pulitori Svizzeri (http://www.youtube.com/watch?v=VeiXvRHm_SM) 

 

 

 

• Lavoro più bello del mondo (http://www.islandreefjob.com/) 

 



 Web2.0: Viral Effect (ii) 
• Visit Oslo (http://www.visitoslo.com/en/starmaker.152612.en.html) 

 

 

 

 

• Barbados 
(http://www.youtube.com/watch?v=DP2sFsqpSm4) 



Destinazioni 
Montreal (http://www.tourisme-montreal.org/MontrealTV) 

 

 

 

 

 

 

 

 

Lugano 
(http://www.youtube.com/watch?v=0PnHPAzSZtc) 

http://www.tourisme-montreal.org/MontrealTV
http://www.tourisme-montreal.org/MontrealTV
http://www.tourisme-montreal.org/MontrealTV


Podcast & VideoPodcast 

http://www.myswitzerland.com/de/multimedia/podcast/cities/feed.xml 



Condivisione 
Vancouver Video Contest (http://insidevancouver.strutta.com/) 

 

 

Ticino2share (http://www.ticino2share.ch/it) 

 

http://insidevancouver.strutta.com/


Esercizio 

1. A cluster of contents and service 

2. A collection of technical instruments that 
make accessible those contents and services 

3. A group of people who produce, update 
and promote the site, etc. 

4. A group of people who access the site  
and use it 

The context/world, the relevant market 

Pre Consumption 

During  

Post Consumtion 

http://www.videotravel.com/en/video/beijing 

http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f 

http://www.youtube.com/watch?v=XVX_5VcgKMY 

http://www.visitlondon.com/maps/podcasts/greenwich-video-podcast 

 

http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://tripwow.tripadvisor.com/tripwow/ta-0098-c152-040f
http://www.youtube.com/watch?v=XVX_5VcgKMY
http://www.visitlondon.com/maps/podcasts/greenwich-video-podcast
http://www.visitlondon.com/maps/podcasts/greenwich-video-podcast
http://www.visitlondon.com/maps/podcasts/greenwich-video-podcast
http://www.visitlondon.com/maps/podcasts/greenwich-video-podcast
http://www.visitlondon.com/maps/podcasts/greenwich-video-podcast
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http://www.youtube.com/watch?v=fvpcgcXpsOY  

mailto:alessandro.inversini@usi.ch
http://www.youtube.com/watch?v=fvpcgcXpsOY

