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Abstract. – Today blogs and social networks have changed forms of interaction and ways of exchanging 
information, but there is a conflict between social media and the dimensions of real experience which 
are becoming increasingly important. This conflict is particularly clear in tourism where there are 
contradictions between virtual and subjective realities and the true and sensory aspects of travel. 
Individual sensibilities mean that everyone has different and expectations of travel, and online 
information often fails to take this into account. 
This paper discusses the search for common ground between individual subjective evaluations of a 
view, for example, and the unfiltered and not necessarily truthful reports of travel found on social 
networks. How far do these forums influence travel decisions and experiences? Who chooses to 
communicate and live travel online? And lastly, is landscape and travel influenced by new forms of 
social communication?  
 
 
 
 
Introduction. – The consolidated standardization brought about by mass consumerism is bringing into 
being a new type of tourism which we can term ‘slow’ tourism. Slow tourism is just one of the possible 
ways of escaping from day to day consumer experience. The concept of “slowness” summarises the 
antithesis to the frenetic standardised and superficial aspects of modern urban living. It is increasing as 
a phenomenon not only in the tourism sector but also in ‘slow cities’ and perhaps more frequently in 
food and gastronomy through Slow Food (Miani, Albanese, 2012) “Slowness” is an emblem of 
opposition to today’s consolidated models of consumption and life. 
In tourism, slowness takes the form of travel according to a new slower pace. It implies a new way of 
managing time  and more contact with nature, and therefore involves attention to local resources which 
rather than being consumed are involved in a different way. The slow tourist is respectful of the 
environment and landscape, of local people and their traditions and customs, as well as local specialties 
and ways of life. Travelling becomes slower,  and tourists go to places in order to learn about them and 
experience them. Places are appreciated as valuable heritage and wealth to safeguard for the common 
good.   
This type of travel is underpinned by a choice of destinations which have close links with a local area, 
including less widely known destinations where natural and cultural resources can be discovered and 
rediscovered and offer new experiences.  
Slow tourism can be interpreted in the light of two trends characterising the sector in recent years. The 
first is visione emozionale (Andreotti, 2011) (emotional vision) and the second is awareness of 
sustainability issues which is reflected in higher demand for “green tourism.” (Telleschi, 1992). This can 
be seen as a reaction against late XX century tourism when there was a move away from “avidly looked 
at landscapes to increasingly managed or modified landscapes”2 (Lozato-Giotart, 2003).  
The idea of travel has altered a lot today, and there is a great deal of evidence that tourists are taking 

                                                 
1 Paper presented at UGI Conference, 14-18 November 2011, Santiago, Chile; revised and updated. 
2At that time, space or geographical places were not considered to be a resource to conserve, but an economic good to 
managed in order to encourage consumption. Evidence that pollution and degradation were the main causes of 
destructuring of places, made more fragile by often unchecked tourist access, was first put forward at that time. (Dallari, 
2008).   
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sustainability into account. A recent report Gli italiani, il turismo sostenibile e l’ecoturismo3, (Italians, 
sustainable tourism and environmental tourism) finds that a growing number opt for green tourism and 
choose destinations on the basis of the appeal of nature4. A further new aspect is that the choice of 
destination is increasingly made online rather than through traditional channels of travel agencies and 
tour operators. This phenomenon is worth detailed analysis but although information can be very easily 
obtained online, it is more difficult to identify how choices are made. Social media contain an 
enormous amount of information, and great skill and capacity in data management would be necessary 
to analyze it. Riva points out that if there is too much information it becomes indigestible and cannot 
be used. (Riva, 2010) The concept of data smog was coined by David Shenk to describe the 
overwhelming amount of information. (Shenk, 1997) Over a certain amount, information no longer 
improves knowledge and performance but can actually impair it as people have to sift through large 
amounts in order to select useful data. And often we do not possess enough knowledge to discriminate 
between unreliable and useful information online. (Albanese, 2012). On the demand side, consumers or 
users are thus required to spend a large amount of time searching for, selecting and checking 
information. On the supply side, on the other hand, business run the risk of paying for the 
consequences of false information placed online. Suppliers of the product of tourism today have to be 
expert at navigating social media with their comments and posts in order to safeguard their online 
image.  
The first part of this paper identifies the characteristics of the new slow tourism and how they are 
linked to emotive aspects. The paper also discusses the close links between travel and virtual reality, 
which is the main new aspect of tourism. Growing interest in sensual experiences may appear to 
conflict with the use of virtual reality, but it is clear that nevertheless online technology is playing a key 
role in experiential or slow tourism. Online technologies are in fact able to enhance the experience of 
tourism. The paper then examines online demand and supply mechanisms, which as reported by  
research in various countries worldwide, are becoming increasingly numerous and influential.  
 
 
The origins of a new phenomenon: from experiential marketing to ‘slow’ tourism. – Slow tourism has six main 
dimensions: time, slowness, blending, authenticity, sustainability and emotion. The time dimension 
affects tour operators who spend time on improving their products. Slowness concerns the demand, 
construction, promotion and goods and services supplied for the new type of tourism. Blending is the 
openness of the product to exchange and enrichment of places and accommodation etc. to integrated 
systems. In line with the requirements of slow tourism, authenticity means conserving and enhancing 
features of an area rather than using standardized goods and services which until today have been 
typical of mass tourism. Sustainability is a key aspect of all new sector policy and is a matter of limiting 
the environmental impact of tourism. Emotion is the cornerstone of slow tourism and new demands, 
and is the capacity to offer unique and unrepeatable experiences. (http://www.slow-tourism.net). 
The use of new technologies during the travel experience along with the new trends of emotion and 
personalization brings about a radically new concept of travel. But slow tourism is mainly characterized 
by sustainability and the fact that it is experiential. Increasing attention to environmental issues is a 
characteristic of slow tourism and tends to attract people interested in the environment. The Slow 
Tourism Association (www.slowtourismclub.eu) in fact identifies as one of its main characteristics an 
awareness of sustainability and eco-compatible solutions, or at least environmentally-friendly  travel.  
 Having briefly described the general context of slow tourism, we now focus on  one of its main 
features, its emotive aspect and how this is enhanced by the use of technology. The link between 
sensorial aspects and technology appears superficially to be forced, because on the one side emotion 
concerns lived experience while the virtual world often is linked to unreal and therefore ‘cold’   
perception of the world around us. In slow tourism, however, technology is a help to sensory 

                                                 
3 Report presented February 2012 at the Italian travel fair BIT (Borsa Internazionale del Turismo), by UniVerde 
Foundation and IPR Marketing. 
4The report found that 70% Italians opt for an ‘environmental’ hotel, prices being equal, and are willing to pay up to  
55% more for a holiday offering environmental guarantees.   
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experience.  This is mainly thanks to applications which enrich the experience of travel itself. 
The start of slow tourism, tourism involving emotions, occurs at the same time of the evolution of 
contemporary identity, targeted by new experiential marketing solutions currently spreading in many 
sectors internationally. It is a trend in line with Bauman’s view of the individual as ‘liquid.’ 
 (Bauman, 2008). In the same way that at liquid has no form, and runs and flows, Bauman finds that the 
times are liquid. Everything around us is temporary and fleeting. The individual today is in perpetual 
motion and in this fluidity puts down no roots, has no time for relationships and does not care about 
staying faithful to opinions or worldviews. He or she is thus a perfect target for marketing, especially 
emotional marketing (Gallucci, 2007): the individual is the personification of consumerism, and 
changes tastes and preferences as consumer products update and offer new sensations.   
Like other consumer goods and processes, tourism today is also underpinned by this market logic. It 
too is based on the need to live new emotions and experience which is as unique and personalised as 
possible. 
Company managers and marketing experts today perceive the individual in a new light. The liquid 
individual is the identikit of today’s consumer, rather than a theoretical sociological concept. The 
market too focuses on the individual with regard to his or her experience. Consumer choices are 
increasingly made on the basis of emotive and experiential factors, rather than of rational calculation. 
Today’s consumer is no longer attracted by the consumer good in itself, but by prospects for 
experience. The chief component of this type of consumption is interaction between consumer and 
consumption environment and the desire for sharing. People are increasingly led by the search for 
authenticity. (Pine and Gilmore, 2000) Even entertainment services for hedonistic purposes need to be 
perceived as authentic to gain consumer acceptance. 
Individuals construct their own identity of personal experience and unforgettable moments by way of 
the market. They aim to live a multitude of different experiences corresponding to different identities 
and views of themselves. Experiential marketing is based on these premises and therefore aims to sell 
along with the product the experiences that can be linked to it. The focus moves from a product based 
economy to an experience based economy. And like most goods offered for sale, tourism, especially 
slow tourism,  is using this appeal. Tourists want emotions and sensations from various destinations, 
and travel firms and destinations aim to ‘supply’ such emotions and experiences.  
It is no longer accommodation and services which are up for sale, but rather the typical nature of 
foods, tradition and place. The travel destination is increasingly a cultural message in itself.  
In the conception of slow tourism,  travel gives satisfactory if the traveller can make a connection, even 
if ony brief, with the area. The traveler is in fact interested in the intangible as well as the tangible 
dimension of travel. He or she buys the experience as well as the product or service. Purchasing 
decisions are not rational but are motivated by emotive factors as well, and are made with an eye to 
experiences which are involving and pleasurable.  
Pine and  Gilmore (1999) find that experience constitutes an element of  supply, in addition to  
commodities, goods and services. They define it as a memorable event which includes personal 
consumer involvement.  
Social networks are a key player in the new tourism, as are blogs and mobile phone applications. These 
instruments have modified users’ own expectations; the individual is at the same time the protagonist in 
information and choosing. Social networks have become successful for two main reasons, on one hand 
they enable people to feel that they belong to a group and on the other they hand the individual can 
distinguish him or herself and make a statement of identity through choices and preferences. This 
happens as individuals are constantly revealing their actions online. The causes of the trend toward 
emotive experience in tourism lie in this overall framework. They are the joint result of innovative and 
integrated sociological and market factors all moving in the same direction, affecting all types of 
consumption including tourism. 
Networks are not completely even, however. There can be influencers or individuals who have greater 
powers of persuasion than others. Barabási (2004) finds that many networks have power structures 
where many intersections have few links, and just a few have many links. Applying this observation to 
tourist social networks, such as Tripadvisor, we may hypothesize that the most popular networks 
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inspire imitation, in that they are more credible than traditional advertising as the message comes from 
grassroots consumers themselves. Online word of mouth is an extremely powerful tool and yields 
much better results than advertising of the traditional type, given that it costs nothing for the firm as 
consumers themselves do the work. (Formenti, 2010, p.56). Tourism social networks are in fact today’s 
version of word of mouth, and are intrinsically able to generate identification and imitation. Through 
online posts and comments,  information is exchanged and identities are formed in a social process by 
way of narration. Many of our choices are influenced to a greater or lesser extent unconsciously by such 
informal messages. Recourse to the experience of others on the basis of trust is becomingly increasingly 
common. Other people  who have directly had an experience suggest that we can be confident of 
receiving a good service or welcome, or a competent guide, etc.. (Franchi and Schianchi, 2011). 
This is a result of the enormous influence of internet. And communication on a tourism social network 
of travel is the focus of attention. These networks are thus an amazing source of data for anyone able 
to collect, analyze and utilize them. There are several techniques used for the analysis of web pages 
which can monitor the content of online dialogue on a particular destination or service, from transport 
to specific services or resources. The better this capacity for data analysis becomes, the easier it will be 
for a destination to benefit from so much data by exploiting comments as real advertising.   
 
 
New tools for enhancing experience. – In slow tourism, these new processes of choice and the role of 
personal experience as statement of identity are present. 
Today, all, and perhaps too many,  areas of experience can be shared, and there are new platforms and 
a complex system of multimedia guides that can be personalized by users. Personalized pathways are 
available for virtual travel even on videogames.  
As noted above, this means that any possible antithesis between slow tourism and technology does not 
exist; there exists instead a convergence. The ‘slower’ tourism becomes, the more it is supported by 
technology. The need for travel to be unique response to personal requirements means that the user 
looks for greater support from technology in the decision-making phase and often at each phase of the 
trip, in booking and post-trip online commenting. Interaction between tourist and town is increasingly 
important for creative tourism which combines speed of online access with the depth of human 
experience. Innovative website and instruments are becoming more popular. It is precisely in making 
travel experience seem more unique that sensory travel is becoming more important. This is the only 
type of travel which gives the sensation of really trying something new. Many mobile phone apps exist 
to help comparison, booking and use of services and destinations, but there are far fewer which actually 
enhance the experience of travel. Whaiwhai and Emomapper are the two main ones and are the most 
innovative. Whaiwhai, an interactive guide that turns a trip into a treasure hunt in a game where users 
find out about a city by solving riddles and mysteries through clues. Whaiwhai exists for various cities 
and has become a series of unconventional city guides with coded information that can be read bit by 
bit as the puzzles are solved and the solutions sent off by text from a cell phone. (www.whaiwhai.com) 
The visit always has two phases: the first gives information about the place and in the second place is 
the setting  for an adventure for the user, who may even be a virtual visitor: the games in fact allow you 
to play at home and find out about the place without actually going there. City squares, streets and 
museums can all be the setting of a treasure hunt. 
Emomapper is still being piloted and as yet is only applied to Florence. It is however extremely 
interesting and shows potential. It uses GIS technology associated with social media and network 
platforms. Social network communication is an essential component. Emomapper collects information 
on a geographical basis and sorts it according to the senses (smell, sight, hearing, touch and taste) or 
spatially. Communities of users are formed on the basis of these interests. The information from users 
goes into a cloud which is a sort of map of emotions reported in users’ comments. 
(http://emomapper.com) 
Whaiwhai and Emomapper are examples of the integration between travel experience and new 
applications of technology, and there is an ever growing number of initiatives bringing the two worlds 
into closer contact. After any sort of trip, online feedback is now considered a useful resource for a 
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hotel or resort, able to influence travel decisions of potential new visitors. Starting from the decision of 
where to go, all the phases of the travel experience are carried out following the rules of interaction, 
exchange and sharing of the 2.0 web. On tourism websites and particularly blogs, these rules act as a 
‘control panel’ for all the players concerned in tourism. They affect airlines, hotels, restaurants and 
destinations as well as travel agencies and tour operators.    
Increasing use is being made of mobile apps to enhance the travel experience. There are of course 
some types of travel where the virtual world is explicitly left behind, as in a type of *olefactory tourism5 
and de-tech holidays6. But in general internet and tourism mobile phone apps  are a key channel for 
organizing and planning a trip and for talking about the experience. 
 
 
Sifting online information. – The issue of data smog is important because as we saw, travel decisions are 
increasingly being taken online. Internet gives access to an almost infinite amount of information and 
users choices are not impartial. They are undoubtedly influenced by the capacity of firms or places to 
gain online visibility, in other words, to appear on the first two pages of a Google search. 
Tourism is a key aspect of local valorisation, and places and destinations need to compete online in 
order to be chosen. They need to promote their image uing the horizontal lines of online 
communication. The growing use of e-commerce and the influence exerted by online comments means 
that online presence gives tourist destinations competitive advantage.  
The first part of a trip often takes place online, as a growing number of potential tourists look for 
information online before making any decision. Information and communications are in fact vital to 
the tourism sector, which has consequently seen big changes in how consumers take decisions since 
large amounts of information became available online in the late 1990s. 
Individuals can have access to an enormous amount of information, which does not stop with facts, 
but can also facilitate booking and purchase, once the domain of travel agencies and tour operators. 
Internet is a new intermediary for buying travel. It is enriched by information which can be compared 
by users in useful online comments. According to a recent report by yStats.com (www.yStats.com, 
2011), in 2010 one Italian in two opted to buy travel online. This figure is probably higher in countries 
where online access is more common, such as the UK, Germany, France and Holland. In Denmark and 
Norway, tourism is one of the most clicked on topics, and one of the most frequently purchased online. 
The yStats report finds that tourism accounts for 43% of online transactions. Today most hotels have a 
blog, a Facebook page or a website and in Italy almost half of them take online bookings through a 
webpage. In other countries such as Holland, almost 90% of hotel bookings are made online.  
Internet is increasingly used by museums and galleries to take bookings. This fact confirms the power 
of internet and the importance of e-commerce, and indicates that in fact internet is increasingly the 
preferred option for many individuals, in spite of the enormous amount of information and difficulties 
in sifting it. This is probably thanks to the infinite amount of choice it offers, as well as the discounts 

                                                 
5 At Versailles, a Cour des Senteurs was opened in 2012. Then there are the fields of lavender and herbs in Provence 
and elsewhere. There are routes in Burgundy featuring grape must  during the grape harvest and in Languedoc-
Roussillon the intense aroma of the truffle. The Club Med set up rooms where clients could smell the perfume of 
destinations featured in their catalogue  
6 There are destinations where it is possible to ‘detox’ from social media and internet. Cell phones and computers are 
banned and there is no online access, so that at least for a few days, guests can go back to pre-internet days and regain 
contact with nature and natural rhythms. Slow tourism meets many needs of contemporary man and womankind in their 
desire to make the experience of tourism as personalized as possible. (This is often effected through high levels of 
technological support.)  The supply of tourist products is in fact increasingly fragmented and complete packages are 
becoming less common. There are wide margins for customization of products and services, and demand is becoming 
refined to meet these. “De-tech holidays” can be taken in isolated places where the paradise aspect of contact with 
nature and landscape is dominant. Near Viterbo in Southern Italy there is a farmstay which includes a tree-house with 
no internet access, and there is a similar one in New Zealand where the house is a sphere of strengthened glass protected 
from the trees and with a sea view. Switzerland is moving towards a policy of offering De-tech holidays to meet 
growing demand.  In Belize,in Mexico at Tulum and camping in a palm tree oasis in Botswana the direction is the same, 
and sometimes makes a virtues of necessity. In some of these places good online access is in any case unlikely, so the 
opportunity is taken to make the best of what is no longer a disadvantage.  
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offered, particularly on last-minute purchases. As well as a source of information and entertainment, in 
fact, internet is increasingly being used for e-commerce, with users becoming  groups with specific 
preferences that can be identified and increasingly targeted. 
In the words of Philip Roth: “The burden (of subjectivity) isn’t either/or, consciously choosing from 
possibilities equally difficult or regrettable - it’s and/and/and/and/and as well.  Life ‘is’ and: the 
accidental and the immutable, the elusive and the graspable, the bizarre and the predictable, the 
actual and the potential, and the multiplying realities, entangled, overlapping, colliding, conjoined – plus 
the multiplying illusions!” (Roth, 2010). 
Purchasing preferences are no longer formed only on the basis of individual tastes, although these 
remain a basic component of expression. They are also formed on the basis of the choice available. In 
other words, choice involves constructing a world of possibilities closely linked to the social dimension. 
(Franchi, Schianchi, 2011).  
Internet is modifying the relationship between information and knowledge. It is true that information is 
constructed and divulged online by users themselves. The user is thus  somewhat ambivalent, and  
creates and requests data at the same time. Everyone is able to enrich online information in an endless 
spiral which increases exponentially. To have a question answered online the user only has to know 
how to formulate the right questions, which depends on having the knowledge, a basic requisite. With a 
certain level of knowledge about the topic, the user can ask coherent questions and obtain specific 
answers. Badly formulated questions yield less useful or misleading answers; the very volume of 
alternative information available in fact means that it is not always simple to obtain the answer required. 
In every consumer sector of consumption in fact there is an almost unlimited number of products and 
such a wide range of choice that there can often be no parameters for comparison. Paradoxically, 
choice exerts enormous fascination, especially on internet users, but at the same time is the cause of 
anxiety about making a mistake. An increase in the number of opportunities only strengthens the 
sensation that surfing the net more will reveal even better offers. This is partly because online 
information is constantly and rapidly updated, and every day brings new and better opportunities. In 
certain sectors such as medicine, internet makes the paradox stronger between numerous alternatives 
and just one choice to be made, but in other sectors it also supplies information for simplifying the 
choice. This is what occurs in tourism. For the user who wants to book a holiday, hotel or restaurant 
online,  the points awarded by previous consumers will show what can be expected from it. And many 
websites and blogs use storytelling, which brings big advantages in marketing, to present detailed 
accounts of customer experience. Personal stories of the experience of users and tourists, who are users 
and potential tourists in the same way as the internet surfer, are considered reliable and valid, as they 
are not true advertising. A product already approved by other consumers appears to gain in credibility. 
Tourism is thus one of the sectors which best fits with online market dynamics.  
 
 
Conclusions. – Two main observations can be made in conclusion. The first is that the ‘slow’ tourism 
sector involves a strong component of emotiveness, resulting from today’s life styles and models of 
consumption. The second is that all phases of travel and holidays, from information searches and 
choice, purchase, consumption and feedback are increasingly carried out online.   
Today the communication and advertising of quality are underpinned by sensorial aspects and 
recognition. Tourism is underpinned by the enhancement of products of an area. There is a strong 
tendency today to exploit travel as a unique and unrepeatable personal experience, and new media are 
used to complete this type of experience.  
These dimensions all lead into what is called slow, sensory or experiential tourism, that is tourism 
which involves a strong online component and follows new paces and rhythms. The idea that it is not 
so much the destination as the journey that matters is today widely shared by all types of tourist and 
traveler. The interest in travel lies in the pathway or route, which itself  involves sensory aspects. 
More than any other sector, tourism has been affected by the spread of internet. Thanks to the internet 
revolution, information is now available on every aspect of travel and journeys, transport, 
accommodation, local gastronomy, places of entertainment and trips and excursions. These can all be 



 7

viewed before departure, so that today every detail of a holiday or trip can be planned down to the last 
detail. Everything from costs and journey times can be checked beforehand,  and virtual platforms and 
social networks allow a constant exchange of information and comments on all aspects.  
Sensory experience, with opportunities for stimulation of the five senses is often chosen for non 
standardized holidays and those lacking mass appeal. 
Many destinations are touting routes or pathways, continually updated, promoted in connection with 
the senses. In France, packages are offered to interest the sense of smell, while in Italy there is 
promotion of fairs and festivals linked by tasting routes. Italy as the Bel Paese has long been noted for its 
authentic food traditions. Many other examples of promotion of sensory travel exist, and it is destined 
to grow. New Web 3.0 technology is also giving rise to phenomena of hyperlocalism in various 
European countries. In the UK, for example, early stages have given good results. Hyperlocalism 
simply means the combined use  of internet and content inserted by users  onto a platform in real time. 
Local people, who may or may not be journalists, contribute by adding information about tourist or 
other features of the local fabric. 
The enhancement of unique and unrepeatable subjective experience is thus possible in tourism, as in 
other fields. It is interesting, however, that in spite of focusing on place and local identity, this new type 
of tourism appeared only with the advent of mass communication online. Internet is in fact the 
instrument par excellence for finding what the new tourist is looking for.  
The difficulty of selecting useful information is often eased by anecdotes and comments found on 
tourism social networks. Such posts are increasingly useful in two ways: they help internet users make 
choices based on word of mouth, and they are also a resource for marketing. The choice of travel 
destination and services is increasingly influenced by the online marketplace. The desire for slow 
tourism is expressed online, travel is planned using online resources and the experience itself is 
enhanced by mobile phone apps. At the end of the trip, online comments feed into the cycle of cause 
and effect. ‘Slowness’ is increasingly desired by the liquid individual and he or she looks for it on 
internet.   
Milan Kundera  writes “There is a secret bond between slowness and memory, between speed and 
forgetting. A man is walking down the street. At a certain moment, he tries to recall something, but the 
recollection escapes him. Automatically, he slows down. Meanwhile, a person who wants to forget a 
disagreeable incident he has just lived through starts unconsciously to speed up his pace, as if he were 
trying to distance himself from a thing still too close to him in time.” (Kundera, 1995). Internet 
however has accustomed us to hurry all the time. We rush to express an opinion, to tag a photo or 
share a memory or find out a fact. We are always rushing to forget, but we rush to remember things 
too, and organize a frenetic life which seems to be slipping out of our fingers. So we rush to arrange a 
trip or holiday, to regain peace and quiet. Looking for a destination for our slow travel, we use internet 
swollen with information and take refuge in local identity reconstructed by internet, in an attempt to 
make peace with the rush of daily life. 
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