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Digital traces in ltaly’s art cities show a slight decline

@ Jan 2025 - Jan 2025 compared to the previous year

Digital traces volume and sentiment trend
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Cultural tourism: Solo travellers on the rise (+3%)

i Jan 2025 - Dec 2025 compared to the previous
year, culture segment
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What do
tourists
appreciate In

Italyg

Top 10 most reviewed cultural
attractions in Italy and Vatican City

Jan 2025 — Dec 2025

Trevi Fountain

MILAN

CONTENT . SENTIMENT

53,185 (LG
)

Colosseum (incl.
Archaeological Park)

Sentiment
6° | Leaning Tower of Pisa Pisa /100
70 Leonardo da Vinci Interactive Florence m 00
Museum
8° | Vatican Museums ggflican m /100
9° | Spanish Steps Rome 89.0p
10° | Piazza Navona Rome m /100

-
THE DATA APPEAL COMPANY

22104 TX]

- e »: _‘ - - 1
S gy e 8 % ket
: PPl A ¢
) L 2 .
[ % . ; A
T . : 3 .
g Y S . ——
5 > -~ . -
¢ - >"l>‘-
N — -
e~ - 3
- o '_,, ‘ .
, . y k 1 > 240 u
. X ' i = L .
» =
& Wy
v ki
"\" g . {
< .
- * -
’ '] !
s
\ -

St. Peter’s Basilica (Vatican City) &

3

Milan Cathedral (Duomo)
26,787

A

Pantheon

.‘\’ALMAWAVE
GROUP



Trevi Fountain records the strongest year-on-year
growth in digital traces

@ Jan 2025 — Dec 2025 — Review volume compared with the previous year
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Public and private museums: the most reviewed in ltaly

© Jan 2025 - Dec 2025

Digital trace volume Sentiment Popularity
Leonardo da Vinci Interactive Museum — Florence 21,4K 141.44
Vatican Museums — Vatican City 18K 137.6
Pompeii Archaeological Park — Pompeii 9,5K 129.92
Roman Forum — Rome 8,9K 129.08
Uffizi Gallery — Florence 8,8K 128.65
Juliet’s House — Verona 6,9K 124.40
Accademia Gallery — Florence 6,2K 123.96
Ferrari Museum — Maranello 5,6K 122.18
Castel Sant'Angelo — Rome 5K 121.41
Doge’s Palace — Venice 4,5K 119.81
Royal Palace of Caserta — Caserta 4,4K 119.38
Sansavero Chapel Museum — Naples 4,1K 118.39

*Sentiment scale used: 70 -100
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Public and private museums: Juliet’s House shows the
strongest growth in reviews

@ Jan 2025 — Dec 2025 — Review volume compared with the previous year (Museums segment)

+19.1%
+11.19 +10.8%
11.1% 0 10.1%
+7.8%
’ +6.3%
+4.5%
-4%
Juliet’s House Leonardo da Sansevero Accademia Roman Forum Ferrari Museum Uffizi Gallery
Vinci Interactive Chapel Museum Gallery :
Museum (Florence) Vatican

Museums

* Data collected on 15 December 2025
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Satisfaction in art cities is rising broadly

© Jan 2025 - Dec 2025 year-on-year, cultural product
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What attracts visitors

Sector Sentiment 2025 Change vs 2024 - Ramil
Restaurants & food 86.5/100 +1.1 o i
Accommodation 81.9/100 +(0.8 &
Short-term rentals 84/100 +1.4

Entertainment 86.4/100 +0.6
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Art city attractions generate higher satisfaction than all

others

@ Jan 2025 - Dec 2025 year-on-year, cultural product
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Wela i I MIE1NY art cities: Venice shows the strongest
Increase In sentiment

@ Jan 2025 - Dec 2025 vs the previous year

City Sentiment 2025 Change vs 2024

Venice 85.03

Milan 82.78

Bologna 83.75

Verona 85.1

Turin 85.2
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Italy art cities: high sentiment for Siena and Assisi

@ Jan 2025 — Dec 2025 vs the previous year

City Sentiment 2025

Rome
Florence
Siena

Assisi
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85.66

83.7
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Change vs 2024
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Southern Italy & IslandsEla X :EREL R R EL e
out for high sentiment

@ Jan 2025 — Dec 2025 vs the previous year

City Sentiment 2025 Change vs 2024

Naples 84.26

Palermo 84.65

Bari 85

Caserta
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Most discussed topics: growing demand for interactivity;
costs, cleanliness and waiting times are critical

@ Gen 2025 - Dic 2025

Positive aspects To be improved
Cultural Rich historical sites and guided tours enhance Waiting
activities the cultural experience significantly. times

; Stunning landscapes and picturesque spots
Location 7 : g p duesp Costs
make the journey worthwhile.
Relaxing and enchanting ambiance, perfect .
Atmosphere . J g Cleanliness

for contemplation and enjoyment of nature.
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Crowds can lead to long waits; planning
ahead is advisable.

Prices vary; some consider them high, while
others find them reasonable.

Generally well-maintained and clean,
enhancing the overall visitor experience.
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OTA saturation and rates in art cities:
A stable picture

@ Jan 2025 — Dec 2025 vs the previous year

Ota saturation

H1 HOSPITALITY SHORT TERM RENTALS
o j J |
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The appeal of the low season and shoulder seasons is
growing

@ Jan 2025 — Dec 2025

Average rates and ota saturation

i Daily v
N7
300€ i 240€ | 0e 100 %
. o% 58.4% 60.2% o
U7 _ ) . - - O
© 240€ =
e i fin At o IR b, | s0% 2
? 80€ : | vl || ||||I' el PRI LIS : bIl -l’r lha h "||| |rr| r|||q " l . |1 (4 [A1 R il l'h 2
L
i | \||U Attt | bl -
||||||||II s “ “ ‘ ‘ || | |||H“
120€ 0 %
\o) “ o) \o JPAs) D » D D o) \e) D D MM O
n,/\q’ q,\q’ q;.\q’ b‘\% <,J\q’ gb\q’ /\\q’ r\f,}.,\q’ Cb\q/ \V \q’ f\\q” r\\q’ q‘,\q’ n_,\q’ r;,\n" @O’ o;\q’ @\q’ /\\q’ cb\% \v Q,Q’

o)
V0 VR Vv
3\6@\@\®®<\

VRV
NN D P
© bc\rl’@\@o;\q:}\‘Jr:'\fb\’\\’\\’\\@\%\qa\%\®®\®QS\%“§}’*\“@$@@

QO
SO NV GOl gV o o P S

Avg.rate @ OTA Saturation

J THE DATA APPEAL COMPANY e U ALMAWAVE
GROUP



OTA saturation slightly down in major art cities: direct
bookings are increasing

© Jan 2025 — Dec 2025 vs the previous year

() Saturazione OTA 2025 @ saturazione OTA 2026
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® Tariffe medie 2025 @ Tariffe medie 2024

OTA rates: decreasing especially in Venice

@ Jan 2025 — Dec 2025 vs the previous year

@ Average rates 2025 @ Average rates 2026
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2026 outlook in art cities: OTA rates still rising

Ota saturation
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CACLGENENR

Italy is chosen primarily for culture: this is confirmed by Data Appeal and Mabrian
data. “Arts & Culture” is the leading travel motivation for Italy (34.7%).

Beyond cultural heritage: Satisfaction is rising in art cities, not only due to the strong
appeal of cultural attractions, but also thanks to the overall experience, including food
(sentiment 86.5/100, +1.1 pp YoY) and hospitality (accommodation 81.9/100 and
short-term rentals 84/100 — both growing YoY).

Sentiment map by areas: Southern Italy and smaller centres are growing strongly. All
major art cities, from North to South, show increasing sentiment. Smaller towns also
emerge among favourites, such as Siena (Tuscany) and Assisi (Umbria), along with
Southern Italian cities experiencing a boom in cultural attractiveness. Caserta (85.5)
and Bari (85) stand out. Among the most reviewed museums in 2025 are the Royal
Palace of Caserta and the Sansevero Chapel Museum in Naples, the third-fastest
growing museum overall by number of reviews (+10.9%).

Discussion topics: museums with strong interactivity have higher attractiveness and
visibility. Strategically, this can become an effective lever to reduce and manage other
critical issues such as prices and queues.

U
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Most appreciated cultural attractions: Rome confirms itself as the cultural city with
the highest density of top reviewed attractions. Trevi Fountain ranks first and records
the highest increase in reviews in 2025 (+67% YoY), followed by the Colosseum and
Milan Cathedral. Vatican attractions are included for the first time: St. Peter’s Basilica
ranks third, and the Vatican Museums rank eighth.

Most reviewed public and private museums: the top three are the Leonardo da Vinci
Interactive Museum in Florence, the Vatican Museums, and Pompeii Archaeological
Park. Juliet’s House in Verona stands out for the strongest growth in reviews (+19.1%
YoY).

Accommodation: a stable picture for OTA saturation and rates in art cities, with some
exceptions. Saturation (the ratio between available and booked offers on online
portals) shows a slight decrease across ltaly, except in Naples (+1.2%). Rates increase
in Turin (+6%) and Palermo (+3.7%), while they decline in Venice (-5.2%).

The appeal of the low season and shoulder seasons continues to grow, likely
influenced by more accessible prices and milder weather, supporting de-
seasonalisation.
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Methodology

The Data Appeal Company is a provider of alternative data. Through proprietary
techniques, it collects and monitors the digital presence of POls (points of interest) by
analysing dozens of portals, websites, OTAs and social media platforms, from mainstream
sources to specialised vertical channels.

The data retrieval methodology includes a reconnaissance and unique matching process
through an algorithm designed to maximise the probability that explored channels refer
to the same POlI.

After a data quality process, for each detected POl the analysis covers POI characteristics
(e.g., location, type, services) and visitor characteristics (e.g., origin, language, travel
type). Digital human experience content (reviews, comments, ratings, scores, etc.) is read
and semantically analysed through proprietary natural language Al mechanisms, in the
original language, to identify meaning and emotional tone.

The main output is the Sentiment Score, a synthetic index on a 0—100 scale expressing
satisfaction, i.e., the share of positive judgments within all analysed content.

U
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Clusters (macro-topics) and topics are associated with each content item. Additional
techniques have been developed over time, including a rates checker for hospitality, with
daily rate collection (monitored multiple times per day) from OTAs. Thanks to a new
semantic analysis supported by Large Language Models and the integration of generative
Al, the platform enables real-time reading and querying of user-generated content,
interpreting nuances across 50 languages while preserving granularity and accuracy.

The Data Appeal Company SpA (formerly Travel Appeal) was acquired in 2022 by
Almawave SpA, part of the AlmavivA Group.

This report is based on the analysis of approximately 8.6 million online contents in Italy
and 1.1 million in Tuscany from 1 January to 31 December 2025 (unless otherwise
specified). The analysis of OTA rates and arriving passengers is extracted from the Data
Appeal platform. For more information:

info@datappeal.io
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