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The Future belongs to those who prepare for it today!
The Future starts now!

Tema: Sunn økonomisk & miljømessig utvikling, Effektiv bruk av digitale verktøy

Session: 15 mai, Effektiv bruk av digitale verktøy

DIGITALE FRAMTIDSTRENDER

Hans Gelter 

Associate Professor Experience production

(Luleå university of Technology)/Guide Natura Consulting

Presentation based en a research report for VAE

Looked at resent research papers 

and white papers (industry reports) 

what they predict about trends in 

digital tourism.

= Qualitative forecasting

≠ Science Fiction
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BACKGROUND

• Digital Information technology has played a fundamental role in the 

development and growth of the tourism industry, and as an important 

tool for travellers and tourism suppliers.

• Every industry sector is currently undergoing a digital transformation

• We are entering industry revolution 3.0 

SELECTED TOPICS FROM REPORT

1. Snapshots of digital technology evolution

2. Digital marketing by digital footprints & Micro targeting

3. Trends in new distribution and booking systems

4. Trends in customer digital behaviors
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DON´T BE:

• Scared by the technology (almost Science Fiction) – be curious!

• Skeptical – otherwise you will be overstepped by those adapting

• Embrace the development and do your best of it!

“The best way to predict the future is to invent it” 
(Alan Kay, Xerox PARC

MAIN RESULTS

DISRUPTIVE MEGATRENDS

• Disruptive megatrends in society are changing way of living 

     and doing business 

• Paradigm shift towards digitalization (e-business, e-commerce, e-payment, e-

tourism and e-traveler, digital generations)    

     = Digital transformation

• Megatrends in digital transformation will strongly influence

     tourist behaviors and the tourism industry 
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MAIN RESULTS
Disruptive hardware and software evolution such as: 
• mixed reality (VR, AR) 

• artificial intelligence (AI)

• robotization and automatization 

• psychometrics micro-targeting

• digital footprints and big data 

• cloud computing 

• blockchain technology 

• gamification

• holographic telepresence 

• web 4.0

• Internet of Things (IoT)

• quantum computers, and much more

together with the “experience turn” (co-creation, customer-centered experience management, 

user-generated content) 

challenges traditional business organizations and business value chains

Stimulating Community

Trans-modernity

Pre-historic Society
Hunters & Collectors

18th 

Century

19th 

Century
20th 

Century

21st 

Century

Agricultural Society
Farmers

Industrial Society
Factory workers

Information Society
Knowledge workers

Conceptual Society
Creators & Empathizers

Living of the land

Extracting Commodities

Producing Goods

Delivering Service

Staging Experiences

Guiding Transformations

Pre-modernity

Modernity

Post-modernity

Knowledge Society
Service society

Attention Society

Techno-Society

Post-Industrial Society

Etc.

Experience Society

Consumer Society

Dream Society

Network Society

Digital Society 

Etc.

Fusion Society ??
Robots & Androids 

Affluence

Technology

Globalization

Complexity

.A simplified stage model of progression of society and economical offerings. (modified after Pine & Gilmore 1999, Florida 2002, Luyckx Ghisi, 2006, Pink 2007, and others.)

Pre-history

MEGATRENDS – IN SOCIETY

7

8



2023-12-13

5

Tourism 1.0, Web 1.0

Tourism 2.0, Web 2.0

Tourism 3.0 

Web 3.0

TOURISM:

Service industry → 

Experience Industry

MEGATRENDS – IN TOURISM BUSINESS

TOURISM:

From:

Companies posting information 

(web 1.0) 

→ Interacting with guests      

(Web 2.0)

→ Self-creating experiences  

(Web 3.0)

→ AI supported experiences 

(Web 4.0)

MEGATRENDS – WEB EVOLUTION
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TECHNOLOGICAL MEGATREND – DEAD OF MOBILES

TECHNOLOGICAL MEGATRENDS – WEARABLES….
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TECHNOLOGICAL MEGATRENDS – WEARABLES….

Intel Vaunt:
400x150 pixels projected 
on retina by laser

Bionic contact lenses 

TECHNOLOGICAL MEGATREND – WEARABLES….
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TECHNOLOGICAL MEGATREND – BRAIN-COMPUTER INTERFACE

TECHNOLOGICAL MEGATREND – BRAIN-COMPUTER INTERFACE

Should we be scared?
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TECHNOLOGICAL MEGATREND – VR, AR, 4D, 5D ….

TOURISM: Old Uppsala AR experience of Vendel time year 550 AD

MEGATREND – AUGMENTED REALITY AR
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TECHNOLOGICAL MEGATREND – VIRTUAL REALITY VR

TECHNOLOGICAL MEGATREND – VIRTUAL REALITY TOURIST
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TECHNOLOGICAL MEGATREND – HOLOGRAM

TECHNOLOGICAL MEGATREND – AI SERVICES
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TECHNOLOGICAL MEGATREND – AI ROBOTS 

Should we be scared?

TECHNOLOGICAL MEGATREND – AI ROBOTS 

Should we be scared?

TOURISM

Robots in 

Service & hospitlity
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Self-driving transportation
TECHNOLOGICAL MEGATREND – AI ROBOTS 

MEGATREND – INTERNET OF THINGS

Inter-connected 
interactive World
Windows IoT
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Smart Cities

Smart Destination

Smart homes

MEGATREND – INTERNET OF THINGS

Smart Cities

Smart Destination

Smart homes

MEGATREND – INTERNET OF THINGS

Smart Cars
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Smart Cars

MEGATREND – INTERNET OF THINGS

Customers; 

Digital Footprint →  

Big Data

MEGATREND – CLOUD COMPUTING & BIG DATA

Businesses; 

Cloud computing → 

Data-lakes
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TRADITIONAL MARKET SEGMENTATION

Big Data → Micro-targeting 

MEGATREND – PSYCHOMETRICS/PSYCHOGRAPHICS
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Digital Footprint → Big Data → Micro-targeting 

PSYCHOMETRICS MICRO-TARGETING MARKETING

Cambridge Analytica

•Developed simple methods to extract

•Personality traits from Internet activities

  based on; 

•Values

•Attitudes

•Interests

•Lifestyle

•Personality

•Micro-targeting Marketing is possible
• 

PSYCHOMETRICS MICRO-TARGETING MARKETING
CEO of Cambridge Analytica Alexander Nix 

speaks at the 2016 Concordia Summit
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Latest Facebook – Cambridge Analytica scandal:
• Cambridge Analytica collected data from 50 million US FB-users to influence Donald 

Trump election by micro-targeting

•Data collection 2014 by FB personal test –app “thisisyourdigitallife” by US psychologist  

Alexandr Kogan

•270 000 did the test and got money as compensation, but by FB sharing of this test, 

data from 50 million were collected

•Data sold to Cambridge Analytica who made micro-targeting for the Trump campaign

•Cambridge Analytica also involved in other democratic elections

•FB CEO Mark Zuckerberg hearing at the US congress

PSYCHOMETRICS MICRO-TARGETING MARKETING

MEGATREND – PSYCHOMETRICS/PSYCHOGRAPHICS

Psychometric Micro-targeting  vs. new GDPR regulation in EU?
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DIGITAL TRENDS IN DIGITAL TOURISM MARKETING

Snap-shots:
• Push-marketing → pull-marketing
• Electronic-word-of-mouth (eWoM)
• User-generated content
• Social context mobile marketing (SoCoMo)
• Location-based social Network Marketing
• Real-time-marketing during real-time customer journey
• Infographics
• Immersive storytelling (360-videos)
• VR and AR

 

SPOTIFY for TOURISM

AI IN MARKETING AND DISTRIBUTION 

Artificial Intelligence

Content meta data

User behaviour data



Play list = Wander List

Recommendations

Most Popular 

Etc.
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MEGA ONLINE TRAVEL RETAILER 

Dynamic product presentation of 

5000 products of 1000 suppliers

Guide to Iceland

Guide to Greenland

Norway Travel Guide

AI IN MARKETING AND DISTRIBUTION 

DIGITAL TRENDS IN TRAVEL DISTRIBUTION
Traditional value chain
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DIGITAL TRENDS IN TRAVEL DISTRIBUTION
New emergin value chain

DIGITAL TRENDS IN TRAVEL DISTRIBUTION

Disrupted value-chain by Cross-Selling by providers (BOKUN)
Arctic Adventure 100 own products, 1000 products on webpage 
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DIGITAL TRENDS IN TRAVEL DISTRIBUTION

Disrupted value-chain by Cross-Selling by providers (BOKUN)

http://www.guide-natura.com/boating-båt/guided-boat-tours-

37842296

DIGITAL TRENDS IN TRAVEL DISTRIBUTION

Disrupted value-chain by Direct booking in Google, Facebook and TripAdvisor

Illustrate how 

participants in the 

service cycle have 

changed in only 

three years          

by the introduction 

of booking services 

on Google, 

Facebook, and 

TripAdvisor. (tnooz)
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(C) GELTER /GUIDE NATURA2017

DIGITAL TRENDS IN TRAVEL DISTRIBUTION

(C) GELTER /GUIDE NATURA2017

DIGITAL TRENDS IN TRAVEL DISTRIBUTION
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DIGITAL TRENDS IN CUSTOMER DIGITAL MOBILE BEHAVIOUR

MOBILE MICRO-MOMENTS 

In real-life Micro-moments of “Amy” using mobile or desktop when planning for a 
trip to Disney World (from Google) 

DIGITAL TRENDS IN CUSTOMER DIGITAL MOBILE BEHAVIOUR

MOBILE MICRO-MOMENTS 

Google:
• Want-to-get-away, dreaming moments

• Time-to-make-a-plan organizing moments  "travel hacks“

• Let´s-book-it, booking moment

• Can´t-wait-to-go moment, anticipation moments

• Can´t-wait-to-explore, experiencing moments
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DIGITAL TRENDS IN CUSTOMER DIGITAL MOBILE BEHAVIOUR 

Snap-shots:
• Importance of understanding Traveller´s road to decision
• Micro-moments in travel
• Cross-device movements
• Mobile-in-destination behaviour
• Anywhere-and-anytime availability
• Radical self-reliance of modern travellers
• Diversity and complexity of behaviours
• Blurring of on-site and post-travel experience
 

Welcome to the 

TOURISM MATRIX

Thank you for your attention ! 

Takk for oppmerksomheten !

Tack för din uppmärksamhet !

Kiitos mielenkiinnostanne !

“Going digital is no longer an option – it´s a must!”
Lisbeth Bahl-Poulsen, DG Growth, EU-commission

CONCLUSION

49

50


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50

