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Expanding Your Mind

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

N

Presentation based en alresearch 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 growith 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

. Snapshots of: digitalitechnology evolution

Q‘ SELECTED TOPICS FROM REPORT /‘
O

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 (almostiScience Eiction) — be curious!

Skepiical — otherwise youlwill'lbe 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 megatrendsiinisociety are changing way of living

and doing business

Pdrqdigm shift towards digifqlizqﬁon (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 softwarerevolution suchras:
*  mixed reality (VR, AR)

* artificial intelligence (Al)

* robotization and automatization
psychometrics micro-targeting
digital footprints and big data
cloud computing
blockchain technology
gamification
holographic telepresence
web 4.0

* Internet of Things (loT)

* quantum computers, and much more

’roge’rher with the “experience turn” (co-creation, customer-centered experience management,

user-generated content)

challenges traditional business organizations and business value chains

MEGATRENDS — IN SOCIETY

Affluence
Technology:
Globalization

B "Trans-modernity.
Comp“exny Fusion Society ??

Robots & Androids

Conceptual Society

Creators & Empathizers

Raest-modernity’

Information Society
Modernity Knowledge workers

Industrial Society
Pre-modernity Factory workers

Agricultural Society
Pre-history Sames

Pre-historic Society

Hunters & Collectors

18t 19th 20t 21st
Century Century Century Century

.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.)
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MEGATRENDS — INITOURISM BUSINESS

Tourism 1.0, Web 1.0
4 ) First Generation
miﬂg of experiences
1.0 Degree of Direction

- TOURISM:
Industrial

Experience Tourism 2.0, Web 2.0 Service industry >

Production A
o cn tion  Second Generation Experience Industry
Sma|l-number\2_-y ol cxpaninicos
Experience .
Tourism 3.0

Production
Web 3.0

Third Generation

Personal 7
Experience Self-dg;eﬂon of experiences
Production i

0% Staging of experience settings by the customer 100%

& staging of experience settings by the supplier

Figure 2. Different generations of experience production as actor-customer relationships in the creation of
meaningful experiences. (modified after Boswijk et al 2012, p 11)

N 4

MEGATRENDS — WEB EVOLUTION

Web 4.0 Semantic Agents

0- Ubiquitous o jnked data b of Tings
i Web Semantic Wikis ntegration TOURISM:

/\\ Integrate - From:

Web 3.0 3 ) Companies posting information
Semanticiys Bent feen (web 1.0)
= Interacting with guests
(Web 2.0)
= Self-creating experiences
(Web 3.0)
= Al supported experiences
(Web 4.0)

' Read-only
4

Figure 4. The evolution of the Internet (compiled from diverse sources)




TECHNOLOGICAL MEGA‘TI}END — DEAD OF MOBILES

‘ Futurism  wews  wroorasics  vioeos

Rabots & Machines

In Five Years, Your Smartphone Could Be

Reading Your Mind
0 0

Snart dr mobilen borta - det har

kommer i stallet

1 framti ide
\ a s

BREAKTHROUGH

TECHNOLOGICAL MEGﬁ\IRENDS — WEARABLES....

Wearable Device Release Date Timeline

‘ THE WORLD’S MOST ADVANCED
BI INTELLIGENCE m— WEARABLE COMPUTER

" % M ch 2015

“Faan i | .] — daiiitd
Oct. 2011 ‘ o R

| FitBit One |
ind [ scpt. 2012

 Goo. Glass
Explorer Edition
Feb. 2013
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TECHNOLOGICAL MEGATRENDS — WEARABLES....

Intel Vaunt:

How it works You see the information in the H H
lower right hand side of your visual 400x150 plXElS prOJected

A low-intensity laser on field and syncs with your mobile phone on retina by laser
the inside frame of the apps via bluetooth

glasses projects information

that reflects off the lens and

into the retina of your right eye

Low-intensity laser

TECHNOLOGICAL MEGATREND — WEARABLES....

O virtuality

: .\\\\m

Bionic contact lenses Q
THIS EYE IMPLANT GIVES YOU

AUGMENTED REALITY VISION

©® Omega Opthalmir
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SCHNOLOGICAL MEGATREND — BRAIN-COMPUTER |NTERFAC|L

Brainternet! here very soon!
THE EVOLUTION OF

BRAIN-COMPUTER INTERFACES

TYPES OF BCI

INVASIVE

Scientists Connect A Human Brain To The Internet For
The First Time

S Tired of tapping on the screen of your pesky, high-end smartphone to browse the
PRRTIALLY INVASIVE 5 Internet? No fear, because the awkwardly named “Braintemet” is herel A tea

it

— BRAIN-COMPUTER INTERFA

| Elon Musk A (
Wants to ‘ ; 1 == >,
Merge Your )
Brainwitha
Computer [

Neuralink's product?

agiantbrain,

speeding up progress !
B and evolving intelligence. == b

Should we be scared?
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LOGICAL MEGATREND — VR, AR, 4

.\);

This augm z& |
O reality tablet shows

T the future of education }

O |

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

MEGATREND — AUGMENTED:

-
B VIRTUALITY

AUGMENTED REALITY

~ WILL GROW 35% ANNUALLY
OVER THE NEXT FIVE YEARS

V U}/“GAMING

-

Futurism

ITWILL FGNDAMENTALLY CHANGE THE WAY BUSINESS
HUMANS LEARN, PERCEIVE AND CREATE
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. virtuality
3- Michael

N
AP ! You can

< I and take pictures witha I

\

just sk
Watch Live as Mark Zuckerberg Unveils the Next Era in ‘ what Facebook will loo
Virtual Reality
-

-

Or even make

1 to friends and famlly w

O

NOLOGICAL MEGATREND = VIRTUAL REALITY TG URISG(

VIRTUALITY

GOOGLE UNVEILED THE NEW GOOGLE
EARTH AND IT'S AWESOME A new feature called Voyager allows users to

take virtual, interactive tours of theworld

Futurism

!IND OF LIKE GO'NG ON,
A VlRTUAL VACATlON
-

Futurism

There are even yvirtual tour guides in certain instances
such as Jane Goodall or Zari, a six year old Muppet |




2023-12-13

OLOGICAL MEGATREND — HO

3 O virtuality
THE FIRST ARTIFICIALLY

(SRR (13 HOLOGRAM
JUST/LAUNCHED {

VAILLWEYMADE | IT INTEGRATES Al AND
AN Al HOLOGRAM AR TO PRODUCE A LIVE
(olo] ) [o1] =1 {c1 Sl | 11 =37:Vea 1Y/ 3 3D PERSONA

® VNTANA

Meet
AM=LIA

Your intelligent digital workforce

“We're going to shift from a service economy to an AT
economy” - GDR

While GDR has frequently discussed the growth of Artificial Intelligence in the retail
and hospitality sectors in recent years, one of the most potentially significant

FLUENT IN NATURAL
CONVERSATION

EMOTIONALLY ENGAGED
UNDERSTANDS CONTEXT
SCALABLE

Enfield Council
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HNOLOGICAL MEGATREND — Al ROBOTS

Future Investment intativeQE il ~ fure .w'e'slnlwmmlmllwl;:}
il f U -
\ | < <
- W‘W W - ‘ g
= . | \
. wle A
> |t > CNBC just did a live

— interview with this robot
H -

— ,
e N | )~ Sl

; Rabo

= = and is meant to resemble g I want to use my artificial intelligence g
This robot is now a AutltevHenburn J' ¥ tohelp humans live a better life . ™

citizen of Saudi Arabia - " meangl S8
o i d il

Source: Future Investment Initiative
Footage: Future Investment Initiative

O

(G

' She can track and
recognize facis
|
p nothing to fear from robots
‘ g e [ .
Should we be scared?

23

GICAL MEGATREND — Al ROBOTS

" ITOURISM b

L e
v - |Robots in = ‘ ‘ ]
o o NI (Robotsin \\! A
R . .. - \

|

4 (B

e S Vatoys o,

&

.+ Service & hospitlity = "
— : : - R
"LG just unveiled

- and will soon be
Do you think robots can be B %
citizens? ~efh 1vaia LLE

Global

== (N

Should we be scared?

24
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TECHNOLOGICAL MEGATREND Al ROBOTS

Self-driving transportation

MEGATREND —

( Consumer & Home Smart Infrastructure

(Security & Surveillance)

A E/

e Transportatlon i

Vivarte and the Vivante logo are irademarks of Vivante Corporation All other product, image

INTERNET OF THINGS

Inter-connected
interactive World
Windows loT

2023-12-13

y
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MEGATREND — INTERNET OF THINGS

WHAT MAKES A
SMART CITY SMART?
o o

. x.'.

BTl m'

Smart Cities

=
“avcsiof]

MEGATREND — INTERNET OF THINGS

WHAT MAKES A
SMART CITY SMART?

mart Cities

Smart Cars

i I

DIGIT3aL COCHPIT

BY HARMAN

Smart homes

2023-12-13
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MEGAI ‘RENDs;. JUJ\}I;J“ ERNET OF THINGS

SmartThings

e
SAMSUNG ( smartihinos HARMAN AMR

When you're s e ) Sma rt CarS
nnected by HARMAN, N - o 5 i
car s your most "‘ : TN —— et 'A * R‘g"ﬁg

DIBIT3aL COCKPIT

BY HARMAN

4

MEGATREND — CLOUD' COMPUIING & BIG DATA

mobile

Customers; | Businesses;
Digital Footprint - Cloud computing =
Big Data Data-lakes

15
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TRADITIONAL MARKET SEGMENTATION /

Table 6. Demographic segmentation by the Nordic travel organisations Visit Finland (2012, 2014) Visit Sweden
(2016) and the Winter Experience Northern Norway project (2016)
Organisation Main target Demographi
group: C groups:
Finnish Lapland ™ | " T 5] Active Ordinary Safe Fugitives of Cultural
And Visit Humanist Family Modern Adventurers Everyday Life  Individualist
Finland Travellers Humanists Travellers
Swedish Global Active DINK's; WHOP’s:
S ELLAETLT ] Travellers Families Double Wealthy,
Board, Visit Income, No Healthy Older
Sweden Kids People
Swedish ivil Active Nature  Everyday Curious Party- and
Lapland Visitors lover Escapist and explorer adrenaline
Board, Visit enjoyer of life seeker
Sweden

Northern Comfort Plus  No Stress Safety- Activity Socializer
ay Planner Chaser

psos Researchers Social Value seekers  Luxury Independent  Habitual
ripAdvisor travellers travellers travellers travellers
Amadeus Ethical Obligation Simplicity Cultural Reward Social Capital
Travellers Meeters searchers Purists Hunters Seekers

Demographics || Psychographics

Age / Gender Personality
R — Values ] | ! Gender |
e Attitudes | Marital | | Ethnic
i —_— ! [
Location :

{Employment Status J [ Lifestyles

DEMOGRAPHICS GEOGRAPHICS

! Personality !
and Values

Big Data - Micro-targeting

16
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PSYCHOMETRICS MICRO-TARGETING MARKETING

mbridge Analytica
*Developed simple methods to extract
*Personality traits from Internet activities
based on;
*\alues
*Attitudes
*|nterests

Opénnesg Contentiousness  Extroversion

eLifestyle

Agreeableness. . Neufoticism

°Persona|ity“
*Micro-targeting Marketing is possible

Digital Footprint - Big Data - Micro-targeting

Same demographics, different personalities

) Female
25-35 Years old

AMEX Use

Openness
Conscientiousness —_—
Extraversion e —
Agreeableness —

Neuroticism —

People with high openness and extraversion

love new experiences they can share with
lots of people

Female
25-35 Years okd
AMEX Ust

Openness

Conscientiousness

Extraversion

Agreeableness

Neuroticism

People with low openness and extraversion

really value down time spent with their
closest friends

PSYCHOMETRICS'MICRO-TARGETING MARKETING

CEO of Cambridge Analytica Alexander Nix
speaks at the 2016'Concordia Summit

Mission
Use large-scale data analysis
“to change audience behavior”

—

(company website)

Key investors *~

Robert Mercer
right-wing US billionaire,
Trump & Brexit financer

Steve Bannon

alt-right US media executive
' former Trump strategist

Subsidiary of:
US-registered

“behavioral change”

agency SCL

ources: Cambridge Analytica, SCL Group

The Data That Turned the World Upside Down

Psychologist Michal Kosinski developed a method to analyze people in minute
detail based on their Facebook activity. Did a similar tool help propel Donald
Trump to victory?

MOTHERBOARD.VICE.COM

Alexander Nix

CA chief executive

(suspended)

Founded: HQ:
2013 London, UK

*quoted by UK media

U
elec(mn 2018

_— Targets micro-groups of voters
with personalised messages
based on their social network profiles
(eg Facebook) to influence
the way they vote

Mark Zuckerberg
Facebook CEO

\-Km‘(aw’)mwm

2011 (alleged)

Q ©

Donald Trump Nigel Farage
US President Leading
pro- Brexlteer

©AFP,

17
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PSYCHOMETRICS MICRO-TARGETING MARKETING

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 andigot moeney asicompensation, 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

Y

\’MEGATREND — PSYCHOMETRICS /PSYCHOGRAPHICS
Psychometric Micro-targeting vs. new GDPR regulation in EU?

|

General
Data
Protection

DAT
Regulation PROTECTION
O '\i; e %)

{NTERMET RECORDE

J
. RULES _.‘ - 1 -

[t ) Tﬂﬁl-
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DIGITAL TRENDS IN' DIGITAL TOURISIM MARKETING

Snap-shots:
Push-marketing = pull-marketing
Electronic-word-of-mouth (eWolV)
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

Y

Al IN MARKETING AND: DISTRIBUTION

SPOTIFY for TOURISM
Qrravelade My Wandecist ch

Travelade . Iceland Artificial Intelligence

Local, authentic and unique things to Do and See

- Content meta data

] ~ | = [—= ST = 55 g ; User behaviour data
e , =
e Play list = Wander List
Recommendations

Glacier hike day tour from

e Most Popular
— Etc.
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IMIEGA ONLINE TRAVEL RETAILER
Dynamic product presentation of
5000 products of 1000 suppliers

I Guide to Iceland

I Guide to Greenland

Norway Travel Guide

DIGITAL TRENDS/IN TRAVEL DISTRIBUTION

Traditional value chain

Tourist

Consumer

Intermediaries A

National Tourism

Organization Travel agent

Internet

Reginal Tourism Tour operator

Organization Central

Reservation
System
Incoming .
otel chain
Local Tourism agent -

DMOs, Planners Organization
& Administration

/
Suppliers \ // m

Primary suppliers

Figure 13. Simplified traditional travel and tourism industry value chain (adapted after Werthner & Klein 1999)
LULEA '
NIVERSITY

20
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DIGITAL TRENDS IN TRAVEL DISTRIBUTION /

New emergin value chain

. 4 Sharing Economy services;
Mobile Tourist Airbnb, Uber, Coachsurfing etc.
Consumer \

Intermediates Internet Internet
Desktop Mobile
Applications Applications

Mega Online Travel Retailer
Instant booking

N

Online Travel agent Digital Tour

gl | E—

Booking systems
————

Suppliers Supplier Webb sites  Supplier Mobile App

Primary suppliers

Figure 14. Simplified interpretation of future digital value chains in travel and tourism.

ISIT ARCTIC FEUROPE S B = Nl '

\o DIGITAL TRENDS/IN TRAVEL DISTRIBUTION /

Disrupted value-chain by Cross-Selling by providers (BOKUN)
Arctic Adventure 100 own products; 1000 products onwebpage

& 5

ARCTIC ADVENTURES S[CEEAND TOURS & ADVENTURE HOLIDAYS
YOUR ADVENTURE TOUR OPERATORIN ICELAND SINCE 1983

POPULAR DAY TOURS

21
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DIGITAL TRENDS IN TRAVEL DISTRIBUTION /‘

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

http:/ /www.guide-natura.com/boating-béat/guided-boat-tours-
37842296

Disrupted value-chain by Direct booking iniGoogle, Facebook and TripAdvisor

K\O DIGITAL TRENDS/IN TRAVEL DISTRIBUTION /‘

\llll strate how _iE L f @
b Ui s warmamon |
changedin only

three years

by the introduction

of booking services

on Google,

Facebook, and

TripAdyvisor. (tnooz)




2023-12-13

DIGITAL TRENDS IN TRAVEL DISTRIBUTION /

Tourist

Consumer

Intermediaries
National Tourism
Organization Travel agent

Internet

Reginal Tourism Tour operator
Organization Central

Reservation
Incoming i
otel chain
Local Tourism agent -

System
DMOs, Planners Organization
& Administration

Suppliers

Primary suppliers

Figure 13. Simplified traditional travel and tourism industry value chain (adapted after Werthner & Klein 1999)

\) DIGITAL TRENDS IN TRAVEL DISTRIBUTION /

s . Sharing Economy services;
Mobile Tourist R CORIRTIng et
Consumer \
Intermediates Ihtemear Internet
Desktop Mobile
Applications Applications

Mega Online Travel Retailer
Instant booking

oo

Online Travel agent Digital Tour
1 Operators

o —

Booking systems
———

Suppliers Supplier Webb sites  Supplier Mobile App

Primary suppliers

Figure 14. Simplified interpretation of future digital value chains in travel and tourism.

23



DIGITAL TRENDS INICUSTOMER DIGITAL MOBILE BEHAVIOUR
MOBILE MICRO-MOMENTS

Amy had 419 (33;
digital moments searches
researching her - .

trip over 2 months 380 web 87%
page visits

obile

of these
Mobile digital moments
e } l 1 happened on
Desktop [ m

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
Cant-wait-to-explore, experiencing moments

2023-12-13
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GITAL TRENDS/IN' CUSTOIVIER*DIGITAL MOBILE B

Snap-shots:
Importance oft understanding lraveller's road to decis
Micro-moments in travel
Cross-device movements
Viobile-i nde:mrurlor behaviour

Diversity and complexity of behaviours
Blurring of on-site and post-travel experience

+ CONCLUSION £
&%

Gomg digital.is-no Ionger an option =it’s a-nyust!”
;- ‘\‘ ‘ s <ths[§vh\ Poulsen, DG G rowth EU- ((§mrmsswor€,

\
Welcome to the

OURISM MATRIX ;

%

‘F'y ‘;L! rattention ! °
Y erl omheten '

« Thank you fo

Takl&F orFop
Tack for"dln upbfndrksgmhet S

Kiitos mlalenl(llnne»st.anne' N 7 A
4 - J 5 213 ‘. .‘. - .'
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