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Presentation based en a research report for VAE 2017

Looked at resent research papers
and white papers (industry reports)
what they predict about trends in
digital tourism.

= Qualitative forecasting

# Science Fiction

Presentation based en a research report for VAE 2017

ISIT ARCTIC EUROPE = am 4=
METHODOLOGY

Searched Google Scholar (search engine on
scientific papers on the Internet)

Search period 2013- 2017

Scanned 1160 scientific papers

Analysed 215 relevant scientific paper

Analysed 162 White papers (industry reports)
Analysed 112 webpages on digital development
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Presentation based en a research report for VAE 2017

WHITE PAPERS FROM:

Cairos Future
Trend@ne
Expedia

iPsoft

eComerce Europe
Huwai

Google

Facebook
Microsoft
Interactrive Intellicence
Viator

Smart Travel

Etc.

Digital'trends in tourism was sub-divided into four sub-
themes of:

1. General'trends in tourism and digital tourism

2. Digital'trends in tourism business management

3. Digital'trends in travel distribution

4. Digital'trends in tourism marketing

Customer digital mobile behaviour was sub-divided
according to customers experience-process of travelling into
three themes:

1. Pre-consumption digital behaviour

2. During-consumption digital behaviour

3. Post-consumption digital behaviour
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PRESENTATION AGENDA

Background and megatrends

. Technological evolution

. Tourist digital mobile behavior
Challenges for tourism companies
Challenges for destinations

Destinations of the future — smart destinations

PRESENTATION AGENDA

Background and megatrends
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1. BACKGROUND AND MEGATRENDS /

Disruptive megatrends inisociety are changing way of living

and doing business

Every industry sector is currently undergoing a Paradigm shift
towa rds digi'raliza’rion (e-business, e-commerce, e-payment, e-tourism and e-traveler,

digital generations) — Digital transformation

We are entering industry revolution 3.0

1. BACKGROUND AND MEGATRENDS

wee  MEGATRENDS = IN SOCIETY

Technology:
Globalization
Complexity:
-

Trans-modernity X 3
Fusion Society ??
Robots & Androids

&

Conceptual Society

Post-modernity Creators & Empathizers

Information Society
Modernity Knowledge workers

Industrial Society
Pre-modernity: Factory workers

&

Pre-history

&

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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1. BACKGROUND AND MEGATRENDS /

Digital Information technology has played a fundamental
role in the development and growthiof the tourism industry,

and as an important tool for travellers and tourism suppliers.

Megatrends in digital transformation will now strongly influence

tourist behaviors and the tourism industry.

\ 1. BACKGROUND AND MEGATRENDS c/

MEGATRENDS — THE EXPERIENCE TURN
~ Tourism 1.0, Web 1.0

. First Generation
of experiences
Degree of Direction

TOURISM:

Produ-ction - . Tourism 2.0, Web 2.0 SerV|c.e industry -
' ~ Second Generation Experience Industry -

\ i ~ of experiences } "
Small-number ; o &P transformation industry

e — Tourism 3.0
- - Web 3.0

~ Third Generation
of experiences

Production ™

a
o
R staging of experience settings by the supplier 2

Staging of experience settings by the customer 100%

o
X

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)
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1. BACKGROUND AND MEGATRENDS /

TOURISM:
From:

MEGATRENDS — WEB EVOLUTION

WQSE;G g Agent Agen
Companies posting information
(web 1.0)
= Interacting with guests
(Web 2.0)
—> Self-creating experiences
(Web 3.0)
- Al supported experiences
(\\/ X X0)]

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

N

PRESENTATION AGENDA

2. Technological evolution
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2. TECHNOLOGICAL EVOLUTION /
TECHNOLOGICAL MEGAT’R'END DEAD OF MOBILES

‘ Futurism o e

In Five Years, Your Smartphone Could Be

Reading Your Mind
0 0

Snart dr mobilen borta - det har

kommer i stallet

1

BREAKTHROUGH

2. TECHNOLOGICAL EVOLUTION 4
TECHNOLOGICAL MEGATRENDS — WEARABLES. ...

Wearable Device Release Date Timeline

BI INTELLIGENCE

gl THE WORLD'S MOST ADVANCED
. WEARABLE COMPUTER

Gear 2 And Fit
April 2014
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2. TECHNOLOGICAL EVOLUTION /
TECHNOLOGICAL MEGATRENDS — WEARABLES....

How it works

You see the information in the Intel Vaunt:

lower right hand side of your visual 400x150 pixels projected
A low-intensity laser on field and syncs with your mobile phone q

n the inside frartnye of the apps via bluetooth on retina by laser
glasses projects information

that reflects off the lens and

into the retina of your right eye

Low-intensity laser

Laser Bluetooth

2. TECHNOLOGICAL EVOLUTION O/
TECHNOLOGICAL MEGATRENDS — WEARABLES....

: ' / © virtuality
Bionic contact lenses E

I \\\\“

o
—

THIS EYE IMPLANT GIVES YOU
AUGMENTED REALITY VISION
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GICAL EVOLUTION
AIN-COMPUTE

Elon Musk
Wants to
Merge Your )
Brainwitha
Computer |

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

Tired of tapping on the screen of your pesky, high-end smartphone to browse the Elon Muskjuststarted
Internet? No fear, because the awkwardly named “Brainternet” is herel A tea anew company: Neuralink.

——

ECHNOLOG

This augm b :
e reality tabl tsho g

the future of education /

ANy 72
J
7

TOURISM: Old Uppsala AR experience of Vendel time year 550 AD
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2. TECHNOLOGICAL EVOLU

=1
 —
C
—
<
Q

ND — AUC f/\:l”r‘_) REALITY AR

-
- O} VIRTUALITY | — Futurism

MEGATRE

1

) b
AUGMENTED REALITY L -y

IT WILL FUNDAMENTALLY CHANGE THE WAY
- WILL GROW 35% ANNUALLY HUMANS LEARN, PERCEIVE AND CREATE

OVER THE NEXT FIVE YEARS

b i \ Futurism | |

/ /r EDUCATION

21

2. TECHANOLOGICAL EVOLUTION g

L MEGATREND — \/JF'J;/ VIRT U/—L REJ—\L

k3 virtuality
‘%' Michael

;mé'

q

Just sr

‘ what Facebook will loo'
Watch Live as Mark Zuckerberg Unveils the Next Era in FE in

Or even make

l to friends andja»mily u*
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THE FIRSTARTIFIGIALLY
=152 11 HOLOGRAM
JUSTILAUNCHED .\

2. TECANOLOGICAL

|J— VIRTUAL REALITY TOURIST

CAL MEGATRE
B VIRTUALITY

JECHNOLO

» GOOGLE UNVEILED THE NEW GOOGLE

EARTH AND IT'S AWESOME

Futurism

/ O A new feature called Voyager allows users to
take virtual, interactive tours of the world

(c) Hansi Gelter/Guide Natura 2018
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VAILWEYMADE | IT INTEGRATES Al AND
AR TO PRODUCE A LIVE

AN Al HOLOGRAM
CONCIERGE  INTERACTIVE cio} 3/ 5:8{0)\[1.

Virtual Hologram conferences

EVOLUTION

Futurism

> ;ﬁ

ﬁIND OF LIKE GOING:ON
A VIRTUAL VACATION

Futurism

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

12
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2. TECHNOLOGICAL EVOLUTION
TECHNOLOGICALMEGATREND = Al' SERVICES

“We're going to shift from a service economy to an Al
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...

GDRUK.COM

FLUENT IN NATURAL
CONVERSATION

EMOTIONALLY ENGAGED
UNDERSTANDS CONTEXT
SCALABLE

I I SOFT

N 2. TECHNOLOGICAL EVOLUTION
I\ g o RN KR CTS

| CNBCjust did alive '
— interview with this robot 14
- _h . Yy &

k I want to use my artificial intelligence g
¥ to help humans live a better life

<3

i 2
She can track and |
recognize faces I8
This robot is now a >

citizen of Saudi Arabia ¢ And told humans they have
nothing to fear from robots
Source: Future Investment initlative ===
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2. TECHNOLOGICAL EVOLUTION

TECHNOLOGICAL MEGATREND. — AI ROBOTS

TOURISM: Robots in Service & hospitality

2. TECHNOLOGICAL EVOLUTION
TECE;LOLOGICAL MEGATREND = Al'ROBOTS

Self-driving transportatlon

(c) Hansi Gelter/Guide Natura 2018
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2. TECHNOLOGICAL EVOLUTION
MEGATREND — INTERNET OF THINGS

(" Consumer & Home Smart Infrastructure (Security & Surveillance)

= LB @ G888 L
g = |l'.l & 2% .
& - ik . )

4 Healthcare » ) o Transportation ’\
D ) "
-

e e

A
4 Retail k3

4

L

A
| - &'y
Gy ﬂ'ﬂ Tk Inter-connected

L5 ) i R j 4 e , b
Ut B & ) ) ' s lnt.eractlve World
Vivarte and the Vivante logo are irademarks of Vivante Corporation All other product, image: property of t WIndOWS IOT

l\> 2. TECHNOLOGICAL EVOLUTION

MEGATREND — INTERNET OF THINGS
Smart Cars ‘

DIGIT3ak COCKPIT
BY HARMAN

WHAT MAKES A
SMART CITY SMART?

Smart Destination

Smart Cities

Smart homes
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4

DIEIT3aL COCHPIT

BY HARMAN

&Y
4 A 8
e .'nMSl‘jNG
S When you're =
connected by HARMAN, & 250 0
4 your ¢ t -w R ‘v.u;.
Avclce g e OUr Car Is YOUr mos| 56, g Ao *

4 P ) e

. SmartThings

4

support

Wi

)

! compression ;
Customers;

Digital Footprint > : " ) i Businesses;
Big Data Cloud computing -
Data-lakes
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2. TECHNOLOGICAL EVOLUTION /‘
MEGATREND — PSYCHOMETRICS /PSYCHOGRAPHICS

Demographics | Psychographics
DEMOGRAPHICS GEOGRAPHICS

Age / Gender l \ [ Personality

! Regional '

Values
Race

Attitudes J | Marital i ! Ethnic |

X | Status | | Background |
Location ] ‘
Interests
Employment Status Lifestyles J

Big Data - Micro-targeting

\ 2. TECHNOLOGICAL EVOLUTION /‘

PSYCHOMETRICS MICRO-TARGETING MARKETING
mbridge Analytica
*Developed simple methods to extract
*Personality traits from Internet activities

Same demographics, different personalities

based on;

.Va | u es ‘ » ; Female 3 N Female
| 4 y = o
*Attitudes ' 4 g Xl o e A i

*|nterests ' ‘ _ i S

Consclentiousness Conscientiousness  ————————
Extraversion Extraversion f—

4
0L|festy|e .Openness Contentiousness  Extroversion et P A==

== Neuroticism —_— Neuroticism
Agreeableness Neuroticism

° P I 't People with high openness and extraversion People with low openness and extraversion
ersonall y = = love new experiences they can share with really value down time spent with their
lots of people. closest friends.

*Micro-targeting Marketing is possible

Digital Footprint - Big Data -» Micro-targeting

(c) Hansi Gelter/Guide Natura 2018 17
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2. TECHNOLOGICAL EVOLUTION c/‘

PSYCHOMETRICS MICRO-TARGETING MARKETING
Big Data Back- Slash

- Strategy
Mission «—_ __— Targets micro-groups of voters
Use large-scale data analysis N . with personalised messages
“to change audience behavior” ™ 2z based on their social network profiles
(company website) (eg Facebook) to influence
the way they vote

4 X Xy
-

eyinvestors* ~ i Mark Zuckerby
Key investo Camb_ndge ark Zuckerberg X %y

=
£ X x
A . Facebook CEO f(“" "\Ok - ) ‘
Robert Mercer nalg tica e \ ¥
right-wing US billionaire, 2 — ¢ b
Trump & Brexit financer ' ~Key campaigns ,
. 3
{ )

® US presidential ® UK Brexit referendum,
election, 2016 2017 (alleged)

Steve Bannon
alt-right US media executive
) former Trump strategist Alexander Nix
CA chief executive

(suspended)
The Data That Turned the World Upside Down
Subsidiary of: Founded: = HQ: Donald Trump Nigel Farage

i % : Psychologist Michal Kosinski developed a method to analyze people in minute
X US President Leadin

.”tfe{faﬁ';;gfghangen 2013 London; UK o Bt detail based on their Facebook activity. Did a similar tool help propel Donald
agency SCL Trump to victory?

Sources: Combridge Analytico, SCL Group *quoted by UK media ©AFP, MOTHERBOARD.VICE.COM

\o 2. TECHNOLOGICAL EVOLUTION /‘

PSYCHOMETRICS MICRO-TARGETING MARKETING
Big Data Back- Slash

Facebook — Cambridge Analytica scandal:

* Cambridge Analytica collected data frrom 50 million US EB-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

(c) Hansi Gelter/Guide Natura 2018
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2. TECHNOLOGICAL EVOLUTION /

l PSYCHOMETRICS MICRO-TARGETING MARKETING

o Psychometric Micro-targeting vs. new GDPR regulation in EU?

PRIVACY -15‘-“" Ty

| 12 d@ o'n
General  [§9):VV Vil
Data PROTECTION
Protection |Je)=eon E;] .
Regulation | AN REF=iras

2. TECHNOLOGICAL EVOLUTION C/

Disruptive hardware and software' evolutionisuch as:
mixed reality (VR, AR)

artificial intelligence (Al)

robotization and autematization
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

Toge'rher with the “experience turn” (co-creation, customer-centered experience management,

user-generated content)

challenges traditional business organizations and business value chains

(c) Hansi Gelter/Guide Natura 2018
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2. TECHNOLOGICAL EVOLUTION c/‘

DON-I BE:

Scared by the technology: (almost Science. Fiction) — be curious!

Skeptical — otherwise youl 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

PRESENTATION AGENDA

3. Tourist digital mobile behavior

(c) Hansi Gelter/Guide Natura 2018
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3. TOURIST DIGITAL MOBILE BEHAVIOUR /

Extrz-ordinary experience

1 Non-ordinary activity
Leaving Returning
hame herme
Ordinary everyday life The fundamental phases of

Ordi life
el g Y consumption and travelling and
experiencing (based on Jafari
Pre-travelli travelli
b | | e trampoline metaphore of traveling).

Planning Connection
Expectation Formation Nanigatian
Decisian-Making Shart-Ter m Decison-Making
Transaction On-5ite Transactions

Swedish Lapland V.B ASSL-
model of the traveller’s
travel-phases.

Facebooks five phases of the
path to purchase for traveller

TOURIST DIGITAL MOBILE BEHAVIOUR c/

THE TRAVELERS EIVIOTIONAL ROUT

T T T T T T T T
Inspiration Search and Select Booking Before the Trip  Travel Stay  ReturnMome Post-Travel

O ©® @0 © @ © 0O

(c) Hansi Gelter/Guide Natura 2018
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3. TOURIST DIGITAL MOBILE BEHAVIOUR
MOBILE MICRO-MOMENTS

Google:
* \Want-to-get-away, dreaming moments
* Time-to-make-a-plan orgonizing moments "travel hacks*

* |et’s-book-it, booking moment
Can t-wait-to-go moment, anticipation moments
Cant-wait-to-explore, experiencing moments

“l-want-to-know moments”, “I-want-to-do moments”, “moment-of-truth”,
“I-want-to-go-to-your-store moments”, “I-want-to-buy moments”,
“Is-it-worth moments”, “Sow-me-how moments”,

“time-for-a-new-one moments”, “Didn’t-plan-for-this moments”,
“Ready-for-change moments”, “New-day-new-me moments”,
“l-wana-talk-to-humans moments” etc.

3. TOURIST DIGITAL MOBILE BEHAVIOUR
MOBILE MICRO-MOMENTS

Amy had 419 =
digital moments searches
researching her B

trip over 2 months 380 web
page visits

T T TTTN TEt

mobile

In real-life Micro-moments of “Amy” using mobile or desktop when planning for a
trip to Disney World (from Google)
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3. TOURIST DIGITAL MOBILE BEHAVIOUR o/

DIRECT BOOKING EOR MOBILE MICRO-MOMENTS
l;llq:ici:oec:;win the _'EE. N fl€cS

service cycle have -

changed in only INSPIRATION \ INSPIRATION
three years |

by the introduction

of booking services

on Google,

Facebook, and

TripAdyvisor.

(from tnooz)

\o 3. TOURIST DIGITAL MOBILE BEHAVIOUR /‘

Social media
geography

. Social Media Prisma that
summarises the social media

in 2016 (by ethority Social Media
Intelligence, http://ethority.de/social-
media-prisma/)

(c) Hansi Gelter/Guide Natura 2018 23



3. TOURIST DIGITAL MOBILE BEHAVIOUR
TOGETERNESS FOR INFORMATION DISTRIBUTION

J933ImMy

)jooqadey

=  a

Content Sharing (R
op "@E  fotor«
W &

Source: Luma Partners, Terry Kawaja

\ 3. TOURIST DIGITAL MOBILE BEHAVIOUR

IRL, IN-REAL-LIFE -—- VR, VIRTUAL WORLDS TOURIST

Consumers are finding mcreamngly diverse ways to get their status fix Are you ready?

ISTATU! ORIES versus STATU

(c) Hansi Gelter/Guide Natura 2018
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3. TOURIST DIGITAL MOBILE BEHAVIOUR /‘
THE SMART TOURIST

List of characteristics to better define the technologically savvy tourists:

®* Well-connected and well-informed,

® Active critics and buzz marketers,
FIT — Free Independent

®* Demand highly personalised service, Tourist/T I
ourist/Traveller

® Engaged both socially and technologically,

® Dynamically discuss through social media,

® Co-create experience,

® Contribute to content,

® Utilise end-user devices in multiple touch-points.

Buhalis & Amaranggana, 2013

3. TOURIST DIGITAL MOBILE BEHAVIOUR /‘

SNAP-SHORTS OF TOURIST DIGITAL BEHAVIOUR

Importance of understanding Traveller's road to decision
Micro-moments ini travel

Cross-device movements

Mobile-in-destination behaviour

Anywhere-and-anytime availability (7/24)

Radical self-reliance of modern travellers — FIT-boom

Diversity and complexity of behaviours

Blurring of on-site and post-travel experience; blogging-on-spot

(c) Hansi Gelter/Guide Natura 2018
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PRESENTATION AGENDA

4. Challenges for tourism companies

1\> 3. CHALLENGES FOR TOURISM COMPANIES /‘

DIGITAL TRANSFORMATIONIN-TOURISIM COMPANIES

» Digital organisation & working processes (business models, book-keeping,
production, cloud-computing, lel, Expert systems, mobile payment, etc.)

Digital communication multiple platforms (heomepage, social media, SMS etc.)

Dynamic products (co-production, self-production)

Dynamic digital marketing, booking and distribution

Fierce competition by early adapters (to digital transformation)

(c) Hansi Gelter/Guide Natura 2018
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3. CHALLENGES FOR TOURISM COMPANIES

TRADITIONAL VALUE CHAIN IN DISTRIBUTION

Tourist

Consumer

Intermediaries A
National Tourism
Organization Travel agent
Internet
Reginal Tourism Tour operator
Organization Central
Reservation

System
Incoming Hotel chal
otel chain
Local Tourism dBent -
DMOs, Planners Organization
& Administration
Suppliers \

Primary suppliers

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

\ 3. CHALLENGES FOR TOURISM COMPANIES /‘

NEW _EMERGING VALUE CHAIN IN'DISTRIBUTION

. ” Sharing E ices;
Mobile Tourist i Sy

Airbnb, Uber, Coachsurfing etc.
Consumer \

Intermediates Internet Internet
Desktop Mobile
Applications Applications
Mega Online Travel Retailer
Instant booking

Online Travel agent j‘ D{"lgritaITour
- <=

Booking systems
—_—

Suppliers Supplier Webb sites ~ Supplier Mobile App

Primary suppliers

Figure 14. Simplified interpretation of future digital value chains in travel and tourism.
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3. CHALLENGES FOR TOURISM COMPANIES /

BENCHMARKING ISLAND

35% Increase in tourism 2017

Bokun https://bokun.io/ Eldhestar http://eldhestar.is/

Elding hitps://elding.is/#
Travelade hitps://travelade.com/ R/ elling s/

HGYICGIG nd https:/ /www.heyiceland.is/
Guide to Iceland https://guidetoiceland.is/

lon Adventure Hotel https:/ /ionadventure.ioniceland.is/

\ 3. CHALLENGES FOR TOURISM COMPANIES o/

DIGITAL TRENDS'IN TRAVEL DISTRIBUTION

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

Arctic Adventure 100own products, 1000 products on dynamic webpage

ARCTIC ADVENTURES S|CEES ND TOURS &ADVENTURE HOLIDAYS

YOUR ADVENTURE TOUR OPERATOR IN ICELAND SINCE 1083

POPULAR DAY TOURS

hitps://adventdres.is/

(c) Hansi Gelter/Guide Natura 2018
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3. CHALLENGES FOR TOURISM COMPANIES /‘

Al IN MARKETING AND DISTRIBUTION

TravelAide = SPOTIFY for, TOURISM

Travelade . Iceland ‘ A A
Local, authentic and unique things to Do and See AI"tIfICIa| Inte I I |ge nce

Teip Flavors Content meta data

=] — | e mmml > [’ User behaviour data

Recommended for You

Play list = Wander List
Recommendations on
previous behaviour
Most Popular

Etc.

CHALLENGES FOR TOURISM COMPANIES /‘

Al IN MARKETING AND DISTRIBUTION

Travelade https:/ /travelade.com/

What are you waiting for?

‘ﬁgﬁﬂ

[

i Ve o Wt el

_m.i g /ﬁf
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3. CHALLENGES FOR TOURISM COMPANIES /J

/

MEGA ONLINE TRAVEL RETAILER

Offers dynamic product presentations of 5000 products of 1000 suppliers on Icelend:

€ Guide ama

® 'Guide to Iceland

Guide to Greenland

- Norway Travel Guide

3. CHALLENGES FOR TOURISM COMPANIES

MEGA ONLINE TRAVEL RETAILER

Guide to Iceland https://guidetoiceland.is/

OBEE srmtv e s s QO EEWA
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3. CHALLENGES FOR TOURISM COMPANIES /J

BENCHMARKING ISLAND

Eldhestar http://eldhestar.is/

GREAT VARIETY OF HORSE RIDING TOURS JUST OUTSIDE REYKJAVIK

Horses & Hot Springs

low the Mountains
[—
B

3. CHALLENGES FOR TOURISM COMPANIES O/J

BENCHMARKING ISLAND
Elding https://elding.is/#

Eldimgiih. S ey

Wil Diary Hocthar Lights Diry | NS O e At s Wikl

ELDING. IS A FAMILY OWNED COMPANY
OPERATING SEA ADVENTURE TOURS:DAILY
e e s s e a e

©
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3. CHALLENGES FOR TOURISM COMPANIES

ENCHMARKING ISLAND

63

WE WELCOME YOU TO ION

The adventure hotel

WHERE EVERYTHING MEETS NOTHING

(c) Hansi Gelter/Guide Natura 2018 32
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3. CHALLENGES FOR TOURISM COMPANIES /‘

SNAP-SHORTS IN TOURISM BUSINESS CHALLANGES
Push-marketing —> pull-marketing (storytelling)
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 instead of text

Immersive storytelling (360-videos, VR, AR)

24/7 digital availability & instant (late moment) booking
Sharing economy (Uber, FB-groups etc.)

PRESENTATION AGENDA

5. Challenges for destinations

(c) Hansi Gelter/Guide Natura 2018
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4. CH»A ‘NGES"FOR DESTINATIONS

SR L,a {“‘&s
-Se mg by prowdekx

: "." R Backstage

Direct booking (Google Facebook, etc. ) : w
Anywhere-and-anytime availability

PRESENTATION'AGENDA

Background and megatrends
Technological evolution
purist digital mobile behavior

Destinations of the future — smart destinations

68
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DESTINATIONS OF THE FUTURE — SMART DESTINATIO[‘é‘

SMART DESTINATIONS =
A

[

o Smart )

Sustainability Tourism Innovation )

Deshnc’rlon

\,___* "/

Acce55|b|I|ty

O %s;r?fglrtg;reo OLnUOdd an UNWTO World Conference

Smart Destinations Y. 7 i HSDWC2016
Murcia 15 - 17 February 2017

k.\DESTINATIONS OF THE FUTURE - SMART DESTINATIO[‘KS‘

SMART TOURISM

Based on cloud systems and loT, SMART Tourism applies intelligent perception of

tourism information, like tourist resources, tourism economy, tourism activities, and

tourism participants “to realise the acquisition and adjustment of real-time tourism
information through mobile Internet equipment”

SMART Tourism is reliant on four core information and communication technologies:

loT, mobile communication, cloud computing and artificial intelligent technology.
- MacKay and Vogt, 2012; ChoandJang, 2008
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SMART TOURISM

New

Sector

Internet of: Smart Smart Smart
Things / Cities // Tourism // Des'rincﬂions/

Trend N
Paradigm

k.l\DESTINATIONS OF THE FUTURE - SMART DESTINATIOBé‘

1 SMART TOURISM
The overall aim of smart tourism is to:
a * enhance tourism experience,
improve the efficiency of resource management
maximise destination competitiveness,
increase consumer satisfaction

whilst implementing sustainability aspects to the destination.

o Smart
Destination
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SMART TOURISM

Smart tourism tools are a combination of mobile hardware, software and
network that enable an interactivity between ftourists, stakeholders, and
physical obijects.

* This communication allows tourists access to personalized services provided in
real-time information.

* The tracking and collection of Data via these systems enables stakeholders to
manage destinations effectively and efficiently.

k.\DESTINATIONS OF THE FUTURE - SMART DESTINATIOL‘(S

1 6 A’S OF A SMART DESTINATION

O The 6’s of Tourism Destination represent the different areas that can be considered

as distinctive parts that form the smart tourism destination:

Reference to 6 A’s of tourism destinations
(Buhalis, 2000 as cited in Buhalis et al., 2013)

Attractions: natural, cultural, etc... i o 3 Available Packages: Information
A\ § services, etc...

Accessibility:  public  transport, Activities

airports, etc...

Amenities: Restaurants, Hotels, V o Ancillary ~ Services: Hospitals,

etc... ‘ banks, etc...
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DESTINATIONS OF THE FUTURE — SMART DESTINATIO[‘é‘
CHALLENGES

® The construction of a balanced system of infrastructures, relations and valuves.

* Any destination can become a Smart Tourism Destination by consisting of and involving the
concepts of Soft and Hard SMARTness.
* Soft SMARTness: collaboration, innovation, leadership (human capital)

®* Hard SMARTness: Technology and infrastructure (Heart of SMARTnhess)

® This means that destinations cannot simply embed technology info their environment and

automatically believe it is smart,

® the Soft aspects refer to the human capital and the smart decisions that can be made

based on the information gained through technical systems.

k.\DESTINATIONS OF THE FUTURE - SMART DESTINATIOI‘(S‘

SMART DESTINATION'ONITHE MARKET

Sre Ae—
A

e YourSmart Ty Assistant b
- AISPOT mobile plattform:

- » Al system for smart destinations,

-~ | » developed in Norway

Provide the right information at the right time

to tourists by allowing the use of loT towards
tourists,

who will have a mobile wallet travel assistance

for recommendations, activities, maps, booking and
tickets, etc.

https://aispot.no/
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