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Tourism Figures

INTERNATIONAL TOURISM 2017

P nternatonal tounst amvals (TA): 1,322 milion
B\ international tourism recsipts [ITR): US$ 1,220 bifon

A:671maon 51%)
MR-447us3 on 373
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MRFBuszon By

WORLD: 1,?;22 MILLION

"Recspts comeepond 1o the 2016 data
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Tourism Figures

UNWTO Tourism Towards 2030: Actual trend and forecast 1960-2030
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Digital Era
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Innovation & Technology: New Tools

Cognitive Expert Advisors

Machine Leaming
Software-Defined Security
Autonomous Vehicles
Nanotube Electronics
Software-Defined Anything {(SDx)

expectations
Connected Home
Blockchain
Smart Robots
| Micro Data Centers
Gesture Control Devices
loT Platform
Commercial UAVs (Drones)
Affective Computing
|Smart Data Discovery
Virtual Personal Assistants
Brain-Computer Interface
Conversational User Interfaces
Volumetrnic Displays
Smanrnt Workspace
Perscnal Analytics
CQuantum Compuling
Data Broker PaaS (dbePaasS)
Neuromoephic Hardware
Context Brokering
| 802.11ax
General-Purpose Machine Intelligence

4D Printing
i

Natural-Language Question Answering

Enterprise Taxonomy and Ontology Management

Virtual Realty
Auvgmented Reality

As of July 2016

Peak of
Innovation Inflated Trough of

Trigger Expectations Disillusionment

Plateau of
Productivity

|

Slope of Enlightenment

time

Years to mainstream adoption: obsolete

Olessthan 2 years O 2to5 years ® 5to 10 years A more than 10 years @ before plateau

Sourcec Gartner (July 2016)
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Digital Society

9 Elements of
Digital Citizenship

Digital Digital Digital gite Digital
Access Commerce Communication er: Etiquette

P S L5 DO |

full electronic electronic buying and electronic exchange of teaching and learning abou electronic standards of
participation in society selling of goods information echnology and its use conduct or procedure

Digital Digital Rights & Digital Health & Digital

Responsibilities Wellness Security A
04 | 4 B -

electronic responsibility  ‘those freedoms extendedto. physical & psychological electronic precautions to H#bitaci-aPD
for actions and deeds everyone in a digital world ~ well-being in a digital world guarantee safety Itesize
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GCustomisation
Authenticity
. Gonnectivity
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The Internet in Real-Time  awwss am s am

How Quickly Data is Generated

Click here to watch as these internet giants accumulate wealth in real-time.

(1 Tube SRt N |in|
Uploaded

168922 24570

Vmﬂm n User Searches

W

1679

Blog Posts

foursquare yelpeg
2555 36.5
Check-Ins Reviews

3810308 tices NETFLIY ~ PANDORA
f 4013248 posts

438 GBofpata 52110 137565

Hours Watched Hours Streamed

By the way, in the 239 seconds you've been on
this page, approximately 5395186 GB of data
was transferred over the internet.



Mapping Tourism Data

MAPPING TOURISM

Awisualization of the spatial distribution of tourism in Hambufg

showing all hotels, hostels & airbnb-apagtments and the most "

‘touristy’ areas.
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Mapping Tourism Data

Smart Tourism

Actionable insights for the tourism industry

AT
e
s X
For Madrid Barcelona there is a larger
ratio of visitors coming from large
companies (as expected)

*Tetefnica bATA uNIT

Bismart | BigData Microsoft |
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Mapping Tourism Data

) California

' Demographic Data
Minority Population [
Data not available

Less than S0%ile

|
[
[

2 [ so-somie

o ! arcgisal]
Park_acres_per_1000_residents_by_c|

Park_acres_per_1000_residents_by_c
> 3t02,011,274

S >1t03

o otor

» EdJIndexes

» Environmental Indicators
|~ Demographic indicators.
Demographic Index
Supplementary Demographic Index
@ Minority Popuiation
Low Income (<2x poverty level)
Unquistically Isolated
Less Than HS Education
Under Age 5
Over Age 64
) L
Add Layer from Web x
Choose one of the following options and enter a proper URL to
add publicly available data from the web to the map.
ATCGIS Server Web Service (Wnole service)
OGC Web Service (WMS)
KMLKMZ
GeoRSS
“URL: [htto:/ /services 1 arcgis.com /42K 181 2Tl bwgWB/ arcgis/rest/serv
tp:
Service titie:

Add to Map
Sample URL:
hetp://sampleservert
aphics/ESRAI_Census_USA/MapServer/0,1
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Smart Destinations

An innovative tourism destination, consolidated by means of a cutting-edge
technological infrastructure, assuring the sustainable development of
tourism territories, accessible to everyone, simplifying visitor's interaction
and integration with the environment, while enhancing the quality of the
experience at destination and improving inhabitant's quality of life.
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>

ustainability

Management of all resources to guarantee the
sustainability of their sociocultural, economic
and environmental elements.
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ustainability

Environmental
conservation

Conservation of heritage e @ =
and local culture
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Local commerce
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ccessibility

Application of accessibility policies in
tourist products, services and resources.
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>

nnovation

Innovation applied to processes, systems
and resources aimed at tourism
at the destination.
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>

echnology

New technologies applied to the management and
optimisation of the destination.




i

“ Technology

Promotion

Commercialisation
Information

wWww

Information Sources

Information

Information

Infrastructures
Services

Smart

tourism office

J
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Decisions-Management
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BIG DATA

Smart tourist
system

OPEN DATA

Decisions-Management




O Smart
Destination

Infrastructures

f v Services
Promotion (] §
Commercialisation o 13 ,
Information W ,

Enhance tourists experience

Improve competitiveness
Improve quality of life of residents

Strengthen the Governance

Institutions ’
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Governance



Mobility

Infrastructure

Governance

Systems oriented to
efficient management of
transport and road
congestion

Security

eSystems oriented to
facilitate the access
to history and
cultural activities in
the destination.

Economy

Systems oriented to efficient
energy management and

sustainable development Health

= Airports, Ports, Roads,
Trains...

= \Water and energy supply

= Telecom networks

Environment

N\

= Systems oriented to
guarantee and improve the
public security

eOpen data: generation of
new business models and
new business opportunities.

= Systems oriented to
prevention and healthcare
(health tourism segment)

= \Waste management
= Circular economy

UNWTO
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Tourism Intelligence System

“» Public entities

Structured Data

Analysts
Tourism
|nte||igence . Commerce
System
Hotels
Restaurants
Others
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Tourism Intelligence System

Sistema de Inteligencia Turistica Eadajoz-Elvas

taLracitn Eventos

Ml Chusdlad

il
a CILOEC

Desoubra ks principaies Indcadores
el Siktemia de irelegenca Turstica

= - - -
4 Hotsles Wl Frevison howslers
Qbsere los indicadores mads relesantes asoclados 2
a ofierta y demanda de alojamiento

Mondtarice k previsidn de la oferta y la demanda
sobre alojamicnia.
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[&] Eventos

Examin: ¢ iImpacio en peritorio o los Ve nias
programados on Baoa|or ¥ Eas.

Arceda a los datns de mosiidad de personas,
wehiculos y parkings.

Limaam Roaragrs
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b 49 el Ayustamben de Radajor

Mota metodoldgica
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Analice i coupackon y satisfacckin del secor de b
restauradtn.

Consulte los datos mas relevantes vinoulsdas a b
aferta museisoica, cinicas sanitarias y oficinas e

rurismo
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Tourism Intelligence System

Sistema de Inteligencia Turistica Badajoz-Elvas pates sobe: [NRERL™ |

Mi Ciudad

Harre Consumao y gasin | Holeles Howelera | Restauracidn | Eventos | Mowilidad

Mugeod, Sanidad y O 5 de Informacion

# Mi Ciudad
Bl Listado general de tablas
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Tourism Intelligence System

g &
- Visitas, movimiento de visitantes y tiempo

medio segun puntos de interés
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Tourism Intelligence System
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Ranking de las rutas mas visitadas segun puntos de

interés
Ano 2016
Mapa Satélite 2016
Total meses
Vehiculo

=

Datos de mapas 22016 Google, Inst. Geogr. Nacional Términos deuso  Informar de un error deiajps




Tourism Intelligence System

Sistema de Inteligencia Turistica Badajoz-Elvas Datas soére

Mpwiidad

Ewcmios Museos, Sanidad y Oficings de Informacitn
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Tourism Intelligence System

Sistema de Inteligencia Turistica Badajoz-Elvas Diatas scbre
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Challenges

1. DATA MODELS (ANONYMOUS DATA COLLECTION)

CHAPTER
CHAPTER CHAPTER CHAPTER CHAPTER DESTLEAroLLs
COLLABORATIVE
SPENDING LODGING MOBILITY SUSTAINABILITY GEWARE
- ~ a ~ r N\ ~ | PARKINGS |
| ™Museums |
OCCUPANCY + | cunies
REVENUE
CREDIT SOCIAL RESTAURANTS
CARDS \. v, WIFI CULTURAL
SENSORS APPARTMENTS
* r N ENVIRONMENT HOSTELS
pOS CAMERAS
_ ECONOMIC TOURIM
REPUTATION OFFICES
EVENTS
\_ ) \_ _J \_ J \_ _J
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Challenges

Tinin - @
tRA%

BBVA  Tencent®i g mmpam

amap.com

o e =
dMADEUS

Google

@
UNWTO



Challenges

2. REAL TIME DATA: Collaborative Software

®




Challenges

3. TRAINING PROGRAMS

g”#, 1 )




Overall Results

1. Valid, reliable, representative and
useful information (country,
region, province or municipality).

2. Reasonable cost of
Implementation and maintenance

3. Solid base to take decisions to
be more efficient and competitive
(public and private sector)
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4Tech to Enhance Experiences
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Antonio Lopez de Avila

Travel&Tourism Innovation Center
|IE Business School
www.ie.edu
Antonio.lopezdeavila@ie.edu

@alopezdeavila




