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1. R&l spirit into tourism

v' 2018 - Slovenia - hi-tech company
Arctur & Universities — SDGs

v Data driven strategic thinking 94'0
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Source: https://tourism4-0.org/about/
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2. Some good practices

2.1 Smart destination - touristic city
2.2 Data Governance - touristic city
2.3 Collaboration and interoperability - natural touristic attraction

2.4 Real time data - thematic touristic attraction
2.5 Ethical data use - niche target group - mobile app
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2.1 Smart destination - Vienna ’ , CITY
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v Informed local businesses
about anticipated crowds,

v Results: sustainable and
enjoyable urban environment

Source: https://www.wien.info/en/livable-vienna/smart-city-vienna/smart-
technology-359168




Viennese Strategy Diamond From strategy to 6 Key Performance indicators
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Source: https://smarttourismdestinations.eu/wp-content/uploads/2022/11/Smart-
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Vienna Tourist Board, Visitor Economy Strategy 2025, https://shaping.vienna.info Tourism-Destinations_Webinar1_11.11.2022.pdf
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2.2 Data Governance - Barcelona Q“

Barcelona

v Standardized data management 1
ractice Turisme

Source: https://www.iglta.org/listing/barcelona-tourist-board/377/

v Hotels - additional information -
shared among hotels

v Attractions & restaurants -

or menu items - city planners &
marketing teams

v" Results: seamless & personalized
experience, optimize operations and
improve promotional efforts

Source: https://theluxurytravelexpert.com/2021/12/13/best-luxury-hotel-barcelona/
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2.3 Collaboration and interoperability
- Great Barrier Reef

I”Gf 2 Reef
Aunstralian Government ¢ [ 1
'\~ Authority

Great Barrier Reef
Marine Park Authority a4 .

v' Interoperable Data Exchange
Platform - various stakeholders
share relevant data

Environmental data - real-time data

Operational data - visitor numbers,
tour routes, customer behavior

v Data driven decision making -
authorities & tour operators

v' Results: a  positive  industry
reputation for sustainable practices

S X

Source: https://reefexperience.com.au/
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2.4 Real time data - Disneyland

v Sensors and loT devices to monitor visitor
traffic (trends, peak hours & popular
attractions) il

v' Operational adjustments - decisions on-
the-fly, redirecting staff, ride schedules
adjusted

v' Data-Driven Marketing -  targeted
promotions in less crowded areas

v" Results: better operations, reduced wait
time, improved flow throughout the park,
better overall experience

Source: https://mickeyvisit.com/disneyland-
app-guide/



2.5 Ethical data use - Airbnb

v Informed consent - clear information
about what data is collected, how it is
used, and with whom it may be shared

v Optin & opt out control - can choose
to share additional information,
preferences, and details for a more
personalized experience

v" Results - users trust and confidence,
increase loyalty, positive brand image
(positive  public  perception and
improved reputation)
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3. Some recommendations

~ HELPFUL
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3.1 Mapping of all possible sources

The Reality of Preparing and Connecting Data Across the Enterprise

What we are told... What we actually have... B 2o
DATA w .MV

.. .‘ Y
. - ‘K - ‘\\
o 0 T ——

arancen s o AR

PRESENTED .
wsuay D I I

>Ooog
- bO0on
bDDDU

ACTIONABLE
(USEFUL)
-

©2021 Dean of Big Data, LLC - Bill Schmarzo. All rights reserved.




SLIDE 12

3.2 Don't rely only on quantitative data

v' User Generated Data - perception data (reviews, posts, blog articles,
surveys), photographic data (providing locations, time, tags)

v What can they provide? - reputation info, strengths & weaknesses
of the destination

v What can they be used for?

o Intercept and predict tourist’'s choices and preferences & identify
the strengths that attract visitors

o Improve interactions and engagement with the tourist
o Track the destination’s performance




3.3 Understand data — specialized people & software & Al

OUR NEW
DASHBOARD
HAS ALL OF WHAT’S ITMEASURES
THE DIFEERENT || THAT KP| HOW WELL WE
KPI’S WE CAN || TRENDING UNDERSTAND
TRACK NOW. || TO ZERO® THEM ALL.
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® marketoonist.com
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Thank you!

www.interregeurope.eu/TIB

alina.nicoara@metropolabrasov.ro
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