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More power to the consumer

Driving higher consumer
confidence

The demand continues to grow
Relevance is the key

We can work together






Ready for the Internet

https://www.youtube.com/watch?v=AzWK-x5WIXk


https://www.youtube.com/watch?v=AzWK-x5WlXk




The iInformation consumer

Nicholas et al (2007), the end user
has become the information
consumer, indeed, the information
player and provider, committed to
participate in discussion and

contribute to to

nIcS of Interest.

This includes rating of
accommodation, posting of
pictures, and sharlng suggestions
and recommendations.



An Increasing Number of Connected And Oz
Sophisticated Devices Will Become Available

50Bn of

connected devices
in 2020

Connectad car
E-book

Q Medacente
; Digital Table

Remote
swrveillance

Residential Gateway

A Tetefonica company




We Are Facing A Digital Revolution That Will 02
Radically Change Industries

Social
Communications Advertising
Security/safety
services
Financial
services

y — e-Entertainment
Virtuahzation

Digital home

e-Government

Customer

intelligent
g Future

Tele-presence Communication

A Tetefonica company
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SMART NESS

Smartness takes advantage of interconnectivity
and interoperability of integrated technologies to
reengineer processes and data in order to
produce innovative services, products and
procedures towards maximising value for all
stakeholders.

This reengineering enables shaping products,
actions, processes and services in real-time, by
engaging different stakeholders simultaneously
to optimise the collective performance and
competitiveness and generate agile solutions
and value for all involved in the value system.

Smartness is the glue of interoperable,
interconnected and mutually beneficial systems
and stakeholders and provides the infostructure
for the value creation for all.

www.bournemouth.ac.uk



http://www.192021.0rg/
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19 cities in the world with
20 million people in the
21% century




1 ‘2‘ 21 19 of these cities will be chosen as case studies
* exploring the impact of this population phenomenon

Moscow Russia
Londog UlK A
' erlin German
Chlalsy Istanbul Turkey Beijng China
Mexico City Mexico Karachi Pakistan  Shenzhen China
Delnilncia *Manila Philippines
Kolkata India
Lagos Nigeria Mumbai India
Singapore
Jakarta Indonesia
Rio de Janeiro Brazil
Sao Paulo Brazil
Buenos Alres Argentina

< PREVIOUS  NEXT »
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* Equipment management
* Operational information
+ Analysis and simulation

4@ = .." Communications
4 A _ e A

Data center
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U WHAT MAKES CITIES SMART?
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What makes cities

mart?

P RRACA

. u-l e Ty

Aggregate & Discover & Analyze Plan & Execute
Gather Data Information Optimal Response

+ Processes are in place to act
on iInformation, execute an
optimal response, and measure
outcomes

« Optimal response leads to

more sustainable development,

and better citizen quality of life

Software & services used 1o

process, understand and
display collected data

+ Trends discovered and/or
outcomes predicted using
Bl/znalytics and predictive

analytics

Data gathered in real-time or
near real-time from a vanety
of sources (sensors, mobile
devices, social media, efc)

« Datais communicated and
transported via pervasiwe

broadband networks

Enabling Factors: government leadership, engaged citizens,
technology infrastructure, private public partnerships

www.bournemouth.ac.uk 14



Thinking smatrt for life -

SENSORS
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THINKING SMART 50 billion w'pm | 705 | 36 milion
R : R - Expected number of connected devi 2020, | | Mobile traffic The number of connected
Digital intelligence is the key to making life safer and more efficient. Thgff;tan gsgageﬂf;xmdwices ;:;f,&. L_ g | gm;;] inazmz ta;e"t‘; in zofzwn
At Intel Labs, engineers create ingenious ways to build high-tech, connected devices into e
everyday items to help you make smarter decisions, o
SMART HOMES f‘t‘eﬁli‘; ?E:‘é'e'ff"qm S G Predcie mappig SUSTAINABLE LIVING
n ML St ngin A 0 CalCulate roa i
The Near Future Finland, uses automatic sensors to safety. How udks dtiIyeln Work ior s
Living a seamlessly connected lifestyle

The combination of fixed, mebile and voluntary sensors
allows to get larger Impactful insights and services, such
as traffic management.

Voluntary mobile sensing
Participants volunteer to sense the
environment with external devices like phones.

©

; dim or brighten depending on
Isn't as far off as you would think: Intel ‘ i
chips can be placed virtually anywhere, ETiironmeyiat cand Bons
from human skin ta a running shoe, : :

/' Vehicle sensors
that transfer
inter-Car data
about pasition

Intelligent dishes and

Fixed sensing sensors are used to collect
silverware that r
determine dietary needs. ' ! data on environmental elements.
L& Y 4 Opportunistic mobile sensing

4 The system uses an external device to
4 collect information.

Connected with 6
wireless displays
at home. Connected with

wireless mobile
displays.

‘ ¥
200% increase

L Source: Urban pepulation growth (Werld Health Observatory); Cisco Visual
The expected growth in five years for the smart home market.

Networking Index: Global Mabile Data Traffic Forecast Update 2012-17; Intel data
www.bournemouth.ac.uk
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Thinking smart for life -BEACONS




Social Media Monitoring

*Social Media Statistics:


http://www.socialbakers.com/
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The Answefs Multichannel Marketing to reach the righttravellerat the right
place at th@ rlghttlme

Booking Phase

- : .
Planning Phase Experiencing PhiseW {1 §
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From SMART CITIES
mmme {0 SMART TOURISM

Based on Smart Cities research and methodologies, a Smart Tourism Destination
successfully implements smartness at destination to enhance tourism value.

Smartness is fostered by open innovation, supported by investments in human and
social capital, and sustained by participatory governance, in order to develop the
collective competitiveness of tourism destinations to enhance social, economic and
environmental prosperity for all stakeholders and generate value for visitors.

Interoperability and ubiquitous computing ensure that everybody is interconnected
and processes are integrated towards generating value, through dynamic co-
creation, sustainable resources and dynamic personalisation and adaptation to
context.

All suppliers and intermediaries, the public sector, as well as consumers and
various interested parties are networked, dynamically co-producing value for
everybody interconnected in the ecosystem.

www.bournemouth.ac.uk
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Smart Technology for Personalized Experiences

Traditional: Experience Creation (B2C)

Mew: Dynamic Service Encounter {E2C) Experience Creation
Tourism 00 l.i
Company: !
Connected RT Synchronisation ' : Tourist
Departments Real-time Information Update : Consumer
& I : ) r : :
Individual Smart P T N .
Employees Mohbile P g ™,
J‘ & Techmology |~ Tourism Employee| oo | Tourist Consumer  H—— 8
m._ Wit Platform | Foclie 4 v
i : — T P i
WE L : i
Requirements : Personalised Experience I
Information r\ggtl.’r_uliuu T T
Ubiquitous Connectedness
T Real time Synchronization

raditional: A-Priori [nformation Collection (C2B)
ig. 3 Process model personahzed expenence creation
Neuhofer, B., Buhalis, D., Ladkin, A., 2015, Smart technologies for personalized experiences: a case study in the
hospitality domain, Electronic Markets, Vol 25(1)
www.bournemouth.ac.uk
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(1) Transportation user
experience layer

fiin

Transportauon

(2) Transportation
services layer

(3) Information
collection layer

4) Information management

. and control layer
Information management lnfnrmauon manaFomant Informahon manaPement &
and contro . andcontm . andcontro y .
WY WY W ) (5)Transportation company

4
7’

A - coordination layer
Coordination ottransportatlon companies

www.bournemouth.ac.uk 23




U Bus Network
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Data collected: Tue, 22 Jun 2010 12:44:22 40100
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The roads will likely
be crowded today, so
he decidesto take a

The train
comes just as
he arrives at

the station.

Arrives at

station more
quickly than if
driven by car.

The integrated fare
system means

changingfrom busto
train is economical.

(1) Transportation
user experience
layer

Multi-modal navigation Bus priority signal system Integrated transfer Integrated fare collection service

Advise on best Prioritize green lights for between bus and train || Asasingle fare gets him all the
transportation company busto ensure it arrivesat || Bus operation management|| Way to his destination, transfers
route based on today’s the stationon time. ensures bus arrives on time|| Between transportation

(2) Transportation | congestion forecast.

to catch desired train.
services layer i .

companies are economical.

-
RN T e A NP
:&::r.nﬁ-.

1 - .
_[’-.’5"1'?5)":":-' :

Navigation service Busoperator

(3) Information Personal details Touch
collection Destination smartcard when
layer Current location & boarding bus.

Current Train arrival
bus location timetable

(4) Information

management | Integrate
and control
layer . v 4
Navigation service Busoperator
. 2 A
(5) Transportation cenes . T gy et e o asca s o O i o
company i 2 _ :
coordination , dl:l;ma&%yzf‘sm E sl Loy
'ayer T O e Y T e o AN =y o oL Lo T, 2T

Urban management infrastructure
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Dynamic information
Time to work - emergencies
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Bournemouth

whether a parking space
is occupied or vacant and...

9 ... ransmit data to
the central server

www.bournemouth.ac.uk

Un . ° . °

Help with finding a parking space
30 percent of drivers in cities are looking for a parking space.
Intelligent machine-to-machine (M2M) solutions make life easier in the city.

7\,

/

Sensors "defect" 9 Smartphone app o Parking fee 9 Special permit

"requests" a parking is paid directly Administration of

space and guides through the app - parking and local resident IDs

drivers to the free space - permits for taxis, coaches,
deliveries

Intelligent Street Lighting
turns on (or increases the light intensity)

when the street is actually used

3

Legitimation

Access control to restricted traffic
areas such as loading zones,
residential parking

Source: Deutsche Telekom

28



BU M LIVE in Real Time — Marriott Hotels
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Smart Destinations

SRR

Flow Management:
sensors and apps

Traffic situation: 10T
(internet of things)

Traffic Info through Apps
Parking places

Tourism for All. Apps for
handicapped people



Smart Destinations

movistar

Pelefonica ’E

SZGITTUR

0 € INNCVOCIoN

Video-guides
Geo localised touristic routes
Promotion of touristic resources
of the destination

Full historic immersion through
Smart Optics devices (oculus)

BBVA

OfPRICE

REVENUE MANARGEMENT SOLUTIONS






Internal &
Expernal
Contextual
Factors

Likes

Goals
Preferences

Emotional Topics of
Status interest

Disability  Personal
events

Approaches




SoCoMo enabled Cocreation Travel
Travellers Industry

n&ﬂ% Social Media
! @‘ﬂ PP IR Connected
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SoCoMo

SOcial media

H (=
u I
COntext based
MObile

Context

Internal Context External Context
Tasks ard purpose Goals and Likes Location Traffic
Company Preferences Weather Emergencies
Familiarity with area  Disabilities Social Environment  Delays
Topics of Interest Allergies Season/Time Air Pressure

Emotioral status Political Situation Light



Advantages of SoCoMo marketing for suppliers and consumers.

Suppliers Consumers

# Long-term loyalty & Personalised, situation
# Real-time engagement e Specific information
# Online reputation & Customer satisfaction
e Targeted advertising & Better cover of needs
# Real-time promotion & Co-creation

¢ Real-oime yield management # Personalisation

» Personalisation of products and services & Customisation

# Influence consumer decision making & Special offers

e Increased co-creation & Social interaction

e Opportunity to compete among larger businesses & Extra value




Bournemouth Tourism Product and Context based Services

Accommodation & location map

The Royal
Exeter Hotel
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CONTEXT OF USE AND CONTEXT-AWARENESS

AR-specific
Visibility Distance
Structure / Colour of

Of background background

-~ — -
-~ i Back List Ma : +
Standard & ol __---
. . -~ Duration
Orientation ) S | A T~ . Of stay
Current Dist.
location b/n attractions

Tourism-
Specific




CONTEXT-AWARENESS AND ADAPTATION

AR-specific

Visibility Distance

Colour of
background

Structure
Of background
Standard
Current
location

INFORMATION

Tourism-

puration \ Specific
Of stay

Dist.
b/n attractions

eeeeeeeeeeeeeeeeee

NEEDS

OPTIMAL STATE PLACE and TIME
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All nearby

. The Pavilion

Bournemourh Winter G
58m

ardens
Bournemouth Winter G

ardens was a theatre
and. Many artists have
ue. It closed in 2002

demolished in 2006

at this ven
nd the building was
)

0.2 miles

29 Westover Rd

A The Crab

144m

Bournemouth
International

133m

Pier Approach ark Central

79m 46m

Hot Rocks

30m 32m
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U Stay In touch with Dimitrios

Bournemouth
University

Professor Buhalis Dimitrios WWW.BUHALIS.COM

Head of Department Tourism and Hospitality Director, eTourism Lab
Bournemouth University, Poole,BH12 5BB, UK

Tel: +44 1202 961517
Email: dbuhalis@bournemouth.ac.uk

http://www.bournemouth.ac.uk/tourism/

Dimitrios Web: http://www.buhalis.com
Twitter: http://twitter.com/buhalis
Facebook: https://www.facebook.com/ProfessorDimitriosBuhalis

www.bournemouth.ac.uk 49
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