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Ready for the Internet 

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

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

This includes rating of 
accommodation, posting of 

pictures, and sharing suggestions 
and recommendations. 

The information consumer 
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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.
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http://www.192021.org/
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WHAT MAKES CITIES SMART?
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Thinking smart for life -

SENSORS 



Thinking smart for life -BEACONS 



•Social Media Statistics:
http://www.socialbakers.com

Social Media Monitoring

http://www.socialbakers.com/


World City-to-City Connections 

http://www.chrisharrison.net/projects/InternetMap/



Metasearch engines 
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From SMART CITIES 

to 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.
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Smart personalised experiences

Neuhofer, B., Buhalis, D., Ladkin, A., 2015, Smart technologies for personalized experiences: a case study in the 

hospitality domain, Electronic Markets, Vol 25(1)
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Bus Network 
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Live Trains 
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Dynamic information 

Time to work - emergencies
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Parking space 
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M LIVE in Real Time – Marriott Hotels



• Flow Management: 
sensors and apps

• Traffic situation: IoT 
(internet of things)

• Traffic Info through Apps

• Parking places

• Tourism for All. Apps for 
handicapped people

Smart Destinations



• Video-guides

• Geo localised touristic routes

• Promotion of touristic resources

of the destination

• Full historic immersion through 

Smart Optics devices (oculus)

Smart Destinations
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Bournemouth Tourism Product and Context based Services
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CONTEXT OF USE AND CONTEXT-AWARENESS

Standard

Distance

Duration

Of stay

Current 

location

Orientation

Structure

Of background

Time Interests

Colour of

background

Visibility

Dist. 

b/n attractions

AR-specific

Tourism-

Specific



CONTEXT-AWARENESS AND ADAPTATION

Standard

Distance

Duration

Of stay

Current 

location

Orientation

Structure

Of background

Time Interests

Colour of

background

Visibility

Dist. 

b/n attractions

AR-specific

Tourism-

Specific

relevant
INFORMATION

remains in 
OPTIMAL STATE

specific 
NEEDS

provided at the right
PLACE and TIME
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USE OF VISUAL CUES
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Stay in touch with Dimitrios 

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

mailto:dbuhalis@bournemouth.ac.uk
http://www.bournemouth.ac.uk/tourism/
http://www.buhalis.com
http://twitter.com/buhalid
https://www.facebook.com/ProfessorDimitriosBuhalis

