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_ VALAIS
Digital transformation Hess/f AL

Management

* Digital transformation (DX) is the reworking of the products,
processes and strategies within an organization by leveraging
current technologies. (whatis.com)

* Digital transformation is the changes associated with the
application of digital technology in all aspects of human society

(Wikipedia)

Digital Transformation

Systems of Intelligence

Empower your  Engage your Optimize your Transform your
employees customers operations product
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Let's take the most important Hes

School of

things right now.....

Digital transformation is not a question of technology, but of
what you can (still) do better with it.

In the future, we must see not only the trees, i.e. the
technologies, but also the forest that these trees are capable of
forming.

» develop and exploit infrastructures, skills and abilities

» strengthen innovations in processes and business models

» Develop the ability to think in an even more coherent,

customer-oriented and therefore company-wide way and to
use the benefits of digitisation in this context.

Quelle: Laesser, Schegg, Fux, Liebrich, Stamfli, Bandi & Lehmann (2018).
- B Institut fiir Tourismus Digitalisierung im Schweizer Tourismus: Chancen, Herausforderungen,
. Seite 3 Implikationen
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School of
Management

Agenda

= Digital Transformation & Tourism

= eTourism: travel search and booking trends
= Online Travel and the Global Players

= Sustainable Tourism and ICT

= Case studies

= Implications

~ B Institut fiir Tourismus
— Seite 4



4 Drivers for Digital Hes

School of

Transformation o

1) Connectivity as Internet is available everywhere

» fibre, 4G -> soon 5G, in public transport (train, airplane), ...

2) Miniaturisation and mobile applications -> connectivity of stationary
and mobile

» Internet of Things (loT), Smart City/Destination

3) Massive Price Reduction of Sensors

4) Massive Increase of Performance of IT devices and Artificial
Intelligence (Al)

» Real-time translation, Chatbots, Marketing Automation, etc

. . . Laesser & Schegg (2017): Chancen und
E B Isneistgltsut fur Tourismus Herausforderungen der Digitalisierung




Digital Transformation is related Hes

School of

to YY) Management
" Loyatty channels TN / ©°
Loyalty Channels 79%

Digitisation 68%
sig oo [ 6 5 %

Platforms >1%

39%

’{T@- Research
Creating an Innovation Area _3 6%

lSE Enterprise

Institut fiir Tourismus Fernando Polo: DIGITAL Z 3
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expectations

Gartner’s Hype Cycle 2018

Digital Twin

Biochips

Smart Workspace
Brain-Computer Interface
Autonomous Maobile Robots

Smart Robots

Deep Neural Network ASICs

Al PaaS

Quanium Computing

5G

Volumetric Displays
Self-Healing System Technology
Conversational Al Platform
Autonomous Driving Level 5
Edge Al

Exoskeleton

Blockehain for Data Security
Knowledge Graphs

4D Printing

Artificial General Intelligence

Deep Meural Nets (Deep Learning)
Carbon Nanotube

loT Platform

Virtual Assistants

Silicon Anode Batteries
Blockchain

Connected Home
Autonomous Driving Level 4

Mixed Reality

Neuromorphic
Hardware

Smart Fabrics

Flying Autonomous Vehicles Augmented Reakity

Biotech — Cultured or Artificial Tissue

Hes-so/// Wi

School of Y
Management

As of August 2018
. Peak of
Innovation Inilaat:d Trough of Slope of Plateau of
Trigger Disillusionment Enlightenment Productivity

Expectations

time
Plateau will be reached:

QO lessthan2years @ 2toS5years @ 5to10years A more than 10 years

® obsolete before plateau



Changing economy: The future of
jobs In a digitalized economy

'y o r= iRy
" L. -.'-'.Il 3 j -'.'1'.'. .; o
A

b 101110 ﬁ‘i}'\ |J
1 .11[]”]&&&9?&?&&1
1 01 0 70100077 777010
V10101 7101000110 L0
1010100010101% 3-;;5
J ﬂ'fﬂfﬂf?fﬂ'l'mmﬁm

‘5?"1”13{?1010?1 11 >

710 mmﬁf 001
WO
SEN Qi\‘“‘%ﬁ“‘*ﬁh

0011

1&101115?1 401
. ‘1010“\ '11 Dmm'\
S9101010 107424 107

MO0 0111440401013
s u@w L
?ﬂﬂg ﬂr’ - __

‘ I~ Institut fiir Tourismus Source: The future of jobs: The onrushing wave | The Economist
BB

Hes-so/// Wi

School of Y
Management
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Exponential growth — but Hes

organisations / people are failing aagemen
to keep up with frantic pace of

technological revolution

"7 Moore’s Law

. technology

: people

£10,000,000,000

~

~ 8,000,000,000
6,000,000,000

4,000,000,000

organisations

__———//

2,000,000,000

Moore's Law is the observation made by Intel
co-founder Gordon Moore that the number of
transistors on a chip doubles every year while
the costs are halved.

Fernando Polo: DIGITAL
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Four Dimensions Determine Digital Hes-so/// Vs

School of Y

M atu rity Management

Digital Transformation
at the Heart of
Competitiveness

« Strategic Thinking

* Organisational
Culture Shift

* Human Capital

* Creativity &

Digital maturity model *

Entrepreneurship
https://f digital EN
. .. . ttps://forrester.nitro-digital.com/pdf/Forrester- .1?0%
BN Institut fiir Tourismus s9%20Digital%20Maturity%20Model%204.0.pdf o &

Seite 10



Value Impact of Digital Hes-so/// i

School of Y

Transformation on Travel & Tourism

Valus Drivers

Customer Revenuss

Free Cash Flows/
Operating Margins

VALUE IMPACT
OF DIGITAL SOCIETAL
TRANSFORMATION MPACT
Cost Savings Fuel/Utilities Employees
Customers i )
-+ —— Time Savings I Maintenance Inventory
] = o Other: R&D, SGE&A, food insurancs,
wronment  ¢—— CO, Emissions commissions, non-aircraft rentals, landing
fees and other minor categories
- ——- Employment =
—_—— 1 Capital Alocated
Society <€——- Economio Surplus o Teohnology
achn
¢ —— Lives §n°;98°a ;9 S{;"“"‘V Airoraft Rentals/
Ownership Terminal Facilities /
Gates / Properties

World Economic Forum / Accenture analysis

‘ " Institut fiir Tourismus https://www.accenture.com/t20170116T084449 _w__/us-en/_acnmedia/Accenture/Conversion-
Seite 11 Assets/WEF/PDF/Accenture-DTI-Aviation-Travel-and-Tourism-Industry-White-Paper.pdf




Central Themes of Digital Hes-so/// Wi

School of >

Transformation in Travel (I): Customer Management
experience, data and personalisation

Living travel experience

Travellers will experience seamless journeys
tailored to their habits and preferences.
Companies along the travel journey will
optimize customer experience by collecting
and exchanging data, and continuously
generating insights. In time, travel will
become frictionless, blending seamlessly
with other everyday activities.

ekcq

https://www.accenture.com/t20170116T084449 w__/us- ;

B Institut fiir Tourismus en/_acnmedia/Accenture/Conversion-Assets/WEF/PDF/Accenture-DTI-
- Seite 12 Aviation-Travel-and-Tourism-Industry-White-Paper.pdf Lo
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School of
Management

Digital Touch Points during
Customer Journey
=
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. reviews *e,
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o ‘ s Experience

dreaming - €
5
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TRANSFORMATION (travel & hospitality industries)
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Central Themes of Digital HES°SOf/ VALAIS

o WALLIS
Transformation in Travel (l1): New ool of B3
digital ecosystem with global players as
gatekeepers

Google

Booking.com

Enabling the travel ecosystem
Ecosystem roles are blurring as
stakeholders throughout the customer

| journey vie to own the customer
relationship. Digital platforms that enable
ecosystem alliances will continue to
emerge, as asset- and information-sharing
become increasingly important from a B2B
perspective.

https://www.accenture.com/t20170116T084449 w__/us-

B Institut fiir Tourismus en/_acnmedia/Accenture/Conversion-Assets/WEF/PDF/Accenture-DTI-
- Seite 14 Aviation-Travel-and-Tourism-Industry-White-Paper.pdf




Central Themes of Digital Hes.so,// s
Transformation in Travel (111): -

Technological innovations change the
system and the processes

Digital enterprise

Digital technologies that revolutionize

| manufacturing, optimize the real-time use of
assets and eventually augment the industry
workforce will transform operations.
Innovations such as 3D printing, Al, loT,

VR and digital platforms will enable flexible
working and changes to core operational
processes.

https://www.accenture.com/t20170116T084449 w__/us-

B Institut fiir Tourismus en/_acnmedia/Accenture/Conversion-Assets/WEF/PDF/Accenture-DTI-
- Seite 15 Aviation-Travel-and-Tourism-Industry-White-Paper.pdf




New DigitalChannels, Services and

Business Models

Distribution

L

eCommerce

-,

o0

s

Digital Products /
Services

J

~N

New Models

e T

LAA vv:j

New

channels

B

Institut fiir Tourismus
Seite 16

TRANSFORMATION (travel & hospitality industries)

Hes

School of
Management

New products/
services

Fernando Polo: DIGITAL

New Models




Central Themes of Digital Hes-so// WALLIS

School of Y

Transformation in Travel (IV): Identity Venegement
management, safety and security

Safety and security
As identity management becomes

| increasingly digital, a collaborative effort
towards boosting cybersecurity and
protecting the privacy of traveller data will
be crucial to maintaining customer trust
and public safety. Digital technologies (e.q.
biometrics such as facial recognition, loT,
crowd analytics and video monitoring via Al)
will be used to create a ubiquitously secure
environment.

biometrics

9*59

https://www.accenture.com/t20170116T084449 w__/us-
Institut fiir Tourismus en/_acnmedia/Accenture/Conversion-Assets/WEF/PDF/Accenture-DTI-
- Seite 17 Aviation-Travel-and-Tourism-Industry-White-Paper.pdf Rz
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Value at Stake for Digital Themes in Hes-so//b’v‘k‘ﬁ'é

School of

Aviation, Travel and Tourism anagement &2
Potential Business Potential Total Value Reductic Ne pact
Impact Societal Impact at Stake  (million tonnes on jobs

($ billion) (8 billion) ($ billion) of CO 1000:

by vl 100 165 265 _ 9270
Travel Eomystem 105 380 485 107 (940)
Digital Enterprise {1 9() 20 210 143 (100)
seouty 10 140 150 - (10)

Value Addition memmm——— Value Migration s \/glue for Society

Source: World Economic Forum/Accenture analysis
https://www.accenture.com/t20170116T084449 w__/us-

o ga”
pn Institut fiir Tourismus en/_acnmedia/Accenture/Conversion-Assets/WEF/PDF/Accenture-DTI- %@%
Seite 18 Aviation-Travel-and-Tourism-Industry-White-Paper.pdf \



Impact of digital transformation Hes
on tourism ks
Change in production processes

» Service 4.0 with IT-controlled processes, networked objects and objects
(Internet of Things, Smart Destination), robotics/machines/automated
processes to replace personal service interaction

Breaking down the traditional value chains

» Outsourcing of services (platform economy), peer-to-peer economy, better
qualities and lower prices, marginal cost economy

Disruption as a characteristic of new value chains

» New processes, dilution of property, ownership and benefits (Airbnb, Uber),
redefinition of transaction rules (Blockchain)

Emancipation/ empowerment of customer

» Individual access to partial services, continuous availability of information and
booking options on a global basis (anywhere, anyhow, anytime)

Importance of network effects

» falling marginal costs on the supplier side, increasing marginal utility on the
demand side; "The Winner takes it all")

Quelle: Laesser, Schegg, Fux, Liebrich, Stamfli, Bandi & Lehmann (2018). Yo >
E E Institut fiir Tourismus Digitalisierung im Schweizer Tourismus: Chancen, Herausforderungen, @ 5
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Agenda

» Digital Transformation & Tourism

= eTourism: Travel Search and Booking Trends
= Online Travel and the Global Players

= Sustainable Tourism and ICT

= How to improve sustainability with ICT

= Implications

~ B Institut fiir Tourismus
e Seite 20



Use of digital media: global, mobile Hes

School of

and SOCiaI Management

[1 Clip slide

KEY STATISTICAL INDICATORS FOR THE WORLD'S INTERNET, MOBILE, AND SOCIAL MEDIA USERS

TOTAL INTERNET ACTIVE SOCIAL UNIQUE ACTIVE MOBILE
POPULATION USERS MEDIA USERS MOBILE USERS SOCIAL USERS

W@ ® C

7.593 L.021 3.196 5.135 2.958

BILLION BILLION BILLION BILLION BILLION

URBANISATION: PENETRATION: PENETRATION: PENETRATION: PENETRATION:

55% 53% 42% 68% 39%

5| .. we
® Hootsuite" are.

social

https://www.slideshare.net/wearesocial/digital-in-2018-global-overview-

E ﬂ Institut fur Tourismus  86860338?ref=https://wearesocial.com/blog/2018/01/global-digital-report-2018
Seite 21



Five Stages of Travel: digital Hes so/// s

dominates each step

Travelers =

Google i travel

'\__\_ ) =k,
b .__P____,.:__-_r':" i
BEEAMING .
RODKIND
= & of leisure travelers consider #0 2
et the internet their main =
bt i source for planning travel® R
% f
THE .
FIVE ’
A %
%
1|I||
STAGES x
i EXFERIEMNCING
OF TRAVEL | wmamng 2
a2
- i http://www.thinkwithgoogle.com/insights/library/infogra
~ Institut fur Tourismus . .
. B Seite 22 phics/five-stages-of-travel/



Digital technology omnipresent in Hes so j// VALAIS

School of >

traVEI planning Management
You

Wb Expedia  B¥SECh
‘ ~ Institut fiir Tourismus
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Hes

School of
Management

Agenda

» Digital Transformation & tourism

» eTourism: Travel Search and Booking Trends
= Online Travel and the Global Players

= Sustainable Tourism and ICT

= Case studies

= Implications

E B ISr;ist:)itzzlt fur Tourismus



The Complex Path from Searching Hes-so// ik
to Booking ansgamar

S Q=G

ADVIE AGGREGATOR AOVIE ADOYICE SEARCH

&=Q

AIRLINEY ROV

AGGREGATOR

©O
00 O

SOCIAL MEDIA AOVICE OFERATOR
Source: . The data (and subsequent

O &

interpretation by Google) comes from two studies carried out last year with 5,000 consumers via GFK
and a Nielsen study of 1,700 mobile users, both with UK respondents.

Y - ¢
- [T - v 3
Institut fiir Tourismus 3@5‘
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Distribution - strategic analysis:
power of suppliers ->young,
dynamic, global platform companies

aExpedia‘

Creation: 2001 (Microsoft)
Valuation : 20.3 Mia $

HomeAway*

Creation : 2005
Valuation : 2.9 Mia $

4.11.2015: Expedia buys
HomeAway for 4 Mia $

Comparison

RYALT

Creation : 1957
Valuation : 7.15 Mia $
Revenue: 1.1 Mia $

E B ISr;istgitzLét fur Tourismus

@@ tripadvisor

Creation : 2000
Valuation : 6.4 Mia $

Source: trefis.com / techcrunch.com /
Reuters / Piper Jaffray & wikipedia.org

Hes

School of
Management

priceline.com

Booking.com

Creation : 1997 (booking 2000)
Valuation : 88.7 Mia $

Creation : 2009
Valuation: >60 Mia $

@ airbnb

Creation : 2008
Valuation: 31 Mia $




Distribution - strategic analysis: Hes-so/// Wi
power of suppliers -> vertical schoolof B
integration with the aim of

CUStomer OwnerShlp Every passmn has a destination’
Enter your interests to find the perfect place for you

= ROCKETMILES -

(Loyalty Programm) KAYAK
(1.8 Mia $)
Booking.com

hotel
o OpenTable ninjas
(cloud-PMS / CRM)
(2.6 Mia $)

= E Dl Di (Website / Revenue Mgt)
FAREHARBOR
DiDi - ride sharing / FareHarbor - Booking software and services for tours and
activities

27



Timeline of major acquisitions and
investments at Expedia and Booking

Holdings

Hes-so/// Wi

School of Y
Management

Timeline of Acquisitions and Investments >$100M

@ Alternative Accommodations ©Ground Transport

O Restaurants ® Tours & Activities
trivago Wotif. com
9 Orbitz — HomeAway
Investment in
Despegar
Multiple Investments
in Ctrip
Kayak
i OpenTable I
Booking Holdings
Dec-11 Dec-12 Dec-13 Dec-14 Dec-15

Source: Skift Research, Capital 1Q.

‘ ~ Institut fiir Tourismus
. Seite 28

@ Hotels and/or Airlines

SilverRail

oQ

Investment in
Traveloka

Investment in HotelsCombined

Meituan
FareHarbor |

0@

nvestment in Didi

Momondo

Dec-16 Dec-17
28

e*CQ/
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Online Travel: Playground of Big Hes so/// s
Players

School of Y
Management

INSPIRATION > BOOKING

 PREPARATION > ARPORT > IN-FLIGHT )

ARRIVAL > DESTINATION » POST-TRIP

Meta-search Trip Airport

al Hotel Social Media
Organizers Operators g Operators
Google © Expedia oo -
) fey - b=l 2
. = - 4 g ‘

CAY AR
™ tripadvisor | | Booking.com

: g "‘flraveiocity'
agoda
LR LR

OEMs / System Providers

BOMBARDIER | ) GE Aviation x ,
€ EMBRAER  panasonic Culde %
Z;-"flﬂa Gulfstream Butterheld
THALES @& AIRBUS S en
LOCKNEED .AII‘I.E$ Y feradee
| | i

T
1

Tt

AMaDEUS Szbre  Wokdspn >  Galleo ™ Tavelport @ Pégasus

https://www.accenture.com/t20170116T084449 _w__/us- (o
Institut fiir Tourismus en/_acnmedia/Accenture/Conversion-Assets/WEF/PDF/Accenture-DTI- @
- Seite 29 Aviation-Travel-and-Tourism-Industry-White-Paper.pdf



Case study Switzerland: Hes-so/// it

School of >

Distribution Trends in the Hotel
Sector 2002-2017

Tourism partners (tour operators, wholesaler, DMO national-
local, event & conference organizers, hotel chain, others)

Online booking intermediairies (OTA, GDS, social media)

Direct Bookings (hotel-guest)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
m*2017 (n=252) m*2016 (n=243) m*2015 (n=226) m2014 (n=250) m*2013 (n=279) m2012 (n=200) m2011 (n=196)
m2010 (n=211) m2009 (n=198) m2008 (n=184) m2006 (n=100) ®2005 (n=94) m2002 (h=202)

Source: Schegg 2018 . _ )
Attention: Market shares in % of bookings for 2002-2012 & 2014 *’ef{g

‘ o~ Institut fiir Tourismus in O . . |
. Seite 30 and in % of overnights in 2013 and 2015 !



New Entrants in Travel Hes s

School of

Distribution: Google

And Then the Earth Shook: Google Enters Travel Booking

Wadenschaa

#
' 6@(’
() $

\.‘IB-S?(){

59 5t Cosmhxro Circle [0

See outside
HUd Son New York Directions
3.5 kX 163 Google reviews
4-star hotel

Designed by Phillipe Starck, this stylish hotel is a 4-minute walk from
Columbus Circle and 6 minutes from Lincoln Center. ... More

Address: 356 W 58th St, New York, NY 10019
Phone: (212) 554-6000

Book a room
Check in [ Sun, Jul 18 Check out | [3 Mon, Jul 20
= Hudson New York Book from $179
@ Expedia.com Book from $219
View more rates /Cekes

E Institut flir Tourismus —E%?j

Seite 31



New Entrants in Travel Hes so/// /i

Distribution: Airbnb vaneeo % B

Growth of Airbnb in Switzerland (January 2018)

F50(H) 1308k

00 1205

B

h-_ll
25000 F 3 100%

/ \ mmm nombre dobjets
20000 . 1 B
|-' : B augmentation du nombre d'objets
15000 ¥ ot depuis la derniéne analyse
_-" _ m— gyolution croissance entre les
10000 ] L 40% analyses en %
f -
5000 & . S
i
0 i (1,

J014 2015 2016 2017 2017 JO01H
(octobre) (octobre] ([juin)  (jander) (juin} (jamder)

https://www.tourobs.ch/fr/articles-et-actualites/articles/id-6683-airbnb-co-I-engouement-des-acteurs-globaux-de-
la-location-entre-particuliers-pour-le-marche-suisse/

Institut fiir Tourismus
=] & By



New Entrants in Travel Hes-so/// Wi
Distribution: Airbnb Waad »

3D Mapping of Airbnb bed supply (yellow/red) vs hotel bed supply
(violet/blue) (January 2017)

(o
‘ - . . . https://www.tourobs.ch/fr/articles-et-actualites/articles/id-4745-3d-mapping- %’0‘%
'S"eﬁi'%‘;t fur Tourismus of-the-airbnb-phenomenon-in-switzerland/ \



Airbnb Switzerland: single hosts Hes-so///
vs multi-hosts (January 2018) Sehootof g

Management

70.0% 65.8%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0%

0.0%
Oktober 2015 Juni 2016 Mitte Januar Juni 2017 Januar 2018
2017

mmmm Proportion of hosts with 1 listing (in %)

== Market share of multihosts with more then 10 listings (in %)

https://www.tourobs.ch/fr/articles-et-actualites/articles/id-6683-airbnb-co-l-engouement-des-acteurs-globaux-de-
la-location-entre-particuliers-pour-le-marche-suisse/

(0 SRCe)>
Institut fiir Tourismus g@%

Seite 34 L,



Big Players invest in In-Destination Hes

Activities

Tours and activities providers ﬂ

bring experiences to Google
search and maps | PhocusWire

"g u A

Amsterdam Barcelona Shorer bckets nearty

Paris

"

I

- 1

I

v h
.

Vienna London New York

Tours and Experiences: The Next
Great Untapped Market in Online
Travel -

Expedia gets super-serious about
activities, plots five-fold booking
jump | PhocusWire

E E Institut fiir Tourismus
Seite 35

School of
Management

Airbnb says nothing "off-limits"
with Experiences | PhocusWire

TUI Group Buys Musement as
Tours and Activities Sector Stays
Hot for Deals -

Booking.com expands
Experiences service, now in 60
cities worldwide | PhocusWire

Video: GetYourGuide Is Playing
the Long Game With Activity
Booking —

Source: https://www.scoop.it/t/etourism-trends-and-news?q=activities




Sustainable Tourism in a World Hes
of OTA, GAFA and BAT il

“If you cannot beat them join The growing power of digital platforms  |EX3
them” is reshaping the travel ecosystem,
. . making new business models viable
* Dominance of big players and intensifying the battle for customer
seems to be a fact (also mindshare.
through mergers and
acquisitions) Do not reinvent the wheel. Partner with
* High pace of innovation experts who have a competitive edge - a
favors big players team effort across industry is necessary.

OTA: Online Travel Agency, GAFA: Google, Amazon, facebook, Apple,
BAT: Baidu, Alibaba, Tencent (WeChat)

https://www.accenture.com/t20170116T084449 w__/us-
en/_acnmedia/Accenture/Conversion-Assets/WEF/PDF/Accenture-DTI-
Aviation-Travel-and-Tourism-Industry-White-Paper.pdf




Evaneos connects travelers with Hes
off-the-beaten-track activities

Management

« Evaneos, a booking platform for customized multi-day
tours, has raised an $80 million round of investment with the
goal of becoming a global digital travel brand.

 Evaneos connects consumers with more than 1,200
professional local agents to create multi-day tours, such as
a safari in Kenya or an 11-day tour of sights in Uzbekistan.

o evaneos Destinations Where to go? About Us

.
Alternative
to GAFA /
OTAs

< 2

E E Institut fiir Tourismus https://skift.com/2018/09/07/tour-booking-startup-evaneos-raises-80-million/ @@%}
Seite 37



Hes

School of
Management

Agenda

» Digital Transformation & tourism

» eTourism: Travel Search and Booking Trends
= Online Travel and the Global Players

« Sustainable Tourism and ICT

= How to improve sustainability with ICT

= Implications

B Institut fiir Tourismus
Seite 38



Video: ICT for a Sustainable Hes
World ansgemen

(until 3:46)

E B Institut fiir Tourismus https://www.youtube.com/watch?v=4764_NwILAw
Seite 39



Areas of Catalytic Importance Hes
for Boosting Sustainability in the
Tourism Sector

E B Institut fiir Tourismus Sustainability in the Tourism Sector. Based on cases and initiatives from
Seite 40

Management

Frame of reference

Interconnectedness of actors
Human factors, exchange and

communication, collaboration
Shared Value structure seem crucial elements -> ICT
Expert knowledge can enhance and facilitate
these areas (open innovation
approach, collaborative tools,
ease of communication etc.)

Effective prioritization of new ideas

Assistance from key stakeholders
Focus on key subject
Communication

‘Replicability and Stickiness’ of core message
Room, to maneuver

Participatory approach

Continuous advancements

Lead actors’ characteristics

UNWTO 2016 & Federal Ministry for the Environment, Nature Conservation,
Building and Nuclear Safety (BMUB): Innovative Catalysts Boosting

Germany



Video: ICT and Sustainable Hes

School of

Tou rism Management

https://www.youtube.com/watch?v=Hvv3lwngRP4

E B Institut fiir Tourismus
Seite 41



The promise of digital Hes

technologies for sustainable
tourism

 The technologies allow for greater efficiency in the use
of resources and, consequently, a reduction in costs.

« Connectivity and sensing at destinations enables better
measurement of all parameters related to sustainable
tourism, even in real time.

* The possibilities of storing and exploiting information are
greater with big data techniques.

* The dissemination of information and the participation of
local society is easier with the use of new technologies.

Guia de Implantacion de Destinos Turisticos Inteligentes de la Comunitat N

] . ] Valenciana. http://invattur.gva.es/estudio/guia-de-implantacion-de-destinos- fﬂ‘%)
E B 'S"eistg'a‘;t fur Tourismus turisticos-inteligentes-de-la-comunitat-valenciana-2/ K?‘/”
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The Promise of Digital Hes

School of

technologies: reality check

 Digital technologies and platforms can help developing
economies to leapfrog conventional destination
management challenges and boost their competitiveness.

* They also can provide new opportunities for women and
rural entrepreneurs to improve their market access and
financial inclusion.

» However, many developing (and even the developed - SchegQ)
destinations have limited knowledge on how to take advantage
of digital platforms and mitigate risks.

» Either constrained by the lack of understanding or knowhow
and resources, these economies are not able to leverage digital
tools to grow their tourism.

[
7 /

platforms-and-the-future-of-tourism-a-world-tourism-celebration Las®

o "*‘@
®
=3
E
L]

E E Institut fiir Tourismus Source: https://www.worldbank.org/en/news/feature/2018/09/25/digital- t—ﬂ )
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The Promise of Digital Hes

School of

technologies: reality check

« |ICT provides a host of tourism stakeholders with the basis for
direct market access, global distribution and networking.

» Nevertheless, fewer than 3% of tour guides have an online
presence.

» Since digital connectivity is essential for empowering SMEs to
market their products and services in a global economy, there is
an urgent need to further improve ICT-related infrastructure,
particularly in developing countries and rural areas.

E E Institut fiir Tourismus UNWTO 2018: Turism for Development — Volume |: Key Areas for Action &_",@5
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Hes

School of
Management

Agenda

» Digital Transformation & Tourism

= eTourism: travel search and booking trends
= Online Travel and the Global Players

= Sustainable Tourism and ICT

« Case studies

= Implications

E E Institut fiir Tourismus
Seite 45



. . : eLearning | Open Educational
Five areas of intervention of ICT Fo— v

in context of sustainable tourism  E.g: cleaming icino.ch;

www.elearning4tourism.com

While onsite: mobile access |
location based services (LBS)

' augmented reality (AR) Upgrade

A & knowledge /
- @ skills in

Dis-
Enrich visit intermediate

experience (some)
Increase relationships

ownership
and promote
interpersonal
encounters

Distribute info | support
communication and
promotion

& Widen access

Digital StoryTelling | informal
learning | gamification (app)
Listening to Online Travel
Reviews

Access information and share
experiences online
E.g.: videos | websites

Source: L. Cantoni ICT for Sustainable Tourism in World Heritage Sites. An ~"@f/g

Institut fir Tourismus Overview and Some Cases. UNESCO chair in ICT
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Best Practice ICT & Sustainable

Hes

Tourism: INVAT-TUR - ICT as an i)
Enabler of Multi-Stakeholder
Cooperation and Innovation

Invat.tur is conceived as an
encounter and collaboration
platform for all the tourism
agents, a meeting point of
tourism in the Region of
Valencia.

Public and private stakeholders
play an important role in the
development of the activity and
projects of the center role.

B Institut fiir Tourismus
Seite 47

TOURIST SMEs
AND
ASSOCIATIONS
SUPPLIERS UNIVERSITIES
AND TOURISM AND
RELATED MERAL T TECHNOLOGI-
COMPANIES CAL CENTRES
PUBLIC
ADMINISTRA-
TIONS

http://cf.cdn.unwto.org/sites/all/files/docpdf/invattur.pdf




Best Practice ICT & Sustainable Hes

School of

Tourism: Inclusive Tourism

« INVAT.TUR (Valencia), in close collaboration and co-operation with
the tourism sector, develops activities and projects in six areas to
achieve the following strategic goals:

« To generate and transfer knowledge in the tourism sector throughout
Research, Development and Innovation activities (R+D+l).

* To develop R+D+l activities tailored to the needs of the industry.

« To foster innovation culture as a tool to improve competitiveness in
tourist companies.

» To develop an useful market intelligence area aimed to facilitate
strategic promotion and marketing decisions in the destination
management process.

« To encourage collaboration between public and private institutions
in actions of R+D+l.

» To facilitate access to knowledge, to anticipate and to adapt Valencian
tourist offer to the new market trends.

INVAT-TUR

INSTITUTO VALENCIANO

DE TECNOLOGIAS TURISTICAS http://cf.cdn.unwto.org/sites/all/files/docpdf/invattur.pdf

P
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Best Practice ICT & Sustainable Hes so//)/ vitis
Tourism: European project wansgement B
DANTE

>

antes

Digatal Agenda for New Tounsm Approach
In Eurnpg.an Rural and *num:ur Arpas

) DIGITAL AGENDA FOR
NEW TOURISM APPROACH «
IN EUROPEAN RURAL -
AND-MOUNTAIN AREAS

‘ I~ Institut fiir Tourismus http://www.danteproject.eu/
BB




Best Practice ICT & Sustainable Hes so//w
Tourism: DANTE Managamens

4. Listening platform of tourist users’ needs (ltaly) (GP1_4)
Motivation:

e Understand needs and requirements of tourist groups
Issues Tackled:

e Collect, exploit and analyze information related to tourists
Objectives:

e Listen to the users’ needs via multiple sources, including social networks.

e Determine whether ICT solutions increase tourist inflow
Innovation:

e Data standardization to integrate multiple sources of information.

e Semantic interpretation of DATA
Categorization: “consumer”

. . . http://www.danteproject.eu/sites/danteproject.eu/files/goodpractices/DANTE _
E B 'Sr;ﬁg'g‘gt fur Tourismus Thematic_Guidelines.pdf




Best Practice ICT & Sustainable Hes so/
Tourism: DANTE Managemert

7. New product and service development for rural tourism on farms
(Germany) (GP1_7)

Motivation:
e Sharing information and experience among rural businesses
Issues Tackled:
e Advance networking and cooperation within a consortium of rural SMEs.
e Support bottoms-up innovation (new ideas created by SMEs)
Objectives:
e Develop new rural tourism services using ICT and social interaction.
e Follow the evolving needs of rural tourists.
Innovation:

e Combination of social and ICT technologies to drive creativity enhancing
workshops.

Categorization: “back office”

. . . http://www.danteproject.eu/sites/danteproject.eu/files/goodpractices/DANTE _
E B 'Sr;ﬁg'g‘it fur Tourismus Thematic_Guidelines.pdf



eFitness Zermatt: Supporting Hes-so/// Jahs
and educating stakeholders in mansgoment B
a mountain resort

eFitness Zermatt (ritzy* and Zermatt Tourism)

1. Situation analysis
(Gaps)

2. Independent and
individual consulting

4. Implementing what
has been learned and
recognised

3. Strengthen digital
Know-how

52
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ICT as an enabler for a real
digital «Sharing» Economy

Focus

Shared
Serivces

Shared
Systems

Shared
Data

Description

Offer support services that can be
used across organizations. The
services enable the efficient use of
available systems.

Offer of systems (software) which
are used across organizations.

Provides data that can be used
across destinations for systems
and analyses.

E B Institut fiir Tourismus
Seite 53

Hes

School of
Management

Value added

Shared services to support the
individual implementation
pragmatically with specialists.

Shared systems, because no
differentiation can take place via
systems and standardization helps
to reduce costs.

Shared data to open and link data
silos to reduce data management
efforts and improve information
quality.

Bl



Hes

School of
Management

Cases of Shared (digital) Services

E B ISr;istgigjt fur Tourismus



Shared Services @ Graubiinden
Ferien (CH) -> Regional Tourism
Organisation offering Services for
Stakeholders in Region

Shared Services.

Marketing

- SEA / GDN
Performance
Marketing

- Content
Marketing

= Social Advertising
Permission

Content

SEO

Bild, Video, Text
Eigene Website
Ext. Prdsenzen

(Reiseportale,
Bewertungsplatt-
formen, etc.)

Social Media Marketing

E B ISr;istgigLét fur Tourismus

Hes

School of
Management

Distribution

Datenqualitdt
Verfligbarkeiten
Stornobedingungen
Preisgestaltung und

-steuerung
Vertriebsnetze
Direktbuchung
Zertifizierungen

graub'snden




eCoaches supporting SMEs in digital Hes sc

School of

transformation process (Oberbayern
Tourismus, Germany)

Pack ma's @ } =L 149 OBERBAYERN |

digital ety Y — Echt digital

Workshops ~  eCoaches  Digitale Roadshow  Wissen & eLearning  News  Facebook Workplace Q Suche...

E B 'Zﬁggét fiir Tourismus
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Cases of Shared Systems

E B ISr;istgigL;t fur Tourismus



Shared Systems @ Tourismus
Services Ostschweiz (Switzerland)

PorthI io- HARED OPERATIONS
DI;ID

; J
kA L3
SHARED SERVICES

B Isneiséiggt fiir Tourismus
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Shared Web Systems in Western

Switzerland
VAUDES

Région du Léman

PARTNER WEBSITES

RESEAU VAUDOIS DES SITES INTERNET TOURISTIQUES

o —
— < o
MORGES Lausanne
* I
hie o
Marges S — Chaveas o Onm
Vewry
Bncions
yos Gl s Mo
o Loy Duadderets
——
-
A iorn LaCole
] e
LEYSIN
£ A resniien
N
VAUD VALLEE DE JOUX”

SITT= Institut fiir Tourismus
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PROMOTION SERVICES LABELS ET DURABILITE

/ VALAIS
WALLIS

School of >
Management

OBSERVATOIRE EMPLOI A PROPOS Q

Dans un monde ol les technologies du web évoluent a une vitesse
frénétique, la mise en commun des ressources et la coordination inter-
acteurs d’'un méme secteur est devenue une priorité.

debuteen d

stataires se trot

+ Région du Léman

v Montreux Vevey Tourisme
v Pays d'Enhaut Tourisme
+ Villars - Les Diablerets

v Chateau de Chillon

v La Cote Tourisme

+ Morges Tourisme

v Yverdon-les-Bains Région




Hes

School of
Management

Case of Shared Data

E B ISr;istgig%t fur Tourismus



Shared Data @ Sudtirol (Italy) Hes-so// s

School of Y

Open Data Hub

irol-'Alto Adige

Open Data Hub is your access point to.South Tyrol’s relevant
data. You and your service proViders can.use Open Data Hub for
all channels of digital communication. The datais updated ona.
regular basisand easily accessible. = '

e

: I~ Institut fiir Tourismus https://opendatahub.bz.it/
BB s



The brand and shared data (CRM) Hes-so/// Vit

School of >

as a strategic development tool

@ Val Thorens

Customer

Experience

VAL THO
LAB

LIVE
UNITED

http://www.innovation-touristique.com/content/val-thorens-
%C2%ABsmart-data-de-1%E2%80%990r-blanc-aux-clients-
E Institut fiir Tourismus en-or%E2%80%A6%C2%BB
Seite 62




Data mining on 300 guest attributes allows

focused CRM approach with high ROI

Farkings‘ﬂ\
Remontées Enquétes W
mécanigues i t”m

2] ﬁ Powder Alarm - ’ “ ~

Centrale de
réservation ﬂ T BDD CRM
Centre PARTA‘BEE

Sportif

Azence ﬁ CR Annuel
Immaobiligre

= A
bt e Il'l Pinterest
Transporteur ﬁ o / |

.!‘-
2M . g de
Emails envoyés paran Conférences SSEHEI:'.leri?:I?Erque Ta S |TE
lizati
Eﬁ’iﬁiﬁﬂﬂin'?im'i”m INTERNET
; X 3 Accueils

Facebook

28 M

Instagram dhinteractions - Facebook

RESAUX

81 M
S OCIAUX Twitter de personnes

touchés - Facebook

Augmentation

du taix de retour Site Mobile

cP/DP ~—

T o S
Site
2 239 Wifi station VT Excellence
Retombées presse
7 fois i
Par jour 2 Sl 330 ﬂnn
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entitesVT

Data sources for Val Thorens
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School of
Management

Agenda

» Digital Transformation & Tourism

= eTourism: travel search and booking trends
= Online Travel and the Global Players

= Sustainable Tourism and ICT

= Case studies

« Implications

B Institut fiir Tourismus
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Conclusions Hes 5o/ ik
School of >

Management

 Human and organizational factors

» Cooperation and framework
conditions

* Regional initiatives and public
funding important

v SMEs do not have Ra&D department ->
need of PPP, role of universities!

» Digital Mindset -> investment in
skills
v Agility and pace (trial and error)

| U ¥

Digital Mindset -

\-l\-’



The Digital Transformation Hes so/)/ Vi
challenge wansgoment B

Take Businesses/Stakeholders out of Isolation

* Facilitate Knowledge Exchange

« Create Platforms for Best Practice

* Allow Industry Leadership

* Foster Innovative Developments

http://ec.europa.eu/DocsRoom/documents/9706/attachments/1/translations/en/renditions/native

B Isneistggét fiir Tourismus




Thank you! Hes-so//w

School of
Management

Zermatt @LeanderWenger

Institut fiir Tourismus
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Contact Hes

School of
Management

Prof. Roland Schegg

University of Applied Sciences of Western Switzerland Valais (HES-SO Valais)
School of Management

Institute of Tourism (ITO)

TechnoPdéle 3

CH-3960 Sierre/Siders, Switzerland

Tel: +41 (0)27 606 90 83

Mail: roland.schegg@hevs.ch

Twitter: @RolandSchegg

LinkedIn: ch.linkedin.com/in/rolandschegg/

School/Institute: www.hevs.ch
eTourism news: www.etourism-monitor.ch
Tourism Observatory: www.tourobs.ch

Bachelor of Science HES-SO in Tourism in German, French and English
http://tourism.hevs.ch

EMBA en innovation touristique: www.innovation-touristique.com

~ Institut fur Tourismus
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