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3 Paradigm Shifts in Trave

#1

The traditional
visitor cycle no
longer exists.

#2

The always-on
CONSUMEr NOW.
sets the terms.

#3

Jech is driving
the experience
economy.
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Marketing
In Moments

Relevance at Scale

"how can we exact the right story with
the right audience at scale yet in a
nighly personalised way?”

At Unilever we have an ambition to have a
billion one-to-one relationships—I don’t believe
that a focus on the individual has to mean

o, ! /]
f?/Ch@ Keith Weed
Chief Marketing and Communications Officer at Unilever




Marketing .
in Moments Journeys in Moments

"find me flights to Oslo today”
i

"Hey Siri, what hiking trails would
you recommend nearby my hotel?”

3 In 4 smartphone owners turn to search
first to address their immediate needs




Marketing

in Moments Informed Consumer

"how can we further empower
consumers and respond to their
precise needs in the context of that

moment? ”

Mobile searches for “best” have grown 80% In
the past two years.




Marketing
In Moments

Right Here Consumer

"I want results that are relevant to
me In the current moment and
place and time”

Compared 1o just a year ago, smartphone users
are significantly more likely to purchase from
companies whose mobile sites or apps
customize information to their location.

(Google/lpsos Connect, Rising Consumer Expectations
in the Micro-Moment, U.S., Dec. 2016 and Aug. 2015)




The DMO model is obsolete

Destination Marketing Organisation




The DMO model is obsolete
Destination Marketing Organisation




Snap Inc.

Snap Inc. is a camera company.

We believe that reinventing the camera represents
our greatest opportunity to improve the way people
live and communicate.

Our products empower people to express
themselves, live in the moment, learn about the
world, and have fun together.




The DMO model is obsolete
Destination Marketing Organisation




The DMO model is obsolete
Destination X Organisation




PUtting the Visitor First

needs  interests  experiences  access
desires  passions  habits  preferences  channels
devices  touch-points  behaviours  actions  culture

Delivering on the

stories  touch-points  experiences  Image
reputation  conversation  inhabitants  visitors  businesses
exports  events  infrastructure  product  culture  promise message




Destination X Needs

#1

Support the
growth of the
entire INAustry.

#2
Leadership &
vision to keep
transtorming.

#3

=xporting
globally ano
orosper locally.




#1
iNnAdustry

Cle\Viig




#1
INndustry
Growth

Tech is a Catalyst for Local Distribution

Global Distribution Networks dominate the hotel sector
where /0% of sales are from global players.

fours and activities can succeed where hotels have failed.

Yesterday loday Tomorrow

Hosted, Cloud Based Al, Tech &
Centrally SAAS AUtoNoMous
Managed Providers EXperiences

Evolution of Travel Distribution Model



#1
INndustry
Growth

Tech is a Catalyst for Local Distribution

NoO one solution has broken through the market, Vialour &
Expedia drive only circa. 5% of SME sales at present.

Local distribution is a huge opportunity with a myriad of in-
destination referrals and vast digital and physical pos.

INndustry Visftor Destination

I've got two Become the

hours free at superglue.
lunch, what Invisible &
can | do?” effective.

Targeting the
right here’
consumer.,

Where the Needs Lie in the Destination Matrix



[nicea just ain’t cutting it, right"/




T

aim for [ineredible] and your

reputation will do the rest...




design ineredible, share-worthy,

bucket-list-worthy experiences which

generate socilal buzz. ..




Bullding a sustainable destination requires continued
investment in its infrastructure, attractions, experiences
based on maturity, opportunities and needs.

#1

Invest = heavily in
bullding iconic
attractions

#2

Retrofit 4 to totally

transform a visitor
experience

#3

Concept ¥ &

iNnNnovation pased
collapborations
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Home Thingstodo Wheretostay Holidays & breaks Explore Wales a

Zip Worlo

Zip World longest zipwire in Europe, What's it like to soar five
hundred feet in the air at 100mph?

~

Home > Things to do

Zip World, Snowdonia by Wales On View

Things to 00, attractions to visit

Wales is a place of natural drama, from the country’s beaches to walking its mountain ranges. The nation’s history is told through its
ancient monuments and museums. While the bold 215 century Wales is there for everyone to enjoy on a short break in one of Wales'’
cities to explore or getting active in this wonderful natural playground.






/"M Kleinstadtcoco m
g Wisata Selfie Pucak

kleinstadtcoco this was such a thrill! 7"
Ich habe unfassbare Ho6henangst und wenn
ich das Bild sehe weiB ich nicht mehr, wieso
es mich auch diese Schaukel gezogen hat.
Es gibt im Norden Balis Schaukeln wie
diese, wo es ca. 60 Meter in die Tiefe geht
und man gelangt zu Ihnen, wenn man lber

‘ ein Bambusgeriist l5uft, BAMBUS!! |§
Meine Synapsen waren wohl alle

P "& ausgeschaltet als ich das gemacht habe &

#bali #thebaliguideline #balidaily #balibody
#travelblogger #bestinbali #baliswing =
#summervibes #travel u@l: @florianmaverlt

© Q

8,209 likes

1 DAY AGO

Add a comment...










Digital pioneers like Bokun in the activity space

show us the huge untapped potential for

, e

industry collaboration and digitalisation BQKUN

85% Bookings
48 hours or
less pefore
departure

-

65% suppliers
are cross-sell
inventory, most
micro & SMES

-

l

Global & local,
online & offline
scattered
distribution




Disruptive Brands Drive Consumer Trends

Featured destinations

£33 Enter the world of sacred
tattoo (sakyant)

% % % % K 113 reviews

———

£14 Gather around a nude model
and learn fast sketch

% % % % ¥ 170 reviews

£77 Sculpt a face from imagination
with an artist

% % % % % 84 reviews

£32 Ride an e-kike through
Gaudi’s history

% %% % ¥ 123 reviews

& -

£140 Fashion photoshoot in the
streets of Miami

% % % % K 45 reviews

Florence

Seeall >

£125 Weave a scarf with 200-
year-old machinery

Y % % % K 59 reviews




Experiences

Personalisation of Content Distribution

DISCOVER > NOVA SCOTIA

All experiences

@ Add Favourite

| want to feel educated

Boat Tour of the Tusket
Islands
Learn More

Coastal Glamping and
Culinary/Adventure

Learn More

@ Add Favourite

Joggins Fossil Cliffs

PUNESCO World Heritage!

Site

Learn More

Boat Tour of the Tusket

@ Add Favourite

¢ A
A W 4
s ,g;}-’j:n/ 9L
€2 S

€ Favourites

Cape Chignecto Provincial Lighthouse Bites: Full Moon
Park Adventure
Learn More Learn More

@ Add Favourite @ Add Favourite

Lunenburg Walking Tours

Learn More

Share Experiences

—

Taylor Head Provin:
7 Learn More

Tidal Reveal: Dig f;
Capada'’s Oldest Di

Learn Morex




#2

Digital First
_eadersnip &
\Vision




#2 Innovation & Conscious Leadership

Digital First | Scaling up the use of design thinking to solve the biggest
| eadership Challenges and ideate from a different perspectives

& VIsion

‘On a global scale, we calculate that the

Design |_ed
Solutions

McKinsey, May 2017




#2

Digital First
L eadership
& Vision

Al & Natural Language

Artificial intelligence is in it's infancy but tools, early-stage
business models and solutions are fast emerging. lravel,
an inaustry where service is key and needs can be
complex Is set to be transformed by this evolution.

habito




#2 Dawn of AR in the Visitor Experience

Dlglta' First AR Is set to become huge with Apple’s AR Kit, Google's Holo

Leadership| Lens and Google's Tango. This will change everything from
& Vision functional utility to transforming how we experience places.

X X

f ARkitweekly
8 madewithARKkit
mixedrealitydesign

- 3
[ SR ) . 0:25 / 0:25 ne
_’ C:05 / 0:30
ARKit Weekly @ARKitweekly - 15/08/2017 v
Made With ARKit @madewit... - 30/06/2017 v # 1. Hold up your iPhone > 2. Find your

i i =&
& Here we go! & ARKIT EATS (the world). fes“yal:"ends 3. Rock on [Z] Courtesy of
Been a great run though, restaurant menu ARKit ¥ Demo = @neonapp by

Nedd @nedd - 18/09/2017
When nature and technology meet thanks to
augmented reality #{” % : a preview of our

new project for @thecampProvence #ARKit
print business! bit.ly/2streBi @ @mrdavidurbina ¥ #0S11

O 24 1 405 Q 914 ] © a8 W 851 Qisz & Q2 W29 Q s6 =




#2

Digital First
L eadership
& Vision

Creating a Physical Web

Beacons are about to take off, as small businesses tap-into
real-time offline visitor intelligence and destinations think about
beacon infrastructure as a digital layer to the destination.

estimote cloud

Sample Reports

21,763 12,7391 00:21:52

‘ T
e B Faring




#2

Digital First
L eadership
& Vision

O Booking
DoOSter

Championing Competitive Innovation

booking.com see huge value in continuing to adopt a
glass box brand strateqy alongside a search for future
innovation and talent running booster camps for start-ups
WhO WOrk to solve key challenges set by the company.




#3
Global &

| ocal




#3
Global &
L ocal

‘we need to
support local
businesses”

Designing Sustainable Destination Growth

Local product distribution is just one opportunity
amongst a range of complex and challenging
needs. Ultimately, tourism must be seen to benefit

society as a whole.

‘extending “tourism visitors as . ,
. we can't get
the season is should locals not .
| | | left behind
crucial for our benefit all, tourists as | o
o , o, with digital
survival Nnot a few VISItors



#3 Crafting & Exporting a Global Destination Brand

Global & The aestination brand is more than just a logo, image or
i | campalign. Its a richer myriad of multiple sectors.

OCa VWorking together to innovate, shape and deliver on a
vision will aeliver a long-term sustainable return.

Bullding a Investing new Designing &
leading multi- technology optimising
modal travel R&D for the the visitor

system” travel sector experience




‘we're a media
company now"

‘we're a matrix
organisation”

‘we're privately
funded and led”




Destination X Organisation

How can the DXO shape policy and how can policy drive
sustainable destination growth & development”?




thank you!
SN

Nick Hall, Founder
Digital Tourism Think Tank




