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Sustainable tourism is a concept that covers the complete
tourism experience, including concern for economic, social

and environmental issues as well as attention to improving L

tourists' experiences and addressing the needs of host
communities.

SUSTAINABLE
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Sustainable tourism is often separated in 3 sub-categories:

* Responsible tourism: Tourism that minimizes
environmental damage and carbon footprint.

* Solidarity tourism: Tourism that aims to develop Environmenta
territories and help local communities.

e Fair tourism: Tourism based on the principle of fair NSIBLE

RISM
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Characteristics of Sustainable Tourism:

Benefits Local Economic Development Pl
Ensures Tourism Development Benefits Both Community and Environment
Meets Both Profitability and Viability

Sustainable
Becomes Part of the Local Culture ol

' ' Tourism
* Reinvests in the Local Region
The key to sustainable tourism is to:
. : -  socialy just,
* Protecting the environment, natural resources, and wildlife prrbiple e

Providing socio-economic benefits for communities who live in tourist destinations
Conserving cultural heritage and creating authentic tourist experiences

Suwstainable towrism

Responsible travel
Memorable experience

Environmental protection
E Economic be
COtowrism

Social development

Traditions )
Greeww ,
towrismy X

Local culture

nefits

Ecofriendly gestures

Economically
Viable
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Global Sustainable Tourism Market Analysis 2022-

* The sustainable tourism market size 2032
will surpass USS 1.0 Trillion in 2022. °
Between 2022 and 2032, the market ® _13.6% CAGR T Split By Type, 2021 l
is expected to exhibit a compound e U 2017-2021
annual growth rate (CAGR) of 23.4%. community
The share of the global sustainable
tourism market in the parent market | <ot Tourism
(travel and tourism industry) is .
estimated to be at 2%-5%. ’ creen
Tourism

@ Obstacles for sustainable tourism
4

Can't afford the costs

Eco Towurism 22&%

Lack of information 2022E 2032F
Time consuming Sowrce: Future Mark et Insights Note: Market shares not depicted as peractual scale - only for illustration purposes
Lack of sus. destinations

Lack of luxury
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Tourism 5.0

* In this digital age, talking about traveling and tourism brings to mind
how convenient technologies have made everything easier for us.
From booking to check-out, everything is technological based. Artificial
intelligence in the tourism and travel sector has already created a
hugely significant change. With Tourism 5.0, we are going to
experience the best of travel and tourism.

TOURISM 5.0

* Tourism 5.0 is another term for the same trend of growing use of Big
Data, Artificial Intelligence, Cloud Computing, Sustainable energy, and  MAXIMISING THE USE OF DIGITAL

other high-tech computer technologies to generate demand and TECHNOLOGY
improve services for consumers across different industries. * Digital platforms for more effective
marketing
* Digitalisation of business
: * Increased business efficiency and new
M E ET U P- jobs

s M ART Urban Tourism 5.0

T o U R I S M 5 O You.Smart.Thing.,Landmrk, Imagemakers and Oodl
[ 1}
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Methodology of Tourism

* The basis of the methodology of project

management in tourism is the analysis of the needs s Accommo
of tourists in the target market and capabilities of e Cawerine
tourist operator to satisfy them by using methods of

observation, comparison, intuition, logic, applying

the tools of marketing management. o Tomspors

* There are six major components of tourism, each
. . . Information
with their own sub-components. These are: tourist and Guiding

boards, travel services, accommodation services,

conferences and events, attractions and tourism
services.

Activities

Attractions Destinations

A /
LA ool j e
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Methodology of Tourism

* The tourism components 4As (Accommodation, Access, Amenities
and Attractions) are the ones that tourism managers should consider

in the development of the destination and ensure that all ‘ e
components are best suited with the quality and requirements of O
visitors B

* Tourism offers great opportunities for emerging economies and ¥4 —
developing countries. It creates jobs, strengthens the local economy, &
contributes to local infrastructure development and can help to N, oy m——
conserve the natural environment and cultural assets and traditions, \!:t n t’
and tO red uce poverty and inequality- Where Tourism Gives The Biggest Economic Boost N | o e

Tourism as a percentage of GDP in selected OECD countries (2016)"

Spain = 11.1%
Portugal N e 9.2%
Mexico I [ 8.6%
(Sites and architecture of cultural (Accomodation, F&B outlets, iceland 4= D 8.4%
value) entertainment, retailing, etc.) France | I I 7.1 %
Greece := NG 6.4%
italy I I I 6.0%
Turkey [N I 4.3%
Germany T | 3.9%
United Kingdom SiZ NG 3.7%
Australia Gl I 3.2%
United States 2= [ 2.7%
Canada I+1 I 2.0%
Japan o I 1.9%
Poland wee [ 1.2%

(Transport networks and
infrastructure)

(Local organisations) Co-funded by the
Erasmus+ Programme

of the European Union




Methodology of Tourism
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» There are three major measures of actual

demand. These include (i) Tourist Arrivals, (ii)
Tourist days / Tourist nights and (
Spent. The number of people arriving at tourist

destinations is a popular measure of tourist

AAMAV\A

Carrying Capacity
for Tourism in the

destination

Tourist inflow/

wexposure"/
external influence

ntens

Territorial
context |

Territorial
context IV

Territorial
contex |l

Tarritorial
context ll

~Sensitiviy“/regional
condition

Indicators
(target corridors, thresholds,
limits)

) Amounts

of the European Union

£
£

f

F/’

f
(

|

Select sources of

tour materials and
study tour objects

Establish an \a

information and
methodological
support for a tour

{

|

/
/

VILNIUS
TECH

Vilniaus Gedimino
technikos universitetas

i T
P

"
Set a goal and
choose a theme

for a tourist and
recreational route

Calculate a new
tourist and
recreational route

~

L

&

/ Draft aroute

I/’ using resources

and technical
facilities for

provision of a

tour

( \
Promote a new \

tourist product on
the market
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Problem Identification

Define Objective of

Design and

Demonstration and

and Motivation u Solution [ Development Evaluation [ (i
[ M M
= - - - - = - =
v v v v y

* Found lack of tourism
service quality and
experience, despite
‘Omotenashi culture

* Discovered
communication barrier in
service interaction with its
provisional factors

* Understood the

* Support communication
and information issues in
service interaction

* Embrace multi-
stakeholders in tourism
—local staffs and tourists

* Achieve balanced

gnificance of
for local stakeholders —
i.e. process interruption,
service delays

f ion in various
subsystems.

= Create design concept,

artifact and testable
prototype

= Design system

architecture and
Instantiate a prototype

*+ Develop demonstration of

* Put the prototype to utility

= Show utility, feasibility,

the artifact with perscna
analysis

test with prospective
users

and value of the system

* Publish resultin

academic conference and
scholarly articles

= Share findings to the

fellow project members
and publics.




Co-funded by the VILNIUS
Erasmus+ Programme TECH ?? PICASP

of the European Union

Artificial Intelligence in Tourism

* Artificial intelligence can help travelers plan trips, book flights, and get personalized
recommendations. Al-powered features can also help airlines, hotels, and travel agencies update
the cost of services in real-time.

* Al data allows tourism businesses to focus on improving the customer's visit as much as possible
and guaranteeing an experience of maximum value, with more personalized and differentiated
attention than ever, thanks to all the intelligent information travelers can collect.

* Al-powered chatbots and virtual assistants will allow hotel staff to interact with guests in real-
time and provide personalized recommendations and assistance. Smart room technology
integrated with Al can provide guests with a more comfortable and convenient stay.
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Artificial Intelligence in Tourism

DATA DATA DATA
INFRASTRUCTURE ACQUISITION CHARACTERISTICS

The challenges of Al in the tourism industry: Broadband Variabilty
Cloud Service Variety

H H nternet of Things BIG DATA Veracit

* Alack of data literacy among tourism operators exacerbates s f s |5 .

. o . . Volume

challenges. Most professionals lack skills in data collection,

statistical analysis, machine learning operations and ethical Al

\ 4
, ARTIFICIAL
design. G:> INTELLIGENCE Cﬂ

: : <>
The future of Al in the travel Industry: Al MODELS MODELING STATISTICS
* Travel industry players are excited about predictions that Al could  |: vedeteering |- stomtinng |- patacustrns
add around $1 trillion extra to the global tourism industry by oo [ Vranearty [~ Regresson avsyss
H H . . ¢ Pattern Recognition ¢ Visualization ¢ Riskand Uncertaint
2025. This is expected to be delivered via new Al-enabled features e '

like automated customer service, smart marketing targeting,
voice- and facial recognition, and better demand management. AIINVESTMENT S LIKELY TO GROW IN'THE NEXT THREE YEARS

($billion)
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140 :
. Growthdifference - . - ]2[]
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v of the growth will  Domestic adventure toutism
originafte from
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&
o BikeHike Adventures Inc. A APAC
 BOUNDLESS JOURNEYS
« Butterfield and Robinson Inc.

* International adventure fourism
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' Source: Stanford Institute, Goldman Sachs
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Artificial Intelligence in Tourism

* The Global Generative Artificial Intelligence in
Tourism Market size was valued at USD 3104.20
Million in 2022 and the total Generative Artificial
Intelligence in Tourism revenue is expected to
grow at a CAGR of 17.5% from 2023 to 2029,
reaching nearly USD 9598.75 Mn.

& —Q -
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Travel Personalized
website homepage

Search 0 Evaluation Serverless Internet
module e sy module zomputing ﬁ othings

il

Internal 7 /o_\
network ( — L

3D printing//
additive manufacturing

Artificial intelligence/
machine learning

S T U SN S P Blockchain w Robotic process
@ automation

li, -l Operating system
and its server

Digital reality API brokerage/

management

Cloud native
development

Al Internet of Things (IoT), and robotic process automation (RPA)
are at the top of CIOs’ emerging technologies wish list
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Generative Artificial Intelligence in Tourism Market

Key Players
ﬂf’*' Yy Flay

ot

2022 2029

OpenAl {United States)
Hugging Face (United
States)

Alphabet (Google)
(United States)
Microsoft (United
States)

Cohere (United States)
Anthropic (United
States)

Market Size in USD Million

Regional Analysis in 2021 (%)

ICASP

- T Demyord
smMus+ rFroject

g 5, o A

Jasper (United States)
Glean (United States)
Synthesis Al (United
Synthesis Al (United
States)

Stability Al (United
States)

Lightricks (Israel)
Inflection Al (United
States)

Total Contribution Of Travel And Tourism

To GDP In The United Kingdom (UK) From

B North America

u Europe

® Asia Pacific 93.8
Middle East & .
Africa

m South America 2019 2020

2019 To 2021 (In Billion GBP)
234.5

131.5

2022

® Total Contribution (In Billion GBP)
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* loT is a major part of smart tourism, as it provides vital data to improve the tourist experience.
loT sensors can be placed throughout the city, especially in the tourist areas, and capture the
movements and interactions with tourist attractions, museums, restaurants, parking lots and

more.
 When loT is combined with technologies such as user mobility and data analytics, it brings a new

paradigm in hospitality. 10T enables organizations to: Improve guest experiences by offering new
amenities, services and a unique digital experience to differentiate from the competition.

ﬂcl?tftr\gggﬁi:ng Enabling Technologies:
Taxis, iTour Framework WSNs, LAN, Fanolytic Steps

R rants, i ,
eBs;.l?‘ILll(lﬁgtS@Q R i Customization Location Duta

4
¢ Applications

-

Human Resources: @
Tourists, Police,
Volunteers, Officials

I 5 L] Mairlenancs
kb I
Srmcath Trase Df Iﬂt n I & Repalrs

v Travel Industry ;

)y N =
J\“Ur{r *

(Smart Technoloéiés)

Facilitating Parking

Emergency Help: Smart Engroy
I cerenia R o

Ambulanoe, PCR,

Laving

e g lilicsstepre Ooim
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|nternet Of Th|ngS in Tourism SMART HOTEL APPLICATIONS

One of the most widespread uses of loT technology

within the travel industry has been enabling a greater / / B =
degree of personalization within hotels. On flights, and
this is primarily provided by enabling customers to

control more appliances or services through a \
centralized device, such as a tablet or even their phone. % ) ”E%
loT solutions for hotels are providing increased comfort
and well being to the guests:
1.No more check-in and check out queues. Qattexsort
2.Find the way easily to restaurants and other 9 Real-Time Examples of IoT Solutions in the Hotels

amenities with in-house navigation.
3.Customized offers/food as per guest's cuisine
choices. wcve  Nomeogoled | Room

4.Room settings personalized as per the guest's / '
liking. :

ory
Management Qua\ty IEQ Mu tof 9 Ma ageme nt




Internet of Things in Tourism

U.S. loT analytics market, by vertical, 2014-2025 (USD Billion)
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123 1.51 - - . .
= = = N
2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Retail & E-commerce MW Healthcare & Life Sciences
B Others

B Manufacturing = Energy & Uilities
B Transportation & Logistics

Airlines getting ready for loT

0
86 /0 71 (yo 670/0

37%

loT will present Our organization loT presents clear We have budget
clear benefits in the understands benefits today allocated for
next 3 years the concept of loT implementation of loT
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Communication Channel | 5 Processing @ | Communication Channel
Virtual integration o =3 Virtual Integration
& = Computing Layer S & §
Smart Application Smart Application [ -
Rules and Terms 3 8
Real-Time Availabilities £ =
Historical Data [ [
Personal Profiling 3 3
Geographical Positioning

Model of the data flows from the Internet of
things to applications supporting tourism
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Museum Experience Model Sosial context o
- 5, Within-group T .
- g i Gl | Museum guide I’.\ fReof hY
. : e |th\dlsaﬁlllt|es \Mu]ti-sensory
mediation dio auidh () | materials Multi-sensory
) 6. Facilitated Audio guide b A | Multi-sensory f‘* Usale) oo
\  mediation by others | Mooy D J( learnin qrediicatigy
Personal context Museum Experience | 9 /,.,1, ~for people
1. Motivation and | \ 3 /’ / \_\ (3.2) wwth\d{sabllmes
: [ ! . \ 4 \ v |
Expec‘atlons [ | Ph‘y‘SIcﬂl context w\\ / \\\ ;" . Md.lti_sensory
2. Prior knowledge | 7. Advance T e T ,.I—-“"r Multi-sensory materials
and experience Museum | TQamzers & \ materials ;sod in museums
3. Prior interests | . / 8. Orientation to the / A\ (3.3) /
and believes Experience /' physical space Technologies \ \\ :
A Chiice and . /9, Architecture and ‘ : . ; e P
prisier i Aoae . fora peculiar use ,' Multi-sensory Experience N
environment y T
10. Design of N\ (3.7) A N\
exhibits and N P y \
interpretation and T “‘\\ [ Interactive ‘
content delivery 5 P . arts )
11. Reinforcing \. 4 N /
/ : T 3.4) /
8 events and | Technologies | / ", @. /
R experiences outside \ for marketing ,;” Musical \
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(3.6) | Instruments /
(3.5)
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mart Tourism

Ambient Intelligence (Aml) Tourism

Internet of Things
Analytical capabilities supported by
Artificial Intelligence (Al) and
Machine Learning (ML) 3 Internet of Everything
Fifth generation mobile
network (56)
Radio Frequency Identification
(RFID)

Mobile devices,
smartphones and
wearables

PUBLIC SECTORS

RESIDENTS

Pervasive computing

Smart Tourism

s
=
—'
(@)
o
n

Applications or Apps
(along with AP|SF

PRIVATE SECTORS

Transit
1:30min 120m

Hotel
%* % %k 40m

"

Grocery Store

e % ™~
AN &
ﬁ%ﬁ% \

Restaurant
* ok ok
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Tourism Smart Systems

* Smart tourism aims to develop information and communication infrastructure and capabilities
in order to improve management/ governance, facilitate service/product innovation, enhance
the tourist experience, and, ultimately, improve the competitiveness of tourism firms and
destinations.

* The goal of smart tourism is to improve the efficiency of resource management, maximize
competitiveness and enhance sustainability through the use of innovative technologies.
Therefore, more and more destinations are joining this modernization of their operations,
from payment methods to various interactive activities.

Smart Mobiiity Smart Home Smart public Transportation Local Tourist School

Smart Tourism Destinations - Project overview Smart Health Opeén bata

Tourism Transportation system
Objectives :
\ Smart Grid/ Transportation ICT integrated

-(®)- Smart Energy Internet of Things Smart Retail .
& e 4l iy 9 —

o

—_
o -
_— —
- ) ! ‘

Local Busmess Tramning Center

Career Empolyment Center

Management

Strengthen Develop a Define the Understand the
ation kno ge base and challenges of EU impacts of
between EU tourist launch capacity tourism, finding new tourism on EU
destinations in terms building activities solutions to destinations and
of data management aimed at urban overcome them how to best use
and reuse tourism policies through data the available data
management

) Visa Extension App
Actors involved

ﬂ pw-c.- carsa ? Q :

EU Commission — DG GROW PricewaterhouseCoopers CARSA Intellera Consulting Universita di Malaga

Traveling & Utility App

E-Shopping App
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Smart Tourism System

el
A".A"

Technical

Subsyste
Tasks

Tourism Smart Systems

The communication must be able to provide personalized
services and real-time information for making smart decisions.
Three specific smart tourism tools are mobile applications,
augmented reality, and near-field communications.

Outcomes

Social Touri
Subsystem ourists
Functional Value
Social Value
Emotional Value

Epistemic Value

One destination that is leading the way with their smart tourism

industry is China, whereby tourists can use their phones to do Otter staksholders

simple tasks such as pay for taxis, order meals, check queue

times and read information on the destination or attraction that

they are visiting through a supplied QR code. oATA

A smart tourism destination is based on four main concepts: =y

* Technology. D,, e . @

: | == am T e B - A%
Innovat|0n. | | | Pl | | Sttty | : — ; Ancillary SVC Attraction

T | . =) | | COMPONENTS
* Accessibility. | == | I'= == | | s A
L | = 1 1 e | |
° Sustalnablllty. | @ | | O | Co-funded by the
departments dtesp |

| R | _O_Q_ :

I
l Erasmus+ Programme

of the European Union
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Smart public Transportation Local Tourist School Q w @ ® ®

Actividad  § @

Tourism Transportation system

|'
Local Business Training Center ﬁ i .ilr ¥ /I_/
#

Smart Smart

Transportation ICT intergrated Mobility Career Career Empolyment Center

s
»
..ﬁ
M

000 Eids

1ol Hae
Emergency & Disaster I.... WEI"EMIJE-E
Managerment Local shop business E T

Smart
CCTV system SMART Tourist Eco SME tourist business E C Dat
darga 05
Critical Infrastructure é‘ﬂ TOURISM ﬁg Hotel & Traveling ETL)
Management cluster
Smart Smart
Visa Extension App Application Network Free wifi network
Traveling & Utility App ’;’-} Tourism urban planing
—— [ ]

E-Shopping App Smart Grid

(;nd\ ® Marketing and
suslamablllty competitiveness innovation

Ol

PACT FOR A SMART TOURISM DESTINATION \

_~Iintelligenceand . P e
use of Information \ . Regulatory :
and
Communication
Technologies

.

quality of iife
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Vision for the future and strategic priorities
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Smart Tourism towards Society 5.0
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Society 5.0

 Society 5.0 is categorized as a super ToT

smart society according to human

evolution from society 1.0.
« The innovative technology through

=®

IoT co.uld r.ea'ch SDG s point, P T _L Food & Beverage
especially in industry, innovation, and

infrastructure also partnership for the |

goals.

Industry, Innovation

and Infrastructure

Partnership for the
Goals

Smart =
TYURISM

PICASP
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Digital Twin in Tourism =

e Digital twin is a 3D digital copy, a replica, of an (existing) asset such as
a hotel. It differs from Building Information Modelling (BIM) by being

less focused on the design and construction phase, Instead, it seeks
to replicate the usage of an asset.

* Digital tourism is the use of digital tools to prepare, organize, control
and enjoy the travel experience when doing Tourism.

Virtual Layer
Digital Twin

Digital Layer
Smart City

Co-funded by the
Erasmus+ Programme
of the European Union
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impact during the entire trip — beginning
with an online travel agency, a tour
search engine, booking engine, buying
tickets online, checking in, sightseeing,
checking out, and returning home safely.

 Digital twins are making it easier and
more enjoyable for tourists to experience
attractions around the world. By
providing real-time data, personalized
experiences, and interactive elements,
digital twins are revolutionizing the way
people plan and enjoy their visits to
tourist attractions.
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Digital Twin in Tourism

* Digital transformation in the hospitality industry
can be used in several ways for improving the
guest experience, operational efficiency, and
bottom-line performance. For instance, hotels
are using digital check-in and check-out
processes, as well as online reservations and
guest self-service portals.

Co-funded by the
Erasmus+ Programme
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Tourism and Personalization

* Personalization is a growing marketing trend. In particular, customization is being
rapidly adopted within the travel sector. Personalized experiences build trust,
customer loyalty, and improve a brand's ability to communicate and engage with
customers effectively.

* Personalized tours are customized travel experiences tailored to an individual's
preferences, interests, and budget. They are designed to create an itinerary
unique to each traveler offering a more intimate and authentic travel experience.

‘ e
"i“r\ i SONALISA p—
- —
V PEH | “0" Personalisation... What does it actually mean to people?
=k _‘- . et 1' lN THAVEL | a - This is what UK consumers say brands do to give them a more personalised service:

49%

69% think it's important to receive travel options catered to ** Co-funded by the
their perscnal travel history and preferences* Dol Erasmus+ Programme
* *
+GBTA Foundation/Sabre, The Digital Businass Traveler, June 2016 Of the European Unlon
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Tourism and Personalization -

* Personalising a hotel stay means using what you
know about your guest to adapt your service to
their preferences. However, be careful not to
confuse personalisation with customisation.

. 3 ways to Personalize Hotel Guesi Experlence
While both concepts follow the same goal of ‘,l \\
offering a tailored experience, customisation ‘ I BN
empowers guests to do this on their own. ' ‘r ¥ I. ﬂ g I\

* Travel operators have realized that building more
relevant and personalized customer experiences
is critical to maintain a competitive edge. To
achieve true personalization, travel operators |
must engage their audience from multiple

touchpoints, using data gathered from all possible | |

sources.

Co-funded by the
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* Most passive systems used by remote sensing applications operate in
the visible, infrared, thermal infrared, and microwave portions of the
electromagnetic spectrum. These sensors measure land and sea surface

temperature, vegetation properties, cloud and aerosol properties, and
other physical attributes.

« Some of the major functions of GIS application in tourism include digital
basic maps, digital files for analyzing and mapping, digital files for mobile
mapping and modeling, and digital multimedia.

* Travelers can retrieve weather data, trip planning, destinati |
| THE REMOTE SensiNG PRocess N @evus QN (

WHAT IS REMOTE SENSING?

/ \
.fATELLITES - DRONES o,/ J\
(—’ M P N /

ANALYSIS N ? _-7"~<_ CLASSIFICATION
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B I O C kC h a i n i n TO u ri S m Use-Cases of Blockchain in the Travel

& Tourism industry

* Blockchain helps streamline and fast-track the .\ ) o
settlements between hotels, travel agents, third-party Decentraized Ptk o Sagsage
vendors, and different aggregators. The centralized =
ledger speeds up transactions while keeping them more f :
secure tEan ever before, helping companies combat cgﬁ Buslness
fraud and data theft. Lol "ioager |

* Blockchain technology can be a game-changer for
hospitality and travel businesses. By managing loyalty

Storing digital records

Blockchain allows unprecedented
control of information through secure,

programs, tracking sourcing and inventory, and 2RI oo e recors
M M . . of not only transactions but digital
providing secure payments, blockchain can streamline o [ o eprseriations o iyt st

operations and enhance the customer experience.

* TravelChain allows users to collect and monetize travel
data, and receive tokens as compensation for sharing
with travel service providers.

~ A
i "E\ ) Exchanging digital assets
ity Users can issue new assets and transfer

ownership in real time without banks,
stock exchanges, or payment proCessors.

O Executing smart contracts
Self-governing contracts simplify

* Winding Tree: Displacing Online Booking Hubs s o e
* Webjet: Adding Assurances and Avoiding e e
Inaccu raCIeS n The shared network

automatically executes the contract
and monitors compliance.

e Sandblock: Improving Loyalty's Fungibility
* Accenture: Striving Towards Shorter Lines

cation Quitcomes are validated
instantaneously without a third party.

Delodite University Press | dupress.delodtte.com
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The most common use case in airports for blockchain is in optimizing the passenger identification process; 40% of airlines
and 36% of airports have stated this as a major benefit. With the advent of blockchain, it is now possible to exchange data in

Capacity
planning

a secure, tamper-proof and reliable manner.

Applications of Blockchain in the Tourism Industry:
* Smart Contracts and Booking Systems

* Identity Verification and Authentication

* Loyalty Programs and Rewards

* Destination Management and Tracking

* Reviews and Reputation Systems

* Blockchain-Based Booking Platforms

e Secure and Traceable Travel Insurance Claims

&
5

0
&, - BITCOIN'Y" oS\ .
B¢0 R
e
RV o &=

mas "

Inventory
management

Authenticity
review

Direct
distribution

]

Supplier
network

Identity
management

[ Personalization

Baggage
tracking

Areas of impact for the Travel Industry

Transparency

Loyalty

Blockchain

Loyalty
program

Credential
management

Ranking & F
rotings ] | Verification ]

Cross-border
remittance

Digital
payment

[ Cryptocurrency] | B2B semremenr]

Rewards

[ Discounts J l Incentives /

Rt Co-funded by the
L Erasmus+ Programme
b of the European Union




Blockchain in Tourism

Use-Cases of Blockchain in the Travel
& Tourism industry
&

Baggage
administration

Customer

Decentralized e
Verification

Payment System

i

b

Customer
Rewards

Business
Information
Ledger
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Storing digital records
Blodkchain allows unprecedented
control of information through secure,
auditable, and immutable records
of not only transactions bur digital
representations of physical assets.

a Exchanging digital assets

Users can issue new assets and transfer
ownership in real time without banks,
stock exchanges, or payment proCessors.

9 Executing smart contracts
Self-poverning contracts simplify
and automate lengthy and inefficient
business processes.

Groun

d rules Terms and conditions
are recorded in the contract’s code.

nplementation The shared network
automatically executes the contract
and monitors compliance,

Jerification Quicomes are validated

instantaneously without a third party.

Deloitte University Press | dupress.deloitte.com

Erasmus+ Project
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* According to the United Nations World Tourism Organization (UNWTO), the international tourist arrival has
grown annually by 6 %, worldwide; By 2036, close to 7.8 billion passengers will be air-borne as compared
to 4 billion in 2017. Similarly, the hospitality sectors recorded USD 500 trillion dollar market in 2018 and
this growth projected to be three-fold by 2030. Thus, there is a need to maintain trust between travelers
and tourism and hospitality stakeholders. It provides the seamless services such as-ticket bookings and
payments while ensuring a proper communication channel between various tourists.

* Blockchain addresses tourist requirements as it provides trust, transparency, security, and creditability by
adding transactions in a distributed ledger which cannot be tampered.

1.8K 1.6 £ Hotel & 1,
~ Avoid Transport
147K + Overbocking ﬁonminaﬁ:n_}"
1.14K =
1000 El |nsurance e N s 'n: H G
914.29 1 El Healthcare e ket
) Media & Entertainment Tourism &8
685.71 1 — Generic . Hosptallty | gecyed
Professional services Business S Hraceable
1 B Banking & Finance L/
_iae Qz Technology services
I 195 220 I]Governmentl &_public goods
22857 60 Energy & Utilities
Manufacturing
= £ - =~ Others
& & o & s S r‘c_a“

w L L s "E.b oy

‘ X-axis: Year, Y-axs: Number of tourists in millions ‘

Fig. 1. Technological revolution in tourism industry: (a) Projected growth in tourist arrivals worldwide by 2020, (b) Sectors currently employing
blockchain applications , and (c) Advantages of blockchain in tourism and hospitality management
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Robots in Tourism

» Service robots are being implemented in many front office
tasks and include those from waiter robots in restaurants to
robotic concierges in hotels and are increasingly being used
in the hospitality and tourism sectors to simultaneously
provide the customer with improved services while reducing
costs.

* Airport robots can also be used for security purposes.
Robots can be equipped with sensors and cameras to
monitor airport premises and detect potential security
threats. These robots can move around freely and provide
real-time data to security personnel, improving situational
awareness and response times.

* Among the most innovative uses of robots within the travel
industry so far is Travelmate, a robotic suitcase, which
removes the hassle of travel. The suitcase can follow its
owner around autonomously, utilizing collision detection
technology and 360-degree turning capabilities, removing
the need to carry the case.

AL Co-funded by the
L Erasmus+ Programme
b of the European Union
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Robots in Tourism

The robots are designed to deliver items to guest rooms, including towels, toiletries, and other
amenities. Guests can also use the robots to request housekeeping services or recycle unwanted
items. The results have been impressive.

Here is a list of some of the benefits of robots in hotels:
e Hotel Robots can make make check-in smoother.

* Hotel Robots are not contagious.

* Robots don't get tired.

* Robots free up staff members to perform other guest-related tasks.
* Robots bring variable costs down.

* Robots aid in delivering dependable, consistent services.

AL Co-funded by the
L Erasmus+ Programme
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Perceived appropriateness of robot application in travel, tourism and hospitality — common activities

Garbage collection 5,79
Cleaning the common areas of the hotel / theme park / airport / restaurant etc. 5,71
Luggage carmrying in hotels / airports etc. 5,67
Luggage storage in hotels [ airports etc. 5,60

Providing information about the destination GGG S, S
Providing information about facilities of the hotel/restaurant/theme park/airport/bus station, etc. I 5 56
Issuing payment documents (e.g. invoice, receipt) I 5 42
Issuing travel documents (e.g. voucher, tickets) I S, 37
Processing credit card and debit card payments I G, 37
Booking tourist services (e.g. flight tickets, hotel accommaodation, transfers, rent-a-car, etc.) N 5,02
Processing cash payments I s 01
Concierge services (e.g. ordering tickets for shows, taxis) IS 5,15
Providing gardening services I 5 08
Providing repair and maintenance in a facility I S )3
Welcoming / greeting a tourist/guest/passenger I 42
Accompanying the guest when leaving the hotelfrestaurant/theme park etc I 4,20
Helping tourists/guests/passengers in case of emergency NI 3 99
Serve as guards [ security I O

Co-funded by the
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Robots in Tourism
* According to the global hospitality robot
market forecast, the market size is expected to
reach up to $17,10,879.9 thousand by 2028, surging
from $2,81,500.0 thousand in 2020, at a noteworthy
CAGR of 25.7%. il =0 _H _ =

Hospitality Robots Market
By End-User

H Travel And Tourism Industry

Restaurants And Bars

61,367.
i ill ||I || | ]

2020 2021 2022 2023 2024 2025 2026 2027 2028
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* Immersive technology has been adopted and implemented in various tourism areas.
The technology provides a surrogate experience that can be used to convince
potential visitors to travel to a tourism destination. The benefit usage of immersive
technology includes navigation systems, tourism promotion, and enhanced user
experiences during visitation.

* Experiential travel, also known as immersion travel, is a form of tourism in which
people focus on experiencing a country, city or particular place by actively and
meaningfully engaging with its history, people, culture, food and environment. It can
often be transformative.




VILNIUS

Immersive reality in museum ) e

Vilniaus Gedimino
technikos universitetas

r -
Omniverse
- Virtual Reality
Augmented Reality
Multiverse

integrate in

ndibile
ire alla
irtato a

RALA Co-funded by the
LR Erasmus+ Programme
L of the European Union



(J ™ ag micase
Tourism and Virtual Reality 5

* Virtual tourism has been in use for years to highlight
the unique aspects of a location. These aspects can
be history and culture to exciting activities, local
attractions, and fun trivia. 360-degree VR video is
used by hotels and local governments to capture
everything about a destination in an immersive way.

* VR tech can revolutionize the tourism industry
by transforming how travelers plan and experience
their trips. In the future, it could be used for
destination marketing, creating personalized travel
experiences, and enhancing in-destination
experiences through immersive tours and interactive
exhibits.

Co-funded by the
Erasmus+ Programme
of the European Union
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Tourism and Virtual Reality

* VR offers a variety of applications, such as virtual tours,
hotel previews & cultural/educational experiences to
aid in decision making.

* Virtual tourism involvement has a significant positive
effect on tourists' place imagination, experience
memory and affective attachment; tourists' place
imagination has a significant positive effect on
experience memory and affective attachment; tourists'
experience memory has a significant positive effect on
affective attachment; tourists' affective attachment has
a significant positive effect on social education effect.

Co-funded by the
Erasmus+ Programme
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Examples of the Use of Vlrtual Reallty in Tourlsm

 Virtual tours of famous landmarks

* Museum and art gallery visits

* Virtual reality travel agencies

* VR language immersion programs

e Adventure and extreme sports simulations
e Cultural and historical reenactments

» Wildlife and nature experiences

e Culinary experiences

* Virtual reality for accessible travel

* VR-enhanced hotel experiences

e Virtual reality theme parks

* Virtual reality cruise experiences

* Event and festival experiences

* Travel planning and destination previews

* VR for travel education and training
Rt Co-funded by the

L Erasmus+ Programme
of the European Union
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* Augmented reality allows users to get virtual or interactive tours of travel
destinations or tourist spots. By using AR-based travel apps, users can go on
virtual tours of famous landmarks while being in one place.

* Away from hotel environments, some companies within the travel industry are

developing augmented reality apps, which allow tourists to enhance physical
locations and tourist attractions.

* This can save time and money by allowing event planners to get a feel for the
space without having to physically visit the hotel. Augmented reality can be
used to allow guests to customize their room before they arrive.

"
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 Augmented reality (AR) is being developed as a
part of smart tourism to provide information about
destinations and attractions. Its usage
will maximize tourist satisfaction, based on
tourists' active usage.

* Apps like AR City Tours offer guided tours of major
cities like Paris, Rome, and New York. By pointing
their smartphone at a particular attraction, tourists
can access historical information, architectural
details, and other interesting facts to enrich their
sightseeing experience.

Co-funded by the
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Virtual and Augmented Reality I\/Iarket

* The global virtual (VR) and augmented reality (AR) market in the tourism industry
is expected to reach $9.6 billion by 2025, with an annual growth rate of 25.7 per
cent during the forecast period.

Augmented Reality & Virtual Reality Market for Tourism Industry Value,
2016-2022 [SMillion)

Global AR/ VR in Tourism Industry Market
Dynamics
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