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1. Workshop Overview

DATES Project Objectives

The workshop “Towards a Data Space for Tourism — Prioritization of data needs and data purposes”
took place in the context of the project DATES — Data Space for Tourism, financed by the Digital Europe
Programme (DIGITAL). The objective of DATES is to develop a strategy roadmap for building a tourism
data space, in collaboration with stakeholders of the tourism sector.

A data space is defined as a decentralised and standard-based structure to enable trustworthy data
sharing between the data space participants on a voluntary basis, requlated through governance, business,
legal and technical combined mechanisms.

Therefore, a data space is a particular type of data sharing initiative, characterized by a higher level of
data control by participants. Indeed, in data spaces, data are not centrally stored and exchanges (for free
or against compensation) are based on agreements. A second key aspect of data spaces is trust among
participants, which is not only guaranteed by technological requirements, but also by the data space
governance.

As a transversal industry, tourism has a great need for efficient data exchange within and across industries.
A data space indeed represents an opportunity for the sector: it allows to capture value associated with
data production within the industry and, at the same time, its possible interoperability with other sectors
data spaces (e.g. mobility and cultural heritage data spaces) allows to also access other industries’ data.
Such enhanced availability of data could foster industry innovation, the digital transformation of tourism
SMEs, and provide a basis for policy making.

To turn the vision of a European Tourism Data Space into reality, the overall work plan of DATES unfolds
over a time span of 12 months. In this period, the project team will organize several consultation activities,
if you are interested in participating please sign up at the link below.

Do you want to contribute to the European Data Space for Tourism?

Become a stakeholder, signing here!

Aim of the workshop

The workshop “Towards a Data Space for Tourism — Prioritization of data needs and data purposes”
took place online on the 8" of February from 10:00 AM to 12:15PM CEST. The workshop agenda is
presented in the following table.
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Table 1: Workshop agenda

Time Session Contributor
Section | — A European data space for the tourism sector
10:00-10:05 Welcome Giovanna Galasso - Associate Partner — Intellera Consulting

Objectives of DATES and the benefits forthe ~ Dolores Ordéfiez — Director - Anysolution

10:05-10:15 ,
tourism sector

Arpad Welker — Policy Officer — European Commission &

10:15-10:45  The concept of data spaces Jean-Francois Cases — President — EONA X

10:45-10:55 First results concerning data sharing initiatives Marco Codastefano — Manager — Intellera Consulting

10:55-11:00 Introduction to the breakout rooms Danilo Bianchini- Manager — Intellera Consulting
Break (11:00-11:10)
Section Il — Connecting the dots
11:10-12:00 Data needs prioritization workshop Break out room's moderators
12:00-12:15 Discussion and closing remarks Break out room's moderators

As depicted in the agenda, the workshop was divided into two main sections.

The objective of the first section of the workshop was to raise awareness on the concept of data spaces
and DATES project. Starting off, the audience was debriefed with the project’s objectives and its benefits
for the tourism sector. The policy context of the project and the key characteristics of a data space were
accordingly showcased, followed by a practical example of a mobility, tourism, and transport data space
(EONA-X). Thereafter, the initial findings of the project were presented, and the break-out rooms’ setup
(second section) were subsequently introduced.

The objective of the second section of the workshop was to prioritize a series of business challenges that
stakeholders face in their day-to-da activities, and that could be potentially solved by the use of a sector
data space’. At the same time, this activity allowed to define the stakeholders’ data needs, as they were
asked to associate different types of data with each challenge. In order to do so, participants were split
into four breakout rooms, one for each of the identified data purposes, i.e. the main reasons why tourism
stakeholders might be interested in accessing data. The breakout rooms were:

e Breakout room I: Increase of tourism sustainability & accessibility;

e Breakout room II: Conduct market analysis & inform decision-making;

e Breakout room Ill: Improvement of the interaction and engagement of the tourist;
e Breakout room IV: Improvement of planning and operations of tourism services.

' The main sources used to identify the challenges are: European Commission, Directorate-General for Internal
Market, Industry, Entrepreneurship and SMEs, Galasso, G., Montino, C., Sidoti, A, et al., Study on mastering data for
tourism by EU  destinations . main  text, Publications Office of the European Union,
2022, https://data.europa.eu/doi/10.2873/23880; and European Commission, Directorate-General for Internal
Market, Industry, Entrepreneurship and SMEs, 7ransition pathway for tourism, Publications Office of the European
Union, 2022, https://data.europa.eu/doi/10.2873/344425
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The results of such workshop will be used as the starting point of the development of use cases, which
will help the team in defining the characteristics that a European data space for tourism should have.
Moreover, workshop results will complement the analysis of the gaps and overlaps among the existing
data sharing initiatives focused on the tourism sector.

The slides of workshop Section | are presented in Section 5 of this report, while the results of the breakout
rooms are presented in Section 3.

[+]
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2. Attendance

Overall, 207 participants from 27 countries’ attended the event. The attendees covered several
categories of stakeholders, ranging from destination management organizations to consulting firms and
public authorities. Accordingly, the graph below provides an overview of the workshop participants
distribution by typology of stakeholders.

Figure 1 - Participant distribution

Travel agency/Tour operator
Public authority 1% Academia/Research
15% 17%

Booking platform
1%
Consulting firms
Other 5%
9%

NGO/Association
5%

HORECA
4% Destination management

organization

26%
Digital/Data private
organization
17%
m Academia/Research = Booking platform
= Consulting firms Destination management organization
= Digital/Data private organization = HORECA
m NGO/Association m Other
= Public authority = Travel agency/Tour operator

3. Key findings

The following subsections depict the findings that were uncovered in each breakout room. The activities
in each breakout room followed the same structure:

e For each presented challenge, participants were asked to rate its importance (on a scale from 1 to
5, where 1 was absolutely not important and 5 very important) and to mention which types of data
they would need to address it;

: Albania,Argentina,Austria,Belgium,Bosnia and Herzegovina,Croatia,Czech
Republic,Finald,France,Germany,Greece,Netherlands,Hungary,Ireland,Israel,Italy, Mexico,Norway,Poland,Portugal,Slovenia,Spain,Switzerland,
Turkey, United Kingdom, United States of America.
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e Then, they were asked to rank the priority of the challenges (by positioning the one with the highest
priority at the top of the list and the one with the lowest priority at the bottom);

e Finally, they were asked an open question to investigate whether there was any missing challenge,
its rate and the data needed to address it.

Correspondingly, Table 2 depicts the types of data presented when asked which data are the most useful
to solve the specific challenge.

Table 2: Typologies of data needed to address a specific challenge

Type of data ‘ Explanation

Accessibility data Data about accessibility and inclusivity of the destination

Data about the context of consumer behavior in the purchase, uptake and

Behavior of tourists . .
abandonment of tourist services.

Data concern occupancy rates and/or number of overnight stays on daily basis,

Demand and offer data . . . . ,
level of quality of tourism for region, prices for tour operators’ contracts.

Local/Residents’

. . . Data about emotional aspects of local communities.
satisfactions and emotions

Data about transportation sector, including maritime, air and train flow data,

Mobilit . . .
obiiity ticketing and payment services.

Data about tourism consumption behaviors (e.g. tourist expenditure by

Purchase habits . . . ) e . .
nationality, transaction data, consumption decisions both online and offline).

Data about all the related industry to tourism sector, like agriculture, amusement

Related industry data
Y parks, real estate data.

Data on the economic, social and environmental contributions and dependencies
Sustainability data of tourism (e.g. loading capacity requirements for geographic destinations, use of
natural resources by tourism, tourism water consumption).

Data about profiling of tourists, including demographic characteristics, tourists’

Typology of tourists
ypology personal data.

Tourists flow Data about tourists’ movement on a specific site.
Tourists’ satisfaction & Data about customer experience, emotional aspects of tourists, review scores,
emotions sentiment analysis.

Accordingly, the findings of each breakout room will be shown in the following paragraphs.

the European Union  ~onsylting
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Guide for results interpretation

For each challenge, a table depicts three key findings: i) the average importance rating that
participants gave to the challenge, implying the impact on the business to which they belonged;
i) the percentage representing the frequency of votes expressed for each rating number (from 1
to 5); and iii) the percentage representing the frequency of votes expressed for each data type,
when asked which are the most useful ones to solve the challenge”’.

Break out room 1: Increase of tourism sustainability & accessibility
Moderators: Tatiana Semenova and Adele Pia Villani from the Italian Ministry of Tourism

The first breakout room was dedicated to the data purpose of sustainability and accessibility, or else the
improvement of sustainability and accessibility of the tourism offer producing positive impacts on society
at large. For this specific data purpose, the project team uncovered 7 challenges: the respective findings
of each of them are illustrated below.

Challenge I: Support the growth of sustainable parameters awareness among the tourism
industry

The challenge of supporting the growth of sustainable parameters awareness among the tourism industry
relates to the fact that the tourism industry is pervaded by a lack of awareness of sustainable parameters.
There is a need to provide much more valuable information to users of touristic services. This implies more
measurable impact indicators and monitoring systems made available for both tourists and stakeholders.
Also, in this case, digital technologies can play a relevant role for both gathering data and producing
valuable impact score carding systems.

As shown in the table, an average rating of 4.3 out of 5 was given to the challenge of supporting the
growth of sustainable parameters awareness among the tourism industry. Correspondingly, behavior of
tourists, sustainability data and mobility data were considered to be the three types of data that are most
useful to solve this challenge.

° As this was investigated though a multiple-choice question, the percentage are calculated as the total number of
votes received by each data type divided by the total number of votes expressed.

The percentages of the results were rounded to the nearest whole number. As a result, the sum of the individual
‘humbers does not always add up to 100%.

WDATES
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Table 3 — Increase of tourism sustainability & accessibility challenge 1 results

. Type of data that are most useful
Average rating Percentage
to solve the challenge
Behavior of tourists _
Sustainability data 13%
Mobility data 13%
Tourists flow 12%
4 - 3 Accessibility data 8%
Demand and offer data 8%
Local/Residents’ satisfactions and
Y ¢ Y ¢ Y ¢ - 1 emotions 8
Tourists' satisfaction & emotions 6%
0% 0% 7% 57 % 36 % Purchase habits 6%
Related industry data
Typology of tourists
14 voters 15 voters

100%

Challenge Il: Manage tourism seasonality

The challenge of managing tourism seasonality has to do with the importance of being able to identify,
address and mitigate the effects of the seasonal variation of waste, pollution and natural resources
consumption generated by tourism. At the same time, crowds might also be detrimental for fragile
landscapes and heritage sites. Similarly, following Covid-19 pandemic, visitors are increasingly inclined to
choose destinations with lower density and able to offer safe and diversified outdoors activities.

As shown in the table, an average rating of 4.5 out of 5 was given to this challenge. Correspondingly,
tourist flow, behavior of tourists and mobility data were considered the most useful data to solve this

challenge.

Table 4-Increase of tourism sustainability & accessibility challenge 2 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Tourists flow _
Behavior of tourists 14%
4 5 Mobility data 14%
8 Sustainability data 12%
Typology of tourists 12%
* * * * i Demand and offer data 9%
Local/Residents’ satisfactions and emotions 9%
0% 8% 0% 254 67 % Accessibility data 5%
Purchase habits 5%
Tourists’ satisfaction & emotions 3%
Related industry data
12 voters 13 voters 100%
[ o
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Challenge llIl: Reduce negative impacts of tourists’ behavior on local communities and
environment

This challenge arises from the fact that it is important to ensure that tourism does not cause harm to the
nature, local environment, social and cultural wellbeing of the local residents. Tourism services should not
be steered and provided to visitors in ways that risk harming the local environment, culture or its people.
This would reduce the attractiveness of the destination over the long term by reducing its environmental
and cultural authenticity.

As shown in the table, an average rating of 4.7 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, local/Residents’ satisfactions and emotions, and tourists’ satisfaction &
emotions were considered the most useful data to solve this challenge.

Table 5 — Increase of tourism sustainability & accessibility challenge 3 results

. Type of data that are most useful
Average rating Percentage
to solve the challenge
Behavior of tourists 18%
Local/Residents’ satisfactions and
emotions 15%
4 7 Tourists’ satisfaction & emotions 12%
. Tourists flow 10%
Mobility data 10%
Sustainability data 10%
Typology of tourists 10%
Purchase habits 9%
0% 0% 0% 33% 67 % Demand and offer data 6%
Accessibility data 0%
Related industry data 0%
12 voters 12 voters 100%

Challenge IV: Meet the demand for more sustainable tourism

A Eurobarometer survey from October 2021 indicated that 82% of Europeans are willing to change their
travel habits for more sustainable practices, including consuming locally sourced products, reducing waste
and water consumption, travelling off-season or to less visited destinations and choosing transport options
based on their ecological impact. Accordingly, this challenge pertains to the fact that consumers’ choices
must be empowered, through more transparent information about the sustainability and environmental
footprints of the destinations/tourism services.

As shown in the table, an average rating of 4.5 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, sustainability data, and tourists flows were considered the most useful data to
solve this challenge.

WDATES
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Table 6- Increase of tourism sustainability & accessibility challenge 4 results

. Type of data that are most useful to solve
Average rating Percentage
the challenge

Behavior of tourists 15%

Sustainability data 13%

4 5 Tourists flow 13%

- Demand and offer data 13%

Mobility data 10%

* * * * i Purchase habit§ 10%
Typology of tourists 10%

Tourists’ satisfaction & emotions 6%

0% 0% 8% 33% 58 % Local/Residents’ satisfactions and emotions 5%

Related industry data 5%

Accessibility data

12 voters 12 voters 100%

Challenge V: Measure and reduce environmental footprint

The challenge of measuring and reducing the environmental footprint arises from the fact that
comprehensive data collection by industry and sectoral category rules development is required to be able
to compare data within a sector or product category on ‘average’, ‘low’ or ‘good’ performance. R&l is
needed to help develop sectoral category rules development for specific tourism products and services in
a transparent, non-discriminatory manner (e.g. considering peripheral destinations that need to import
products). Tools and technologies are also needed to make applying the environmental footprint method
more user friendly for SMEs. This would make the methodology accessible to them and facilitate data
collection on the environmental footprint calculation to monitor the industry’s development on
sustainability.

As shown in the table, an average rating of 4.6 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, sustainability data, and mobility data were considered the most useful data to
solve this challenge.

Table 7— Increase of tourism sustainability & accessibility challenge 5 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Behavior of tourists 17%
Sustainability data 16%
4 6 Mobility data 14%
o Tourists flow 14%
Related industry data 11%
* * * * i Purchase habits 10%
Demand and offer data 6%
Typology of tourists 5%
0% 0% 8% 23 % 69 % Accessibility data 3%
Local/Residents’ satisfactions and emotions 3%
Tourists’ satisfaction & emotions
13 voters 13 voters 100%
WDATES Funded by intellera 1231
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Challenge VI: Sustainable mobility

The European Green Deal calls for a 90% reduction in greenhouse gas emissions from transport, in order
for the EU to become a climate-neutral economy by 2050, while also working towards a zero-pollution
ambition. To achieve this systemic change, we need to make sustainable alternatives widely available.
Accordingly, this challenge relates to the fact that immediate actions to adapt mobility system are
necessary to tackle climate change and reduce pollution.

As shown in the table, an average rating of 4.4 out of 5 was given to this challenge. Correspondingly,
mobility data, behavior of tourists, and tourists flow were considered the most useful data to solve this

challenge.
Table 8- Increase of tourism sustainability & accessibility challenge 6 results
Type of data that are most useful to
Average rating solve the challenge Percentage
Mobility data 27%
Behavior of tourists 16%
Tourists flow 16%
4 4 Sustainability data 13%
o Demand and offer data 9%
Related industry data %
* * * * Accessibility data 4%
1 Purchase habits 4%
Tourists’ satisfaction & emotions 2%
0% 0% 8% 42 % 50 % Typology of tourists 2%
Local/Residents’ satisfactions and
emotions
12 voters 12 voters 100%

Challenge VII: Improve the supply and visibility of accessible tourism services

Development and diversification of tourism products and services aimed at ensuring equal access to tourist
destinations and cultural heritage. Accessible and inclusive tourism is a key to helping all people participate
fully in society. There are approximately 87 million people with some form of disability in the EU*, and in
2020, 20.6% of the EU population was aged 65 or over’. It is therefore important to ensure the supply of
accessible tourism facilities in all destinations and provide clear and accessible related information to
travellers planning and reserving their stays and activities. Moreover, based on Eurostat statistics from
2019, 35% of EU residents of 15 years or older did not make overnight trips’. The share of older people not
doing overnight trips was higher than younger people, and 52% of persons not doing overnight trips
mentioned financial reasons for it. Access for all to tourism could be boosted by developing moderately

* https://ec.europa.eu/commission/presscorner/detail/en/ip_21 6568
* https://www.disability -europe.net/downloads/1046 - ede-task-2- 1 -statistical-indicators-tables-eu-silc-2018

® https://ec.europa.eu/eurostat/statistics-
explained/index.php?title=Tourism_trends_and_ageing#Nearly_half of the Europeans_aged 65.2B_who_did_not m

‘ake_tourism_trips_mentioned_health_reasons
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priced off-season accommodation and travelling opportunities for unemployed, retired and people with
low income.

As shown in the table, an average rating of 4.3 out of 5 was given to this challenge. Correspondingly,
mobility data, accessibility data, and demand and offer data were considered the most useful data to
solve this challenge.

Table 9— Increase of tourism sustainability & accessibility challenge 7 results

Type of data that are most useful to
Average rating solve the challenge Percentage
Mobility data 16%
Accessibility data 16%
Demand and offer data 15%
4 . 3 Behavior of tourists 10%
Tourists flow 10%
Typology of tourists 10%
* * * * 1 Tourists’ satisfaction & emotions 9%
Related industry data %
Sustainability data 3%
0% 0% 17 % 42 % 42 % Purchase habits 1%
Local/Residents’ satisfactions and
emotions
12 voters 12 voters 100%

Challenges ranking

Participants were then asked to rank the seven presented challenges. Accordingly, the challenges were
ranked in the following way'":

1. Support the growth of sustainable parameters awareness among the tourism industry

N

Meet the demand for more sustainable tourism and reduce negative impacts of tourists’ behavior
on local communities and environment

Measure and reduce environmental footprint

Sustainable mobility

Manage tourism seasonality

o ok~ w

Improve the supply and visibility of accessible tourism services

Missing challenges

Participants were then asked, through an open question, to investigate whether there was any missing
challenge concerning the data purpose of the break out room, with a corresponding rate out of 5 and the
data needed to address it. Accordingly, the following themes emerged:

e Spreading a new culture of sustainability in tourist operators. Rating 4/5

"Such ranking was calculated assigning a weight to each of the rank positions. Therefore, the highest weight was
assigned to each vote ranking the purpose as the most important (1%) and so on. Then, the final ranking is based on
the sum of all the products of the number of votes for a ranking position times the weight assigned to that rank
osition.

WDATES
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e Importance of relationship/influence among environmental/biodiversity indicators and economic
indicators in the tourism sector. Rating 4/5

Break out room 2: Conduct market analysis and inform decision making
Moderators: Dolores Orddriez from Anysolution

The second break out room was dedicated to the data purpose of conducting market analysis and
informing decision making. Indeed, higher availability of data and improved data analytics capabilities
allow improvements in market analysis and decision-making. For this specific data purpose, the project
team uncovered 8 challenges: the respective findings of each of them are illustrated below.

Challenge I: Develop effective business strategies and make investment decisions

The challenge of developing effective business strategies and make investment decisions arises from the
fact that both private businesses and public authorities need to ground their strategic and investment
decisions on reliable information. The enhancement of data availability, data quality, and quality analysis
are crucial for decision making. Accordingly, the combination and interoperability of the many available
data sources can help tourism players in extracting meaningful insights, improving their strategies and the
way priorities are defined and budget allocated.

As shown in the table, an average rating of 4.3 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, demand and offer data, and sustainability data were considered the most useful
data to solve this challenge.

Table 10— Conduct market analysis and inform decision making challenge 1 results

Type of data that are most useful to

Average rating solve the challenge Percentage
Behavior of tourists 14%
Demand and offer data 12%
Sustainability data 11%
4 . 3 Typology of tourists 11%
Mobility data 9%
Tourists flow 8%

* * * * 1 Accessibility data 8%

Local/Residents’ satisfactions and

emotions %
5 % 0% 5 % 40 % 50% Tourists’ satisfaction & emotions %
Purchase habits %
Related industry data 5%
20 voters 20 voters 100%

Challenge Il: Monitor the flow of visitors between districts and attractions

Often tourism destination and attractions are “overwhelmed” and suffer from “overtourism” (e.g. Venice).
In the case of cities, the population of the historical city center has been constantly falling (e.g. Venice -
70% from its peak in the 1950s), as residents move to escape the nuisances of tourists and price increases
and to conveniently make their homes available to online vacation rentals operators, such as most notably
Airbnb (“airbnbfication”). Moreover, “overtourism” also generates a set of other challenges, including of

WDATES
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the effectiveness of public services, conservation of the cultural heritage (tangible and intangible), and
management of security risks. For these reasons, cities and points of interest (heritage sites, natural parks,
routes etc...) need a solution to better manage the flows of tourists. The challenge of managing large
tourists flows con be also linked to specific large events (e.g. festivals, expo...).

As shown in the table, an average rating of 4.0 out of 5 was given to this challenge. Correspondingly,
mobility data, tourists flows, and behavior of tourists were considered the most useful data to solve
this challenge.

Table 11— Conduct market analysis and inform decision making challenge 2 results

Type of data that are most useful to

A i P
verage rating solve the challenge ercentage
Mobility data 18%
Tourists flow 17%

Behavior of tourists 14%
4 O Sustainability data 9%
|

Local/Residents’ satisfactions and

emotions 9%
Demand and offer data 8%
Tourists’ satisfaction & emotions 8%
Purchase habits 6%
5 % 5 % 14 % 36 % 41% Typology of tourists %
Accessibility data 5%
Related industry data 1%
22 voters 22 voters 100%
Challenge Ill: Answer to the so-called request for “hyper personalization” of travel

experiences

Following the Covid-19 pandemic, there is a constantly increasing request for the hyper personalization
of the travelling experiences. Developing hyper-personalized strategies presents a critical challenge; due
to this, optimizing hyper-personalization and designing new processes and business models takes center
stage in tourism and hospitality to reach new levels of customer service and experience through the
introduction and development of new solutions supported in the internet of things, software interfaces,
artificial intelligence solutions, back-end and front-end management tools, and other emergent business
intelligence strategies.

As shown in the table, an average rating of 3.3 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, typology of tourists and tourists’ satisfaction & emotions were considered the
most useful data to solve this challenge.
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Table 12— Conduct market analysis and inform decision making challenge 3 results

Type of data that are most useful to
solve the challenge

Behavior of tourists -

Average rating Percentage

Typology of tourists 17%

Tourists' satisfaction & emotions 13%

3 3 Purchase habits 12%
. Demand and offer data 9%
Mobility data 8%

* * * 1 Tourists flow 6%
Sustainability data 5%
Local/Residents’ satisfactions and
4% 4% 52 % 30% 8% emotions
Accessibility data

Related industry data
23 voters 23 voters 100%

Challenge IV: Assess impacts of events and infrastructure investments

Events attracting big amounts of attendants have positive impact on the local economy, on the visibility
and reputation of the location and on the cultural environment of the destination. At the same time, they
might have negative spillovers. For this reason, the challenge of assessing impacts of events and
infrastructure investments arises. The challenge of assessing economic, social and environmental impact
of any activity is always increasing thanks to the 2030 Sustainable Development Goals agenda and the
increasing awareness and demand of tourists. Similar reasoning can be applied to investment in tourism-
related infrastructure (e.g. airports, streets, railways, new bus lines etc). Forecasting impacts can help in
reducing the negative spillovers.

As shown in the table, an average rating of 3.8 out of 5 was given to this challenge. Correspondingly,
sustainability data, mobility data, and tourists flow were considered the most useful data to solve this

challenge.
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Table 13— Conduct market analysis and inform decision making challenge 4 results

Average rating

3.8
* & K A

Type of data that are most useful to
Percentage
solve the challenge

Sustainability data _I

Mobility data 12%

Tourists flow 12%

Behavior of tourists 10%

Local/Residents’ satisfactions and

emotions 10%

Demand and offer data 9%

Accessibility data 9%

Tourists’ satisfaction & emotions

0% 13% 22% 35% 30% Purchase habits
Typology of tourists
Related industry data
23 voters 24 voters

100%

Challenge V: Crisis management

The challenge of crisis management stems from the fact that the tourism industry and supply chain can be
suddenly disrupted if a dramatic event (e.g. pandemic, natural catastrophes, terrorists attack etc) takes
place. Accordingly, having updated information on these elements can help decision making regarding
risk management, disaster management and recovery. In a nutshell, reliable information can support the

pathway towards resilience.

As shown in the table, an average rating of 4.0 out of 5 was given to this challenge. Correspondingly,
mobility data, tourists flow, and related industry data were considered the most useful data to solve

this challenge.

Table 14— Conduct market analysis and inform decision making challenge 5 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Mobility data | 18 |
Tourists flow 12%
Related industry data 12%
4 O Behavior of tourists 11%
v Tourists' satisfaction & emotions 10%
Demand and offer data 9%
* * * * Sustainability data 8%
Accessibility data 8%
Typology of tourists 5%
0% 8% 17% 39% 34% Local/Residents’ satisfactions and
emotions 4%
Purchase habits
23 voters 23 voters 100%
WDATES Funded by intellera 18] 31
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Challenge VI: Incentive collaboration among different types of stakeholders

Tourism is an industry that involves a wide variety of stakeholders. For this reason, vertical and horizontal
governance are key for its success. Having information on points of convergence between
central/regional/local public authorities and private market players can incentivize collaboration (e.g. PPP,
collaboration between central and local PA, between private market players etc) for common purposes
(e.g. tourism development strategies at public level and partnership even with competitors at private level).

As shown in the table, an average rating of 4.3 out of 5 was given to this challenge. Correspondingly,
demand and offer data, tourists flow, and tourists’ satisfaction & emotions were considered the most
useful data to solve this challenge.

Table 15— Conduct market analysis and inform decision making challenge 5 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Demand and offer data 16%
Tourists flow 11%
Tourists' satisfaction & emotions 10%
4 3 Typology of tourists 10%
. Mobility data 8
Related industry data 8%
* * * * Behavior of tourists 8%
1 Local/Residents’ satisfactions and
emotions 8%
0% 0% 19% 30 % 50% Purchase habits 8%
Sustainability data %
Accessibility data 6%
26 voters 26 voters 100%

Challenge VII: Manage the tourists-residents relationship

Tourism can be an opportunity for local communities, either from an economic perspective (increase
revenues for local businesses, more business opportunities) and from a social perspective (increased
employment, increased services innovation, exposure to different cultures). At the same time, when
tourism turns into “overtourism”, the negative sides might be more than the positive ones (e.g. increase of
prices for local communities, loss of places liveliness etc ), and this is why the challenge of managing the
tourists-residents relationship arises. Being aware of benefits and problems might help public authorities
in making decision managing tourism in a way that maximizes the positive sides and minimize the negative

ones.

As shown in the table, an average rating of 4.2 out of 5 was given to this challenge. Correspondingly,
local/residents’ satisfactions and emotions, tourists flow, and tourists’ satisfaction & emotions were
considered the most useful data to solve this challenge.
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Table 16— Conduct market analysis and inform decision making challenge 7 results

Type of data that are most useful to

Average rating solve the challenge Percentage
Local/Residents’ satisfactions and
emotions 17%
Tourists flow 13%

4 2 Tourists’ satisfaction & emotions 13%
. 13%

Behavior of tourists

Typology of tourists 10%
* * * * « Mobility data 10%
Sustainability data 7%
Demand and offer data %
0% 0% 28% 24 % 48% Accessibility data 4%
Purchase habits 4%
Related industry data _I
25 voters 25 voters 100%

Challenge VIII: Cultural shift regarding tourism sector data sharing

All the aforementioned challenges can be addressed through the use of data. The availability of the data
is key. For this reason, it is important that tourism-related data producers (and users) understand the
benefits of data sharing and commit to enhance data availability and accessibility. Indeed, at the moment,
tourism industry is facing a data silos problem, meaning that data are produced and kept at
company/public authority level but there is no data infrastructure enabling their exchange. At the same
time, data producers/holders might be afraid that sharing some kind of data could somehow result in a
damage for their organization. For this reason, they wish to keep control over their data and decide
when/how/with whom to share their data. A data space for the tourism sector aims exactly at solving this
dichotomy: it enhances data sharing while it ensures owners’ control over the data.

As shown in the table, an average rating of 4.1 out of 5 was given to this challenge. Correspondingly,
typology of tourists, demand and offer data, and related industry data were considered the most
useful data to solve this challenge.
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Table 17— Conduct market analysis and inform decision making challenge 8 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Typology of tourists 12%
Demand and offer data 12%
Related industry data 12%
4 1 Mobility data 11%
. Purchase habits 9%
Tourists flow 9%
* * * * ; Behavior of tourists 9%
Sustainability data 9%
Tourists' satisfaction & emotions %
4% 0% 25% 25 % 45% Accessibility data %
Local/Residents’ satisfactions and
emotions
24 voters 24 voters 100%

Challenges ranking

Participants were then asked to rank the six presented challenges. Accordingly, the challenges were ranked
in the following way":

1. Develop effective business strategies & make investment decisions
Monitor the flow of visitors between districts and attractions
Incentivize collaboration among different types of stakeholders
Cultural shift regarding tourism sector data sharing

Assess impacts of events and infrastructure investments

Answer to the so-called “hyper personalization” of travel experiences
Manage the tourists-residents relationship

© NP OA WD

Crisis management
Missing challenges

Participants were then asked, through an open question, to investigate whether there was any missing
challenge concerning the data purpose of the breakout room, with a corresponding rate out of 5 and the
data needed to address it. Accordingly, the following themes emerged:

e Standardization on accommodations and other touristic resources. Ranking 4/5

e Measurement of the impact of implemented policies, using long term key performance indicators
e Challenges regarding energy and resources savings (e.g. water, food...)

e (Challenges related to relation between tourism and health

® Such ranking was calculated assigning a weight to each of the rank positions. Therefore, the highest weight was
assigned to each vote ranking the purpose as the most important (1%) and so on. Then, the final ranking is based on
the sum of all the products of the number of votes for a ranking position times the weight assigned to that rank
osition.
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Break out room 3: Improvement of the interaction and engagement of the
tourist

Moderators: Danilo Bianchini from Intellera Consulting

The third breakout room was dedicated to the data purpose of improving the interaction and engagement
of the tourist, which implies the development of tourism services that are increasingly personalized and
based on a higher degree of interaction with the customer/end user. For this specific data purpose, the
project team uncovered 6 challenges: the respective findings of each of them are illustrated below.

Challenge I: Address the demand/needs of tourists of different generations

Due to sociodemographic trends, the EU tourist sector will see demand changes in the short, medium and
long term. For example, Baby Boomers will become the oldest target group in the coming decades, with
the highest spending capacity, but with lower digital skills than the other groups of interest. They will
progressively require a set of personalized touristic services based on a combination of health and cultural
tourism. Similarly, millennials, generations Z and Y are/will be highly digitally skilled tourists, but with lower
spending capacity than their parents. Moreover, generations Y and Z have the propensity to remain online,
and are more likely to ask for more inclusive and interconnected digital solutions and adopt a more ethical
lifestyle.

As shown in the table, an average rating of 3.8 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, typology of tourists, and demand and offer data were considered the most useful
data to solve this challenge.

Table 18- Improvement of the interaction and engagement of the tourist challenge 1 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Behavior of tourists 17%
Typology of tourists 17%
Demand and offer data 11%
3 8 Tourists’ satisfaction & emotions 11%
. Accessibility data 9%
Purchase habits 9%
* * * * Mobility data 8%
Tourists flow %
Sustainability data 5%
6% 0% 254 44 % 254 Local/Residents’ satisfactions and
emotions 4%
Related industry data 1%
16 voters 16 voters 100%

Challenge Il: Develop innovative immersive and digital tourism experiences

Consistently with the sociodemographic trends described in the previous challenge, tourists are and will
always be asking more immersive and digital experiences. For example, virtual and augmented reality
services enable real-like visitor experiences and might extend the participation to tourism services before
and after the travel experience. R&l in this area could provide new innovative, sustainable and accessible
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forms of tourism services, with innovative technologies that can be used to provide new ways to help
preserve natural and cultural resources at risk.

As shown in the table, an average rating of 3.8 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, typology of tourists, and tourists’ satisfaction & emotions were considered the
most useful data to solve this challenge.

Table 19 - Improvement of the interaction and engagement of the tourist challenge 2 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Behavior of tourists 24%
Typology of tourists 13%
Tourists' satisfaction & emotions 13%
Demand and offer data 9%
3 8 Tourists flow 9%
- Purchase habits %
* * * * Accessibility data 6%
Mobility data 6%
Sustainability data 6%
0% 14 % 7% 64 % 14% Local/Residents’ satisfactions and
emotions
Related industry data
14 voters 14 voters 100%

Challenge lll: Improve tourists’ experience by providing information on tourism flows

This challenge pertains to the fact that information regarding the amount of people actually visiting a
specific point of interest and information regarding the most crowded moments will surely allow residents
and tourists to make their visits safer and more comfortable. For this purpose, some cities have already
installed a network of devices that collect anonymous real time data from a crowd stream by detecting
Bluetooth devices. Moreover, such devices can also transmit messages to the users, who can receive
information and live suggestions regarding discounts, activities, events, or new routes for visitors, directly
on their smartphones.

As shown in the table, an average rating of 4.2 out of 5 was given to this challenge. Correspondingly,
mobility data, behavior of tourists, and tourists flow were considered the most useful data to solve this
challenge.
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Table 20— Improvement of the interaction and engagement of the tourist challenge 3 results

Average rating Type of data that are most useful to | Percentage
solve the challenge
Mobility data 18%
Behavior of tourists 17%
Tourists flow 17%
Accessibility data 10%
4 2 Local/Residents’ satisfactions and
9 emotions 10%
Tourists' satisfaction & emotions %
* * * * ' Typology of tourists 6%
Sustainability data 6%
Purchase habits 5%
Demand and offer data
Related industry data
16 voters 16 voters 100%

Challenge 1IV: Manage online reputation and leverage on tourists’ satisfactions

In the last decades, the impact of traditional “word of mouth” has been amplified by the tourists’ active
use of Internet. During and following their travelling experience, tourists often publish online information
regarding their satisfaction and emotions (“sentiment”) which can of course improve or damage tourism
stakeholders. The sentiment analysis - based on the Natural language processing (NLP) - permits to
measure the level of satisfaction expressed online regarding a service, a product or a brand. Being aware
of one’s own reputation can help in designing strategies on how to engage the customers and improve
their satisfaction.

As shown in the table, an average rating of 4.1 out of 5 was given to this challenge. Correspondingly,
tourists’ satisfaction and emotions, local/residents’ satisfactions and emotions, and behavior of
tourists were considered the most useful data to solve this challenge.

Table 21 - Improvement of the interaction and engagement of the tourist challenge 4 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Tourists’ satisfaction & emotions 21%
Local/Residents’ satisfactions and
emotions 18%
Behavior of tourists 12%
4 1 Typology of tourists 12%
" Demand and offer data 11%
* * * * _ Accessibility data 8%
Purchase habits 6%
Tourists flow 5%
0% 13 % 6% 38 % 44% Sustainability data 5%
Mobility data 3%
Related industry data
16 voters 17 voters 100%
WDATES Funded by intellera 24| 31
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Challenge V: Reach potential clients without being fully dependent on OTAs

Nowadays tourists are able to choose, configure and assemble a highly customized journey, instead of
asking for a package from a travel agent or a website. They reduced the use of intermediation channels if
they do not provide a higher added value than an online website. Together with the raise of cashless
payments, this process incentivized the use of online intermediaries, highlighting the need to compare or
aggregate tourism supply (e.g. online travel agencies — or OTAs — search engines, and price comparison
platforms). On one side, these intermediaries give visibility to tourism players’ offers and help them in
reaching potential clients, on the other side, they are so widespread that it is extremely difficult for players
to reach clients without referring to such platforms. Additionally, these platforms generate large amounts
of data that put them in an always privileged position. Data availability could help tourism stakeholders
(HORECA in particular) in finding ways to reach (potential) clients without using OTAs.

As shown in the table, an average rating of 4.4 out of 5 was given to this challenge. Correspondingly,
demand and offer data, behavior of tourists, and typology of tourists were considered the most useful
data to solve this challenge.

Table 22— Improvement of the interaction and engagement of the tourist challenge 5 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Demand and offer data 19%
Behavior of tourists 17%
Typology of tourists 17%
Purchase habits 17%
4 4 Related industry data 9%
. Tourists’ satisfaction & emotions %
Accessibility data 4%
Sustainability data 4%
Tourists flow 3%
0% 0% 18% 29 % 53% Mobility data 3%
Local/Residents’ satisfactions and
emotions 0%
17 voters 17 voters 100%

Challenge VI: Create and manage a relation with tourists

A lot of effort is required especially by small tourism businesses to attract new customers. It makes sense
then to consider the potential for stimulating repeat visits and/or referrals from them, because it can a
more efficient use of scarce resources to stay in touch with previous customers than to spend on
advertising to attract a continual stream of new ones. CRM loyalty programs that provide economic
incentives have a positive effect on customer retention and market share. A small increase in the number
of loyal customers can result in reduced marketing costs, increased sales, and higher profits. While
traditional promotional activities are necessary to attract new customers, there are opportunities for
(especially) small tourism businesses to supplement these with initiatives to increase loyalty.
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As shown in the table, an average rating of 3.8 out of 5 was given to this challenge. Correspondingly,
purchase habits, behavior of tourists, and typology of tourists were considered the most useful data
to solve this challenge.

Table 23— Improvement of the interaction and engagement of the tourist challenge 6 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge

Purchase habits 20%
Behavior of tourists 19%
Typology of tourists 17%
Tourists' satisfaction & emotions 16%
3 8 Demand and offer data 11%
. Accessibility data 5%

Local/Residents’ satisfactions and
* * * * emotions 5%
Mobility data 3%

0% 0% 38% 38% 23% Tourists flow

Sustainability data
Related industry data
13 voters 13 voters 100%

Challenges ranking

Participants were then asked to rank the six presented challenges. Accordingly, the challenges were ranked
in the following way’:

1. Improve tourists’ experiences by providing information on tourism flows
Reach potential clients without being fully dependent on OTAs

Address the demand/needs of tourists of different generations

Create and manage a relation with tourists

Manage online reputation and leverage on tourists’ satisfaction

Develop innovative immersive and digital tourism experiences

o Uk wd

Missing challenges

Participants were then asked, through an open question, to investigate whether there was any missing
challenge concerning the data purpose of the breakout room, with a corresponding rate out of 5 and the
data needed to address it. Accordingly, the following themes emerged:

e Balance tourists-related companies/organizations’ interest to engage with tourists’ with their
(possible) desire not to be overwhelmed by lot of information

® Such ranking was calculated assigning a weight to each of the rank positions. Therefore, the highest weight was
assigned to each vote ranking the purpose as the most important (1%) and so on. Then, the final ranking is based on
the sum of all the products of the number of votes for a ranking position times the weight assigned to that rank
osition.
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Break out room 4: Improvement of planning and operations of the tourism
service

Moderators: Marco Codastefano from Intellera Consulting

The fourth break out room was dedicated to the data purpose of improving the planning and operations
of the tourism service. This implies that understanding, and possibly predicting tourism patterns through
data con help to improve the overall efficiency and competitiveness of the tourism ecosystem. For this
specific data purpose, the project team uncovered 5 challenges: the respective findings of each of them
are illustrated below.

Challenge I: Understand and better forecast the tourism flow

The challenge of understanding and better forecasting the tourism flow relates to the fact that tourism
enterprises are facing growing uncertainty. They will need to collect as much data as possible to cover the
gaps in the decision-making process. A key factor to boost competitiveness is to make better and more
innovative use of data, so that operators are able to anticipate demand for their services, analyze customer
profiles and business trends, and ultimately provide a better customer experience.

As shown in the table, an average rating of 4.6 out of 5 was given to this challenge. Correspondingly,
tourist flow, behavior of tourists, and mobility data were considered the most useful data to solve this

challenge.
Table 24— Improvement of planning and operations of the tourism service challenge 1 results
. Type of data that are most useful to
Average rating Percentage
solve the challenge
Tourists flow 14%
Behavior of tourists 12%
Mobility data 12%
Demand and offer data 10%
Tourists’ satisfaction & emotions 10%
4 - 6 Purchase habits 10%
Local/Residents’ satisfactions and
emotions 9%
* * * * i Accessibility data 8%
Sustainability data 7%
0% 0% 0% 35% 65% -
Typology of tourists 7%
Related industry data 4%
17 voters 17 voters 100%

Challenge Il: Manage seasonality in the tourism sector

Seasonality of demand is generally considered one of the major challenges in the tourism business.
Destinations with high fluctuations in seasonality often face various challenges, such as overcrowding, high
prices, inadequate infrastructure in peak seasons, as well as a lack of services and job opportunities in
shoulder and low seasons. Accordingly, seasonality is a measurable feature with significant economic and
social impacts. Understanding the main characteristics can help to modify its occurrence.
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As shown in the table, an average rating of 4.3 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, demand and offer data, and typology of tourists were considered the most useful
data to solve this challenge.

Table 25— Improvement of planning and operations of the tourism service challenge 2 results

Average rating Type of data that are most useful to | Percentage

solve the challenge
Behavior of tourists 16%
Demand and offer data 14%
Typology of tourists 12%
Tourists flow 11%
4 3 Tourists' satisfaction & emotions 10%
u Sustainability data 10%
Purchase habits 9%

* * * * 1 Local/Residents’ satisfactions and
emotions 8%
Mobility data 5%
0% 0% 15% 42% 42k Accessibility data
Related industry data
19 voters 19 voters 100%

Challenge lll: Manage and reduce overcrowding of sites and services

Depending on the type of destination and characteristics of its attractions, tourism flows can present more
or less clear or recurring patterns — such in relation to seasonal attractions or specific landmark/sites. It is
important to create innovative tourism services that manage tourism flows based on real-time data (e.g.
crowd management at attractions). Data driven destination management tools, practices and technologies
are needed to boost the sustainability of tourist destinations and reduce overcrowding of sites and services.

As shown in the table, an average rating of 4.0 out of 5 was given to this challenge. Correspondingly,
behavior of tourists, tourist flow, and local/residents’ satisfaction and emotions were considered the
most useful data to solve this challenge.
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Table 26— Improvement of planning and operations of the tourism service challenge 3 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Behavior of tourists
Tourists flow
Local/Residents’ satisfactions and
emotions 12%
4 O Mobility data 2%
L Demand and offer data 11%
Typology of tourists 9%
* * * * Tourists' satisfaction & emotions 9%
Sustainability data 9%
Purchase habits
0% Sk 22% 38% 33k Accessibility data
Related industry data
18 voters 18 voters 100%

Challenge IV: Multimodal ticketing — smart mobility

This challenge arises from the fact that in the transportation sector, tracking and identifying tourists will
become increasingly important. The technologies for controlling mobility and access will be key in this
aspect. Digitalization of the tourism ecosystem makes it increasingly easy to find and book journey tickets
online. However, this is not easy if the door-to-door trip requires multimodal transport, for example
combining air, train and local transport. The digital transformation of the transport and mobility sector
requires further efforts related to data availability, access and exchange.

As shown in the table, an average rating of 4.1 out of 5 was given to this challenge. Correspondingly,
mobility data, behavior of tourists, and demand and offer data were considered the most useful data

to solve this challenge.

Table 27— Improvement of planning and operations of the tourism service challenge 4 results

Average rating

4.1

* % % %

Type of data that are most useful to
Percentage
solve the challenge

Mobility data T

Behavior of tourists 12%

Demand and offer data 12%

Accessibility data 12%

Tourists flow 11%

Typology of tourists 9%

Purchase habits 9%

Tourists’ satisfaction & emotions 7%

Sustainability data 6%

Local/Residents’ satisfactions and

0% 11% 16% 22% 50% i
emotions
Related industry data
18 voters 18 voters 100%
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Challenge V: Manage online reputation and leverage on tourists’ satisfaction

The challenge of managing online reputation and leverage on tourists’ satisfaction concerns the fact that
user-generated content is an important data source to explore tourist satisfaction and understand how to
improve guest experience, competitive positioning and marketing activities. The analysis of these data
allows to understand tourist behavior in a view to developing travel recommendation systems and improve
marketing activities, with a view of improving overall efficiency and competitiveness of the tourism
ecosystem.

As shown in the table, an average rating of 3.9 out of 5 was given to this challenge. Correspondingly,
tourists’ satisfaction & emotions, behavior of tourists, and local/residents’ satisfactions and
emotions were considered the most useful data to solve this challenge.

Table 28— Improvement of planning and operations of the tourism service challenge 5 results

. Type of data that are most useful to
Average rating Percentage
solve the challenge
Tourists' satisfaction & emotions 22%
Behavior of tourists 20%
Local/Residents’ satisfactions and
emotions 14%
3 9 Typology of tourists 14%
o Demand and offer data 12%
Accessibility data %
* * * * Tourists flow 5%
Purchase habits 5%
Related industry data 2%
5% 11% 5% 38 % 38% Mobility data
Sustainability data
18 voters 17 voters 100%

Challenges ranking

Participants were then asked to rank the five presented challenges. Accordingly, the challenges were
ranked in the following way™:

Understand and better forecast the tourism flow

Manage seasonality in tourism sector

Manage and reduce overcrowding of sites and services
Manage online reputation and leverage on tourists’ satisfaction
Multimodal ticketing — smart mobility

o b~ e

" Such ranking was calculated assigning a weight to each of the rank positions. Therefore, the highest weight was
assigned to each vote ranking the purpose as the most important (1%) and so on. Then, the final ranking is based on
the sum of all the products of the number of votes for a ranking position times the weight assigned to that rank
osition.

WDATES

Fiamdid Ty intellera
the European Union  ~on<|ting 30|31




Missing challenges

Participants were then asked, through an open question, to investigate whether there was any missing
challenge concerning the data purpose of the breakout room, with a corresponding rate out of 5 and the
data needed to address it. Accordingly, the following themes emerged:

e Need to inform all visitors and local residents about (temporary) closures of infrastructure (e.g.
sights, hiking tracks, cycling routes, wildlife areas, avalanche danger zones...) before they come to
closed locations and need to change plans on the spot. Rating 5/5

¢ Need to consider weather data for the improvement of planning and operations of tourism services

As mentioned above, the team will use the evidence collected from the workshop for defining the use
cases of the European data space for tourism. More specifically, starting from the challenges with the
highest priority, the Team will carry out desk research and will organize a workshop (in March) to
develop and discuss the use cases.

Such use cases will also be at the base of defining the data space technical and governance
requirements. Consultations related to these topics will take place in the upcoming months.

5. Slides of the workshop

This section presents the slides used during the workshop Section |: A European Data Space for the tourism
sector, in the following order:

l. Rules, agenda, workshop objectives and participant distribution
Il. Objectives of DATES and the benefits for the tourism sector

Il. Data spaces — the policy

V. The dataspace for Mobility, Tourism & Transport

V. First results
V1. Break out room set up
'DATES Funded by intellera 3131
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House keeping rules

Just three simple rules for this workshop

5w £

Mute your mike Ask questions in the chat This session will be recorded

'DATES Giovanna Galasso
Europeen Deta Spoce for Taurm DIGITAL-2021-PREPACTS-DS-01 — Preparatory actions for Data Spaces Intellera




Workshop Objectives

) Session |
Understanding the concept of Data Spaces

(

I

' @ Presentation of the DATES project and its policy context.

: Showcase of the key features of a data space, its definition and a practical example.
\ Present the first results of the project

~————_/
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Definition and prioritization of the main business challenges Session Il

Understanding of the main challenges faced in the tourism sector and prioritization of the
ones that could be potentially be solved by a data space.

@ Priotization of data needs

Prioritization of data needs based on the most relevant challenges emerged. Such prioritization will
be the ground for the definition of use cases.
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— am o o o - . .

Giovanna Galasso
DIGITAL-2021-PREPACTS-DS-01 — Preparatory actions for Data Spaces Intellera

WoaTES

European Dam Spece for Taurism




Today’s agenda

Time

10:00 - 10:05
10:05 - 10:15
10:15 - 10:45
10:45 — 10:55
10:55-11:00
11:10-12:00
12:00 -12:15

WoATES

Session Contributor

Section | — A European data space for the tourism sector

Welcome Giovanna Galasso — Associate Partner — Intellera Consulting
Objectives of DATES and the benefits for the Dolores Ordoéiez — DATES Project coordinator Director -
tourism sector Anysolution

Arpad Welker — Policy Officer — European Commission DG CNECT
& Jean-Francois Cases — Amadeus President — EONA X

The concept of data spaces
First results concerning data sharing initiatives Marco Codastefano — Manager — Intellera Consulting
Introduction to the breakout rooms Danilo Bianchini— Manager — Intellera Consulting
Break (11:00-11:10)
Section Il — Connecting the dots
Data needs prioritization workshop Italian Ministry of Tourism, Intellera, Anysolution

Discussion and closing remarks

Giovanna Galasso
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Who are we in this workshop?

WoaTES

European Dam Spece for Taurism

Other
10.2%

Travel agency/Tour operator DMO

3.6%

HORECA
6.1%

Consulting firms

6.6% 240+

registered

Digital/Data private org
15.7%

Academia/Research
19.3%

Public Authority
15.2%
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OBJECTIVES OF DATES
AND THE BENEFITS FOR
THE TOURISM SECTOR

Dolores Ordonez — Director - Anysolution




consulting

MINISTERO INTERNATIONAL DATA
,-/'//\\ DEL TURISMO EN@EQgSI‘guR SPACES ASSOCIATION mVOI'iS @ .

SN~ REPUBBLICA ITALIANA Competitive and Sustainable Teurism REINVENTING TRAVEL

#@ANYSOLUTION tecnal:a =IDC AROTUR aMaDEUS relers LY

aNewGovernance outdooractive

WoATES

European Data Space for Tourism

Objectives of DATES and the benefits for the tourism sector

This project has received funding from the
Digital Europe Programme under Grant
Agreement No 101084007
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European Data Space for Tourism

.
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Definition Data Space
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DATES

Create an integrated and Local level

comprehensive tourism data
ecosystem managed by a

common governance Regional level

National level

Develop a blueprint of the
technological and non-
technological elements that
will define a tourism data space

WoATES

Identify high-priority data
sets and define rules for
their usage

Incorporate resilience and
sustainability as transversal
pillars of the tourism data
space
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Expectations

Support Collaboration Exchange
Recommendations Ecosystem engagement Mutual learn

Guiding Avoiding reinventing the Knowledge
wheel
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Challenge: Connecting Data Providers and Data
Consumers to reach Critical Mass

New added
value

European Dam Spece for Taurism



Understanding the needs of....

Data Providers, Data Users and Mediators

2
P

Data Providers Mediators Data Consumers

: Platforms, Apps !

#

European Dam Spece for Taurism




Example Use case

Increasing
satisfaction?

Resources
saving?

New Tourism
experience?

WoATES

European Dam Spece for Taurism
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Blueprint

Coalition
workshops
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One more thing... please get involved!

r

. | y ,l’ : v ¥ . 1[ !.7.:.' T e p
[ 3 :

Te*Ds.

... and please mY dear
Ariends ...
...dp not pmp/uaé YMOre
papers and plﬂtﬁr/ms
but pmotioal solutions
that will solve real
tourism problems

l

s
§
?
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https://www.tourismdataspace-csa.eu

@ Home - DATES X +

« > C @ tourismdataspace-csa.eu

Home Resources Events Contact Be part of DATES v

Survey

B
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WE’'RE GOING TO SET THE BASES OF THE
EUROPEAN DATA SPACE FOR TOURISM

JOIN US!!

Dolores Ordonez

dom@anysolution.eu
“#» ANYSOLUTION

European Dat Spece for Taurism




Data spaces — the policy

Arpad Welker, policy officer
DG CNECT, G2

Wednesday 8th February 2023
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Data Space for Tourism — Policy Context

N

Communication “A European strategy for data”. common and interoperable data spaces

European Data Strateqgy initiative

Create a single market for data

Staff Working Document

Funded under the Diqgital Europe programme

European
Commission

Arpdd Welker



https://ec.europa.eu/info/strategy/priorities-2019-2024/europe-fit-digital-age/european-data-strategy
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A52020DC0066
https://digital-strategy.ec.europa.eu/en/library/staff-working-document-data-spaces
https://digital-strategy.ec.europa.eu/en/activities/digital-programme

Common European data spaces

S e © g m S e

Industrial & Public from
Health Manufacturing Agriculture Finance Mobility Green Deal Energy Administration Skills public
sector
* Driven by stakeholders * Sectoral data governance (contracts, licenses, access rights,
* Rich pool of data of varying degree of openness usage rights)
* Technical tools for data pooling and sharing
Data Spaces Support Centre
e Coordinating the development of data spaces e Assuring common standards and interoperability
Technical infrastructure for data spaces
Smart : Al Testing and
Edge & cloud Middleware Marketplace H|gh-Performance Alon demand Experimentation
Services . Computing platform i
solutions Facilities

24 j
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Key characteristics of a data space

« A secure and privacy-preserving IT infrastructure to pool, access, process, use and share data.

« A data governance mechanism, comprising a set of rules of legislative, administrative and contractual

nature that determine the rights to access, process, use and share data in a trustful and transparent
manner.

« Data holders are in control of who can have access to their data, for which purpose and under which
conditions it can be used.

* Presence of vast amounts of data that are made available on a voluntary basis and can be reused
against remuneration or for free, depending on the data holder’s decision.

 Participation by an open number of organisations/individuals.

25

European
Commission

Arpdd Welker




Design principles for common European data spaces

Promote tools to
control, pool,

access, use and
share all types of
data favouring Data control

FRAND principles

Comply with applicable Respect of
EU legal framework, EU rules

and pUt in place and Values
adequate measures to

prevent unauthorised g
access to data

Open to all actors
(organisations/individuals)
that respect EU rules and

values and comply with
o data space rules é_/

Put in place an appropriate
governance structure

(mechanisms) to ensure fair,

transparent, proportionate and
Governance non-discriminatory access to,

sharing and use of data.

Develop on
international

Interconnection standards, INSPIRE,

and FAIR principles to
interoperability \j\ progressively lead to

single EU data space

Encourage actors to use common
technical data infrastructure (including
sector-specific framework and
cybersecurity- and data protection-by-

\_j| design principles)

European |
Commission

Arpdd Welker




Support the Commission in:

The EC's role in supporting the creation of data spaces

Lays down a number principles to

increase trust in neutral data
intermediaries, i.e., the
Data orchestrators of the data spaces

Governance

Contribute to the definition
of objectives for each data
space and promote use of

EDIB guidelines Work with
stakeholders

Ensure that companies and

Issuing quidelines to facilitate the individuals can benefit from

international data flows, while
guaranteeing compliance
_— with the Union’s data
Data Act protection and security rules

Facilitates interoperability
Offer a \% of data, data sharing
technical mechanisms and services
solution (incl. data spaces)

between sectors
DIGITAL) to deploy common European (smart

data spaces as European digital middleware) \/

infrastructures in specific sectors é_/
This helps pool existing European

27 i
data infrastructures Commission
(cloud federation) Arpdd Welker

development of the common
European data spaces

Identifying the relevant =L ropean_ Daly
standards and interoperability Innovation
requirements for cross-sector Board (EDIB)

data sharing

EU financial contribution (notably




Common European data spaces supported

through DIGITAL
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-

The
European
Green
eal

- 6O

" 1

@ )

Green Deal

Mobility

Skills

Security data
space for
innovation

Language
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EONA-X
The dataspace for Mobllity,
Tourism & Transport

Jean-Francois Cases — President — EONA X

European Dat Spece for Taurism




EONA-X Mobility, Tourism & Transport e

Data Space

Improve the tourism and the multimodal mobility / transport experience in Europe
Facilitate the data exchange among actors of the industry
Provide safety, sustainability, comfort, resilience, accessibility, efficiency, fun

Current
aeroport
partners I I I I I I narsbille

provence

@&m

(Q)apidae GROUPE ADP dMaDEUS
(ﬁi 7 Renault
2l —
AlR FRANCEellg(IJ_UI\g Group
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EONA-3<

Business Model

_Non profit Organisation

_Members in the Mobility,
Tourism and Transport
industries

_Financed by internal

funding and looking for
European and National
funding
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EONA=<

Main activities

Contribute to EU Data Space program and explore opportunities on how to unlock data

Yo
\‘
value in the tourism and mobility area Q’J

* Explore opportunities by implementing use cases incl. applications which have the
potential to generate value.

e Use cases are the core of the efforts of EONA-X, need full support and engagement at
Strategic / Management / Financial level

* |dentify and prepare use cases for their realization

DIGITAL-2021-PREPACTS-DS-01 — Preparatory actions for Data Spaces Jean-Francois Cases



EONA=X

Use cases under work

Mobility,

10 2024 smart city

_ _ Open data Itinera
Environmental impact Multimodality bfoadcast disrupﬁgn

WoaTES

European Dat Spece for Taurism
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Multimodal Use Case selected as showcase of the feasibility

Usually, transport is multi-segment, involving several means of transportations and different stakeholders making it difficult to

Initial problem adapt to disruption
Each segment has its own rules, tickets, sources and channels of information

The traveler is planning to go to Palma from Brussels going through Paris to watch a match at the Stade de France
The journey can be summarized as follows:

i

g A A= S hmd 2

Bruxelles Paris Stade de CDG PMI Palma de Mallorca Beach
: 4 France

A A A
el story \ A ) \ ) \ /4\\ /
\\ 7 \\ ,‘\ U’ No e’ S // S //
> -~ > -- TT-» - - s> - - Rt = -7 > --
[ N ]

* The traveler used the platform that contains everything necessary to plan a trip @ /la carte: possible ways of
transportation for each leg, schedules, connections, prices, bookings and so on.

* Once added to her trip, she receives real-time updates and notifications on the corresponding mobile app, his
digital assistant during the trip. This app works like a safe-box in which all tickets and travel documents are stored.

* Asa traveler, | can manually create a trip by adding flights, trains and buses to my “travel book”
* For each ways of transportation, | entered | see the schedules, details and receive real-time updates.
* Direct advantage: the stakeholders share schedules under a common format

First MVP
perimeter

© Amadeus IT Group and its affiliates

20 A=3S

) 35
Jean-Francgois Cases



Multimodality Use Case — Eona-X demonstrator

Seamless travel app

ECLIPSE

Federation services
(catalogue, authorisations, etc.)

Producer
. AMADEUS AIR FRANCE Other
ADP AMP
Environments 1A (/6X) KLM Renault artners

AIRFRANCE KL M N 1o Renault
dMaDEUS GROUP GROUPE ADP """ pencs Group

O Dataspace Connector (Eclipse Dataspace Connector is Open Source Software)
Federation services
——> Data exchange 20) Jr’\:ﬁ/é‘

)
Jean-Frangois Cases

© EONA-X



EONA-X data catalogue

7

i,

GROUPE ADP
ADP Terminals

API
e ol

EONA-A v 7 _~~ SANDBOX

Search assets... Search %

b, AIRFRANCEIL M aMaDEUs aMaDEUS

GROUPE ADP

ADP Transit information AFKL Flight Schedules 6X PNR 6X Flight Schedules

25 A B® 35
e Bl SNCF]

Tourism information Renault dealers locator SNCF Train Schedules
API API API
e of e 2" of e of

l aéroport
II I I marseille

provence

AMP Arrival Info

API
o T of

= OINAS

Jean-Francgois Cases



Conclusion

Onboarding new providers (hotels, boats, ports,

Catalogue upgrade with new data S
taxis, bikes...)

Transport applications providers onboarding (for
example MaaS providers, regions...)

Demonstrator upgrade Deployment 0|VmP.|C Games
Paris 2024

Extend use cases

WoaTES

European Dat Spece for Taurism
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FIRST RESULTS

Marco Codastefano - Manager Intellera Consulting
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Methodology Overview

I T2.1 - Map existing public and private platforms collecting, storing and sharing data relevant for

1
|
" tourism at all territorial levels, from global to local levels |
|————=====- 1 L o o :
1 I
' r\ : T T T T T T T T T T T T T T T T T T e e T s s s m s s s mm - I
: @ | 1 T2.2 - Analyze and cluster mapped platforms to create an up-to-date taxonomy of ways and purposes |
I I —>: in which data is produced and used in the tourism ecosystem, including cross-sectoral synergies, :
1 | . .
I drivers and barriers 1
I I
: Work Package 2 e e e e e e e e — — — — ———_—_—_———  — — ——— i
i Context analysis 1 e e e |
' and agreed : I T2.3 - Identify potential common building blocks with other data spaces created in the EU and |
: components | g establish long-term collaboration with them l
1 | | :
1 1
! o B R EE .
e : T2.4 - Identify a priority list of data sets and data purpose relevant for the tourism data space I
|

Marco Codastefano

WoATES

European Dam Spece for Taurism
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Methodology Overview

I T2.1 - Map existing public and private platforms collecting, storing and sharing data relevant for

|
|
" tourism at all territorial levels, from global to local levels |
|————=====- 1 L o o !
1 I
' r\ : T T T T T T T T T T T T T T T T T T e e T s s s m s s s mm - I
: @ | 1 T2.2 - Analyze and cluster mapped platforms to create an up-to-date taxonomy of ways and purposes |
I I —>: in which data is produced and used in the tourism ecosystem, including cross-sectoral synergies, :
1 | . .
I drivers and barriers 1
I I
: Work Package 2 e e e e e e e e — — — — ———_—_—_———  — — ——— i
i Context analysis 1 e e e |
' and agreed : I T2.3 - Identify potential common building blocks with other data spaces created in the EU and |
: components | g establish long-term collaboration with them l
1 | | :
1 1
! o B R EE .
- - : T2.4 - Identify a priority list of data sets and data purpose relevant for the tourism data space I
|

Marco Codastefano

WoATES

European Dam Spece for Taurism
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Methodology overview

' Desk research \ / \
The survey complemented the results

Desk research activities allowed to of the desk research.

identify an initial list of data sharing
initiatives.

Its aim was twofold: (i) gaining insights :
on relevant data sharing initiatives that !
could have been missed during the desk !
research activities and (ii) exploring
which are the challenges in the tourism
sector.

The desk research has been carried out
using a mix of relevant sources.

To ensure that the mapping is able to
cover as many initiatives as possible, all
partners have been assigned to a
geographical area.

The answers to questions regarding
which data are needed in the tourism
sector are wused as preliminary
knowledge that would inform today’s
\ ' '\ workshop. /

e - - - - - - - - - - ———— =
- = = = = e = e = e e e e e e e e e e e e e e e e e e -

Marco Codastefano
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Overview - Survey

Typology of organization of respondents

Some facts on respondents... Association
1.9%

Research Institution
3.3%
Start-up company

Public authority

209 53% 29.2%
(o survey 87

Large for-profit company
are awareof.  answers used data 6.2%
data sharing sharing

initiatives initiatives
University
7.7%

NGO/ not-for-profit organization
23.9%

'DATES Marco Codastefano
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Overview - Inventory

Initiatives per country [ EG_—

sharing
initiatives
from 39
countries

'DATES Marco Codastefano
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Initial findings — Data purpose

What are the purposes of making use of data for tourism?

I
Improve interaction and engagement with the tourist I
I

I I
I I
I n-. Development of tourism services increasingly personalised | I
: and based on a higher degree of interaction with the | :
I customer/end-user. I

Understanding (and possibly predicting) tourism patterns
through data can help to improve the overall efficiency and !
competitiveness of the tourism ecosystem.

I
Improve planning and operations of tourism services I
| P I

Conduct market analyses and inform decision-making Increase tourism sustainability and accessibility

e Higher availability of data and improved data analytics
capabilities allow improvements in market analysis and

decision-making.

Enhanced analysis and management of data can improve the
destinations sustainability and accessibility producing positive
impacts on society at large. :

European Commission, Directorate-General for Internal Market, Industry, Entrepreneurship and SMEs, Galasso, G., Montino, C,, Sidoti, A, et al., Study on
mastering data for tourism by EU destinations : main text, Publications Office of the European Union, 2022, https://data.europa.eu/doi/10.2873/23880

'DATES Marco Codastefano
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https://data.europa.eu/doi/10.2873/23880

Initial findings — Data purpose

Inventory Survey
0 N /”_ Most important data purposes \\\
," Distribution of data purposes \\ /1. Conduct market analysis and inform decision-making, thanks "\

-

to a higher availability of data and improved data analytics
capability,

2. Improve planning and operations of tourism services,
facilitated by the understanding of tourism patterns through
data.

140
120
100

1
|
1
1
1
1
1
1
1
1
1
1
1
. 80
1
1
. 60
1
1
1
! 40
1
1
1
! 20
1
1
1
! 0
1

Rank of data purposes available

1
I 1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
! A 1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
! 1
1

1 Conduct market analysis & inform decision-making

2 | Improvement of planning and operations of tourism services

3 Increase of tourism sustainability and accessibility
Plonning & Market analysis &  Tourists'  Sustainabiliy & . 4 Improvement of the interaction and engagement of the tourist ,
‘\ operations  decision making engagement accessibility ! ‘\ /I
' /! . 5| Other K
\ i AN e

N e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e =
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Initial findings — Data sources

User generated data Transaction data

User-generated content (UGC) is data produced and made The rise in cashless payment solutions — from shops to public
available by tourists themselves. UGC can be divided into two transports, accommodation and tourism sites — generates
main sub-categories: textual information (such as reviews, massive amount of tourism-related commercial data. Such
posts, etc.) and photos (usually uploaded on social media, data is generated anytime a transaction is performed,
including additional information, such as locations, time and including in the pre-visit phase.

Textual 02 Web search and Online booking Consumer card
webpage visiting and purchasing transactions

tags).

GPS, mobile roaming, RFID, Smart city (pollution, Business Context specific
bluetooth, meteorological, Wi-Fi traffic, waste, etc.) information information
Device data Other data

High value data can also come from other sources, including

private businesses datasets (e.g., data on the number of

passengers held by airlines), statistics (such as datasets
Device data can be divided in data collected by devices and published by public authorities), and context-specific
sensors that allow the tracking of movements, and data information (e.g., the information on the history of a place,
collected by smart city/data initiative devices and sensors. which can be used to develop a virtual reality experience).

Study on mastering data for tourism by EU destinations : main text, Publications Office of the European Union,

2022, https://data.europa.eu/doi/10.2873/23880
Marco Codastefano
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https://data.europa.eu/doi/10.2873/23880

Initial findings — Data sources

Inventory Survey
7 T e Rank of most important data Iy
/ What are the most used data sources? R / A _ \
K \ / 1 | Transaction data \

User-generated data

i ! ! !
| 1
| o 2 |
! 15, 6% ! ! : |
: i ’ ! ! 3 | Device data |
1 1 1 1
E | : 4 | Otherdata E
44,17% ! I
1 ’ 1 1 . . e I
| ! ! Frequency of data sources in data sharing initiatives :
1 1
! i L 40% !
1
: . 35,13% L e :
— 1
E 64% : : 30% |
! | T 25% :
1 1 1 CIC.) 1
1 : : =} 20% 1
1 g 1
! R .
: : : [T 15/) !
| m User generated data ® Transaction data | ! 10% |
1 1 } 0, '
'\ = Device data Other data ) \ > ,'
'\ ’ \ 0%
N // \\\ Other data Transaction data Device data User generated data  ,“

N e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e =
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Main gaps — Data information & characteristics

Data information not yet been addressed Shortages in terms of data characteristics

Demand and offer data

]
Sustainability data I — —————— 1. Incomplete data
Mobility ]
Behavior of tourists I ———— 2. Not widely spread open data
Purchase habits I . .
Typology of tourists I — ————— 3. Low quality and granularity of data
Tourists's satisfaction & emotions I . ope
Related industry data  n— 4. Data InteroPerablllty
| _ Touristsflow  hmm 5. Lack of coordination/cooperation
Local/Residents' satisfaction and emotions
Accessibility data 6. Lack of users' skills/awareness regarding data
0% 5% 10% 15% 20% 25%
Frequency

WoaTES

European Dam Spece for Taurism
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BREAK OUT ROOMS

Danilo Bianchini — Manager — Intellera Consulting

European Dat Spece for Taurism




Break out rooms

1 — Sustainability & 2 — Market analysis 3 — Tourists’ 4 — Planning &
accessibility & decision-making engagement Operations
Facilitator: Facilitator: Facilitator: Facilitator:
Italian Ministry of Anysolution Intellera Consulting Intellera Consulting
Tourism Dolores Ordénez Danilo Bianchini Marco Codastefano
Tatiana Semanova
Adele Pia

Danilo Bianchini
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Break out room set up

______________________________________________________

Check the email sent
yesterday!

Join the breakout room!

and the section Il will start
at 11:10

You will find a link for the
assigned breakout room

L ———————— - -
e ———

After joining, take a break

N o e e e e e e e e e e e e e N e e e e -

Danilo Bianchini
DIGITAL-2021-PREPACTS-DS-01 — Preparatory actions for Data Spaces Intellera
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