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Hechas las presentaciones
formales... iVamos a
empezar!
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Del “listofono” al wearable




iUltrawearable!




En 2020 + de 50 Billones de elementos conectados




Coche conducido con la mente




Coches que leen tu mente

Pradicts which button you will press, Drwver concentration menitored
. g __ through steering wheel sensors

Y
&

Finger tips tingle to confirm button Analyses driver heart rate and

selaction, .- e L/— respiration

B

Scans for possible hazards and Haptic padals will warn the driver of hazards by pulsing or vibrating the

gathers traffic sign data. accelerator pedal. Haptic pedal could also alert the driver if the vehicle
detects a lack of concentration, and in conjunction with Traffic ngna'
Recognition (TSR), help ensure correct speed limits are observed.

© Jaguar
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Algun dia, creo que seremos
capaces de enviarnos
N pensamientos complejos los
unos a los otros de manera
directa, usando la tecnologia.
Bastara pensar en algo, y tus
amigos podran compartir la
T vt experiencia contigo de manera

Actualizado: 07/07/2015 04:37 horas —~

S ————— inmediata si tu quieres. Mark

Igun dia, creo que seremos capaces de enviarnos Ademés
pensamientos complejos los unos a los otros de Z u C ke r b e r
manera directa, usando tecnologia. Bastara pensar S:;g:g:os por
en algo, y tus amigos podran compartir la internet
experiencia contigo de manera inmediata, si ta quieres». El pasado




EL GMUNDO Edicién Espaiia v  Versién Clasica v

= SECCIONES Navegante Gadgetoblog Entre Bits&Chips Player Applicate Jaque perpetuo

TECNOLOGIA Experimento

Asi se dijeron 'hola' dos cerebros a
7.000 kilometros de distancia

x5

Robotized

: Mind =» Brain
% Receiver:
motor imaginery BLUETOOTH INTERNET NEURONAVIGATION phosphens perception
i (hands=1, feet=0) EEG data CODE: 2218910 Coil location/orientation =1, n0=0)

CARLOS BETRIU > Especial para EL MUNDO > Londres
4]
http://www.elmundo.es/tecnologia/2014/09/07/54098d1a268e3e85448b4582.html —
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Pentagon We’ll control gadgets with

brain signals
Source: Pentagon - Defensa Advanced Research Pgojects Agency [DARPA)
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communicate
using neural activity alone

http://www.elmundo.es/tecnologia/2014/09/07/54098d1a268e3e85448b4582.html




APP Store con
143 Apps Disponibles

NeuroSky
BrainLink Pro: Focus Training,

Meditation Guide and Brain Games
ﬁﬁ?ﬂr v 11 customer reviews
| 22 answered questions

Price: $199.00 + $55.28 Shipping & Import Fees Deposit
to Spain Details ~
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Estamos en el inicio de una nueva
era, una #ERAEMOCIONAL que
se une con la #ERADIGITAL.
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Tecnologias emocionales, para
conocer mas a nhuestros
clientes.

“La cara es el espejo del alma”
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KNOW YOUR CUSTOMERS. OFFLINE.

Age: 34 'R ..

¥ Gender: Female
Emotion:  Happy
Attention: 7,3s

Distance: " 3,5m

Age: 35
Gender: Male
Emotion:  Happy
Attention: 6,5s

:?t . Distance: 3,2m
.
" ' ¥
»
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- % Male
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Know your Ci,stomer%.

N S

& Emotion:  Angry
Attention: 3s
Distance: 3,3m
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Personas mirando al sensor, sonrisas detectables

. Personas de espaldas al sensor, sonrisas no detectables

Area detectable por el sensor
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_ A l B [ ] T » JO [ -S| F | G | H | 1 | J | « | L | M | N | © | P | @ | R | s | T | U
1 |Meas ID Age AgeG  Gender TimeStamp_Start TimeStamp_En Hour Weekday dwellTime obsTime seenTime  smileTime smileCount angryTime angryCount sadTime sadCount  surprisedTim surprisedCou location
2 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3at 16 0-18 male 2017-03-01 20:51: 2017-03-01 20: 20 Wednesday 69,855 3,335 1,16425 0 0 0 0 0 0 0 0 Reception
3 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a! 22 19-37 female 2017-03-01 07:26: 2017-03-01 07: 7 Wednesday 6,01300001 3,238 5,12700009 1,75 2 0 0 0 0 0 0 Reception
4 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a¢ 60 >55 male 2017-03-01 20:04: 2017-03-01 20: 20 Wednesday 1,34800005 0,809 1,34800005 1,30200005 1 0 0 0 0 0 0 Reception
5 |587ce937c71d3775e1cd68f 58b73515¢71d3733a32d3a: 39 38-55 male 2017-03-01 11:35: 2017-03-01 11: 11 Wednesday 155,546 48,886 68,1629999 60,5060004 4 7,29299998 1 7,73500008 0 0 0 Reception
6 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 31 19-37 female 2017-03-01 09:46: 2017-03-0109: 9 Wednesday 49,0510001 10,646 49,0510001 0 0 0 0 6,41300015 1 0 0 Reception
7 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 24 19-37 female 2017-03-01 17:54: 2017-03-01 17: 17 Wednesday 2,14499998 0,404 2,14439998 2,125 1 0 0 0 0 0 0 Reception
8 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 55 38-55 male 2017-03-01 20:04: 2017-03-01 20: 20 Wednesday 17,1950002 1,751 8,83000016 17,01 2 14,2850001 1 0 0 0 0 Reception
9 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 43 38-55 male 2017-03-01 15:42: 2017-03-01 15: 15 Wednesday 26,98 0,705 23,8310001 2,06799984 0 0,57700014 0 0 0 0 0 Reception
10 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 27 19-37 male 2017-03-01 20:46: 2017-03-01 20: 20 Wednesday 4,49500012 0,424 4,43500012 0 0 0 0 0 0 0 0 Reception
11 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 25 19-37 male 2017-03-01 21:00: 2017-03-01 21: 21 Wednesday 32,983 1,646 32,983 1,5630002 0 25,431 1 0 0 0 0 Reception
12 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 21 19-37 female 2017-03-01 16:05: 2017-03-01 16: 16 Wednesday 717,383 86,282 426,674999 477,847 17 21,698 0 0 0 0 0 Reception
13 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 27 19-37 male 2017-03-01 07:40: 2017-03-01 07: 7 Wednesday 1,13999987 0,234 1,13999987 0 0 0 0 0 0 0 0 Reception
14 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 25 19-37 male 2017-03-01 16:17: 2017-03-01 16: 16 Wednesday 2,39600015 0,08 2,39600015 2,34599996 1 0 0 0 0 0 0 Reception
15 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a: 29 19-37 female 2017-03-01 20:29: 2017-03-01 20: 20 Wednesday 1,64599991 0 1,64599991 0 0 0 0 0 0 0 0 Reception
16 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 12 0-18 male 2017-03-01 07:37: 2017-03-01 07: 7 Wednesday 165,21 0,85 9,80099988 104,992 1 53,122 1 0 0 0 0 Reception
17 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 69 >55 female 2017-03-01 18:22: 2017-03-01 18: 18 Wednesday 57,5610001 18,931 57,063 56,0719998 4 0 0 0 0 0 0 Reception

18 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 56 >55 male 2017-03-01 12:39: 2017-03-01 12: 12 Wednesday 5,85000014 1,184 1,53300009 0 0 0 0 0 0 0 0 Reception
ﬁ587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 39 38-55 female 2017-03-01 19:54: 2017-03-01 19: 19 Wednesday 151,394 31,588 105,501 56,0599997 6 18,5140002 2 0,56599998 0 0 0 Reception
20 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 39 38-55 female 2017-03-01 14:06: 2017-03-01 14: 14 Wednesday 25,6989999 14,362 25,65989999 0,63559992 0 0 0 0 0 0 0 Reception
21 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 14 0-18 female 2017-03-01 07:33: 2017-03-01 07: 7 Wednesday 129,564 5,703 94,9679999 40,2520003 2 0 0 0 0 0 0 Reception
22 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 29 19-37 female 2017-03-01 11:08: 2017-03-01 11: 11 Wednesday 3,17999983 0,2 3,17999983 2,95700002 0 0 0 0 0 0 0 Reception
23 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 21 19-37 male 2017-03-01 07:23: 2017-03-01 07: 7 Wednesday 10,4780002 1,219 3,06200004 0 0 0 0 0 0 0 0 Reception
24 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 53 38-55 male 2017-03-01 12:36: 2017-03-01 12: 12 Wednesday 1,76099992 0,942 1,76099992 0 0 0 0 0 0 0 0 Reception
25 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 19 19-37 male 2017-03-01 20:38: 2017-03-01 20: 20 Wednesday 7,03100014 2,008 7,03100014 0,53199983 1 0 0 0 0 0 0 Reception
26 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 17 0-18 male 2017-03-01 10:41: 2017-03-01 10: 10 Wednesday 6,54699993 1,123 6,54699993 0 0 0 0 0 0 0 0 Reception
27 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 26 19-37 female 2017-03-01 17:25: 2017-03-01 17: 17 Wednesday 1,66499996 0,53 1,66499996 0 0 0 0 0 0 0 0 Reception
28 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3al 32 19-37 female 2017-03-01 13:20: 2017-03-01 13: 13 Wednesday = 2,5540002 0,532 2,9940002 1,54200006 0 0 0 0 0 0 0 Reception
29 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 58 >55 male 2017-03-01 12:33: 2017-03-01 12: 12 Wednesday 168,322 2,588 4,15500021 168,307 1 0 0 0 0 0 0 Reception
30 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 44 38-55 female 2017-03-01 08:24: 2017-03-01 08: 8 Wednesday 34,128 5,126 26,2180002 1,71899986 0 0 0 0 0 0 0 Reception
31 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 34 19-37 female 2017-03-01 15:59: 2017-03-01 16: 15 Wednesday 40,3049998 2,832 13,0699999 23,201 0 34,786 2 0 0 0 0 Reception
32 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 34 19-37 male 2017-03-01 18:54: 2017-03-01 18: 18 Wednesday 48,2689998 4,317 31,5279999 18,2679999 2 15,221 0 0 0 0 0 Reception
33 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 24 19-37 male 2017-03-01 18:52: 2017-03-01 18: 18 Wednesday 2,17000008 0,067 2,17000008 0 0 0 0 0 0 0 0 Reception
34 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a¢ 27 19-37 female 2017-03-01 21:00: 2017-03-01 21: 21 Wednesday 25,4449999 9,408 25,4449999 25,2989998 0 0 0 0 0 0 0 Reception
35 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a¢ 43 38-55 male 2017-03-01 15:07: 2017-03-01 15: 15 Wednesday 6,32800007 0,586 6,32800007 0 0 0 0 0 0 0 0 Reception
36 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 29 19-37 female 2017-03-01 15:38: 2017-03-01 15: 15 Wednesday 42,5910002 0 4,10400009 0 0 0 0 0 0 0 0 Reception
37 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 32 19-37 male 2017-03-01 19:55: 2017-03-01 19: 19 Wednesday 3,57000003 0,121 3,57000003 0 0 3,85099983 1 0 0 0 0 Reception
38 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 45 38-55 male 2017-03-01 14:02: 2017-03-01 14: 14 Wednesday 4,82300019 0,34 4,82300019 0 0 0 0 0 0 0 0 Reception
39 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 16 0-18 female 2017-03-01 21:11: 2017-03-01 21: 21 Wednesday 85,3149998 17,492 64,0639999 64,444 2 0 0 0 0 0 0 Reception
40 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 12 0-18 female 2017-03-01 20:34: 2017-03-01 20: 20 Wednesday 103,257 11,517 78,5220001 52,5360003 1 22,3760002 2 0 0 0 0 Reception
41 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 17 0-18 female 2017-03-01 07:17: 2017-03-01 07: 7 Wednesday 17,0879998 6,607 17,0879998 0 0 0 0 0 0 0 0 Reception
42 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 45 38-55 male 2017-03-01 18:51: 2017-03-01 18: 18 Wednesday 20,3369999 0,183 20,3369999 20,188 0 0 0 0 0 0 0 Reception
43 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a¢ 22 19-37 female 2017-03-01 15:37: 2017-03-01 15: 15 Wednesday 24,0580001 0,131 24,0580001 23,984 1 0 0 0 0 0 0 Reception
44 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a¢ 37 19-37 female 2017-03-01 09:33: 2017-03-01 09: 9 Wednesday 177,932 1,104 20,243 8,02099991 1 0 0 0 0 0 0 Reception
45 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 17 0-18 female 2017-03-01 07:34: 2017-03-0107: 7 Wednesday 128,961 1,591 33,0540001 20,1370003 5 22,4529998 4 0 0 0 0 Reception
46 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 50 38-55 male 2017-03-01 19:57: 2017-03-01 19: 19 Wednesday 7,27999997 3,07 7,27999997 7,23359997 1 0 0 0 0 0 0 Reception
47 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a 41 38-55 female 2017-03-01 14:18: 2017-03-01 14: 14 Wednesday 1,50800023 1,124 1,50800023 0 0 0 0 0 0 0 0 Reception
48 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a 31 19-37 female 2017-03-01 18:33: 2017-03-01 18: 18 Wednesday 1,35299993 0,353 1,35299993 0 0 0 0 0 0 0 0 Reception
49 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 19 15-37 female 2017-03-01 19:04: 2017-03-01 19: 19 Wednesday 2,37299991 0,648 2,37299991 0 0 0,91599989 1 0 0 0 0 Reception
50 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ac 19 15-37 male 2017-03-01 19:59: 2017-03-01 19: 19 Wednesday 5,12999988 0,726 5,12999988 0 0 2,34200001 1 0 0 0 0 Reception
51 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ar 22 19-37 female 2017-03-01 15:49: 2017-03-01 15: 15 Wednesday 108,507 2,81 14,582 12,9320002 2 64,8370001 1 0 0 0 0 Reception
52 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3ar 9 0-18 male 2017-03-01 08:54: 2017-03-01 08: 8 Wednesday 74,9419999 6,837 14,4809999 2,16100001 0 0 0 3,22599983 2 0 0 Reception
53 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a¢ 11 0-18 female 2017-03-01 09:22: 2017-03-0109: 9 Wednesday 163,987 0,526 3,33399987 0,71499991 1 0 0 0 0 0 0 Reception
54 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a¢ 31 19-37 female 2017-03-01 14:45: 2017-03-01 14: 14 Wednesday 1,39699984 0,305 1,39699984 0 0 0 0 0 0 0 0 Reception

55 |587ce93fc71d3775e1cd68f 58b73515¢71d3733a32d3a¢ 21 19-37 male 2017-03-01 20:11: 2017-03-01 20: 20 Wednesday 4,13800001 1,313 4,13800001 1,01100016 0 0 0 0 0 0 0 Reception
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Triple indicador de la felicidad turistica

Indicador de la satisfaccion del cliente, basado en el triangulo
de la satisfaccion y la felicidad.

Encuestas internas

Encuestas emocionales * Encuestas externas
* Percepcion cliente interno * Opiniones RRSS
* Sensores emocionales * Emotipos
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iNuestras obsesiones!

LA PUBLICIDAD DEL FUTURO YAESTA ~ Conocimiento cliente externo

AOUI * Conocimiento cliente interno
I * Neuromarketing
* Personalizacion
* Smart Data
e Adelantarse al futuro
* Adaptarse poco a poco al futuro
* Aprender barato de los errores
A : * Filosofia de Startup
tanHk?S: wffffji(?greydq% p * Ser resilientes, ser disuptivos
* Ser InnoBBadores




iEn definitival
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Volatil
Incierto
Complejo
Ambiguo

Lo unico que es seguro es el “cambio
constante”
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Aprender a adaptarnos
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Ser agiles
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MUCHAS
GRACIAS

Jimmy Pons

Innovation Maker
Jpons@grupobluebay.com
Tel. 615135080

Bluebay Hotels
www.bluebayresorts.com
@jimmypons

#forumturistic
@eurecat_events
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Sr. Carlo Capozzella

CEO

Cpz Hispania

www.smartecomap.com | @SmartEcoMap

Techocom




Q SmartEcoMap

Tecnologia cognitiva para
destinos turisticos.

Carlo Capozzella ceo / cpz Hispania



Q SmartEcoMap

Conecta al viajero del
siglo XXI| con su destino

Una experiencia personalizada
COMO NUNCca antes vista

QSmortEcoMap' Turismo inteligente contact@smartecomap.com







SmartEcoMaDTM
ya funciona

- & Virtual Assistant

Eco ya esta dando
recomendaciones y CoONsejos

en Lanzarote.

25°C

Una solucion innovadora. % - 2
; | sunny
+ Una herramlenta Ilsta para , . .~9~ S =7 Cosen. P

usar por |




| a tecnologia cognitiva
detras de SmartEcoMap™

LY

" IBM Watson




Hola Eco ;qué lugares me recomiendas
visitar manana por aqui cerca?

Te recomiendo visitar estos lugares cerca de ti

Castillo de San José Playa El Reducto Char




| OS destinos se
astan volviendo
Ntelig
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Explorando: Una pareja de mochileros

|
r



SmartEcoMap™ es para todos.

Porgue aungue Yo Vviva aqui,
tambien quiero descubrir que
experiencias hay en mi ciudad.



| as grandes
ventalas



= | asistente virtua
asta en la nube

o ®
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=
COMO canal principal
de Interaccion.



—Xperiencla
personalizada



nara adaptarse
a cualguier destino.



Creado ba|o la filosofia

Smart Turismo inteligente ontacti@smariecomap.com Made in the Canary Isiands



Fomenta e

conectanao al turista
cON suU aestino.

sSmart ' lurismo inteligent:



Objetivo
EXpandir la SIMDIOSIS
Destino-lurista.
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Caracteristicas

e Se basa en informacion ya existente.
* Habla el idioma del visitante.
e Se apoya en el Open Data.

e Una solucion sostenible.



asumir este gran reto?

700 millones de
turistas chinos

En los proximos 5 anos




(5raclas

contact@smartecomap.com
WWwWWw.Ssmartecomap.com

Q SmartEcoMap
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Sra. Sara Pastor
Directora Comercial de Europa

Adara
www.adara.com | @SaraPastor @adaraglobal

Organitza | Organiza: Patrocinen | Patrocinan:
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’(]]IE Generalitat de Catalunya
Wli¥ Ageéncia Catalana de Turisme
Centre Tecnologic de Catalunya @

‘Tecnocom




OWN:YQUR
AUDIENCE

ADARA




WHAT WOULD
YOU DO?



...IF YOU KNEW

$30 MORE & EXTRA DAY

that visitors from USA spent more
per night than visitors from Germany?




...IF YOU KNEW

D

.

that you're losing customers
to Mexico and South Carolina?




...IF YOU KNEW

that It took fewer dollars to convert a client
from France than from UK?




...IF YOU KNEW

that your business travelers return to your
hotels as leisure travelers more than once?




ADARA'S PREMIUM, PRIVATE DATA CO-OPERATIVE NOW HAS
175+ MAJOR GLOBAL TRAVEL BRAND PARTICIPANTS

: £
HOSPITALITY {c}:? GENERAL

A DELTA UNITED§{ Hertz  ——

AmericanAirlines ‘¢ - A
TINORWEGIAN %@."3 0698t9r.com

S L=yl eses = CRUISE LINE*
STIHAD KLV '

Royal Dutch Airlines e Nntin“ul Rn“ eV'te o punchbowl

REZIDOR i merica IBERIA g

nalional express am only-apartments

Louvre Hotels .
Torovr  Yea  tigerair

SOUTH AFRICAN AIRWAYS

B\l | Best Weste Su uttle hipmunk .hellc:mmrld
est Western.

Hotels & Resorts

N — ”a - 2 . .
55' Fcebupacific | traintine  Braveljp  ©7Uji

CHANGI . -
airport singaporne hﬂlElS h Ed N
HomeAway" & airberlin.com combin viator
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. SEARCH DATA

UNLOCKING INSIGHTS FROM ADARA DATA =TI

Based on billions of data points across the global travel ecosystem, we know Bl FroFiLE DATA
travelers relevant to your market — Real Time & Behaviour Data

Where they are *co ' Business
' vS. leisure

® If they responded
to your digital
media campaign

Where they
are

they search
Y @ Hotel rate

When and where‘ AN A ‘ e Number of nights
they book 0@ 0% they stay




® CAPTURE A COMPREHENSIVE VIEW OF YOUR CUSTOMER

Booked Hyatt Regency
In St. Louls

Searches with OTAS

Goes to the
Caribbean
every year Stays with
_ Hyatt ~2-3
/ | times per year

- | COMPLETE PICTURE 4
OF JOHN

Books occasionanlu
Family trips

International
traveler

Rents luxury
cars

traveler
Prefers

business class
hotels

Frequent busi



DYNAMIC, NEEDS
BASED TARGETING

Targeting as dynamic as
your customer

By destination intent

Optimization based on

performance
Conversion
CTR
Requests
Engagement

2+ people on itinerary

e,

Flew to NYC, Milan
and Paris

Searching for
urban destinations

Prefer 5* hotel J 0

10
brands DD
L1 [

Use smartphones
and tablets

Frequent flyer #1234

LUXURY
SHOPPER

30+ data points per
profile




PLANNING CYCLE SLIDE — MAKE THIS HEADER RELEVENT

Powerful opportunity to reach travelers at each stage of the travel lifecycle with a unigue message

Q

. Planning

@v

Reflecting Traveling




ALIGN ADARA MEDIA SOLUTIONS WITH EACH
STAGE OF THE TRAVEL LIFE CYCLE

DISPLAY
VIDEO lﬁ
PREMIUM ADARA TL OBILE ADARA
Ok, PMP > / ADARA Social  soom
PMP wee Preferred apArAon BBV
Onsite Placements PATHE DISPLAY Facebook &
% Instagram
oy T
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Reflecting

Dreaming Planning Traveling




ADARA INSIGHTS

ADARA
Campaign
Insights

Learn more about
travelers that responded
& booked as a result
of your campaign

ADARA
Traveler Value
Score

New, powerful metric that
accurately assesses your
customer’s potential
value as a traveler

ADARA
Impact for
DMOs

Precision mapping
of digital marketing
Investments to
destination revenue




UNDERSTAND YORU AUDIENCE TRIP PLANNING

TRIP PLANNING TIMELINE OVERALL

Utlllzmg ADARA'’s signals:

Time from Initial flight or hotel search
* Time until check-in
* 60% of hotel booking are made on the
same day with flight booking
‘Intensity’ / Search Frequency

24/35 days post booking
marketing window before they
check in

Day O = Hotel Booking

ADARA Confidential * 2016 Q3 ADARA Ecosystem




ADARA INSIGHTS

ADARA
Campaign
Insights

Learn more about
travelers that responded
& booked as a result
of your campaign

ADARA
Traveler Value
Score

New, powerful metric that
accurately assesses your
customer’s potential
value as a traveler

ADARA
Impact for
DMOs

Precision mapping
of digital marketing
Investments to
destination revenue




A SCORE FOR EVERY TRAVELER

3-5x trips/year

$5,000-%$7,500
annual spend

No status or basic
loyalty status

Researches across
all channels

1-2x trips/month

$15,000-$20,000
annual spend

Earned elite
loyalty status

Researches OTA
and direct suppliers

3x trips/month

$60,000+ annual
spend

Multiple top tier
elite loyalty status

Mostly focused
on direct suppliers



ADARA INSIGHTS

ADARA
Campaign
Insights

Learn more about
travelers that responded
& booked as a result
of your campaign

ADARA
Traveler Value
Score

New, powerful metric that
accurately assesses your
customer’s potential
value as a traveler

ADARA
Impact for
DMOSs

Precision mapping
of digital marketing
Investments to
destination revenue




AUDIENCE INSIGHTS HOTEL

Destination Province

Occupant
Bookings Searches LOS S ADR (USD) | Total Travelers | Room Nights Revenue (USD)
386,833 5,994,816 2.17 1.51 $160.92 584,118 839,428 $135,080,691.00
136,971 2,131,321 2.30 1.48 $178.19 202,717 315,033 $56,135,783.73
108,867 2,039,557 2.29 1.47 $190.11 160,034 249,305 S47,395,455.30
35,740 624,817 2.34 1.30 S175.74 111,462 200,632 S35,258,997.38
27,046 144,558 2.36 1.43 $133.57 38,676 63,829 $8,525,580.76
22,516 357,349 2.07 1.54 $142.20 34,675 46,608 $6,627,674.66
14,036 210,879 1.93 1.65 S134.46 23,159 27,089 S3,642,451.48
11,405 63,783 2.32 1.30 $122.07 14,827 26,460 S3,229,923.37
9,656 229,438 2.51 1.42 S122.63 13,712 24,237 $2,972,129.35
3,086 127,004 2.69 1.41 S122.54 4,351 3,301 $1,017,246.20
11,923,522 1,187,731 1,800,922 $299,885,933.24

2014 US Travelers to Destination sy province




THANKS!

BUILDING THE WORLD’S
TRAVEL GRAPH

Commercial Director Europe
Sara.pastor@adara.com
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Cofundador y CEO
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4olife @

MEJORA DE LA EXPERIENCIA DEL VISITANTE Y
FIDELIZACION DEL TURISTA

Smart Tourism / Smart Cities



retos

globalizacion
globalizacidon inversa
respuesta



retos

globalizacion
globalizacidon inversa
respuesta



World Tourism Organization

UNWTO

http://www.smartdestinationsworldconference.org/6147/s
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World Tourism Organization

UNWTO

1. El Destino Inteligente
2. “Resiliencia”

3. El Destino Creativo
4. El potencial de los datos

http://www.smartdestinationsworldconference.org/6147/s
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retos

globalizacion

globalizacidon inversa
respuesta



globalizacion

Vivimos en un mundo gIObaI 1zado

que estandariza el comercio, las

experiencias urbanas, los productos, la
cultura, la informacion, etc.

Cada vez

Las grandes multinacionales crean

entornos que engullen las Iniciativas locales
y las relegan.






Ocultar







Plazza Navona, un altro fast food scatena le polemiche

Dopo la protesta del ; ‘ N a
Comitato salvaguardia N .

Borgo, In rivolta contro
I'arrivo di McDonald’s In

un palazzo del Vaticano
di 500 metri quadrati
vicIno a San Pletro,
Spunta un nuovo caso:
I'apertura di un fast food,

Darius Arya & @DariusAryaDigs - 14 sept. 2016
Sem pre de I Ia. Stessa & En respuesta a @Moscerina
- . Rome is in a phase of chain invasion like never before @Moscerina @RoxyPlum
catena, a pOChI metri da @ArleneAGibbs @Princess_Lush @dailybreakfast - too bad,indeed!

piazza Navona. i


http://roma.corriere.it/notizie/cronaca/16_ottobre_03/borgo-pioi-residenti-no-fast-food-palazzo-vaticano-fb6a569c-88d1-11e6-b4f3-799d61076f6b.shtml




Starking Granny Smith Golden delicious Fuji Gala



Starking Granny Smith Golden delicious



Manzana Calabazana: W, o | Manzana Aceas:

Manzana de gran tamafio, de T : -
ahi su nombre. Su carne es L [ S Manzana de tamafio medio a

considerada excelente, sabor e - e ; = | grande, con manchas rojas en la

dulce cuando madura. piel. Carne blanca, dciday jugosa.
Variedad  temprana  que

madura a finales de agosto. Madura en septiembre-octubre.

Manzana Cantabra:

Manzana redonda algo chata, de piel verde con parche rojizo del Manzana Verdedoncella:

sol. Su carne es crujiente y algo dcida.

Madura en octubre. Manzana de tamafio medio, redondeada. Piel verdosa-amarillenta-
pdlida, con suaves tonos rojizos. Carne verdosa y muy jugosa, dulce
y de sabor muy valorado.

Madura en octubre.

Cultivo muy antiguo,
citado en catdlogos
del siglo XIX.




MANZANAS  orece

Annurca Morro de Liebre )
Astrakan rojo Palacio de obispo 200 d d
Azucar J Periguet > Varl e a- eS e n
Bella de Boskoop Piatlin ~
Bellesa de Roma Reina de reinetas ES pan a_
Blanca de Espana Reineta
Calvilla Baumann
Carabillle Reineta de Inglaterra
Cara sucia Reineta de Canada
Corazoén helado Reineta dorada Manzana Verdedoncella:
Coda larga Reineta grisa de Saintogne
Cod_a larga roja Reineta terrera 3 Manzana de tamafio medio, redondeada. Piel verdosa-amarillenta-
Dec:|q . . Reineta Champana pdlida, con suaves tonos rojizos. Carne verdosa y muy jugosa, dulce
Del ciri amarillo Renetta ananas v e wbor ol e
Del ciri rojo Renetta de los Carmelitas '
De relleno Rosa de Berna Madura en octubre.
Eugenia Rosa_t Mantovana Cultive: iiny sofitiio;
Gomosa Santiago : y
. citado en catdlogos
Gravenstein San Juan ol il SEIX
Gravenstein roja San Miguel el siglo :
Limunet Ull de nespre

Verde doncella ...
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¢, Qué deberiamos hacer para que

con las

experiencias turisticas?

¢, Para gue con estas experiencias S€

enriquezca el entornoy se

beneficie de ellas generando nuevas
oportunidades?




Mapas de Interes®



! Tienes - intereses

Las mascaras e

Historia de
las mascaras
Gastronomia

Historia Comida

Veneciana :
Bebida

Historia antigua
Cervezas

Historia Vinos

Restaurantes

Retaurante rural

Restaurante italiano

Restaurante Chino

Restaurante Japones

Restaurante Tailandes




Ml MAPA DE INTERES
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evolucion y nuevas conexiones




Brce,
Lightwave & ‘.

N e
Software 3D
3D ~
Arte Digital @

Arte y Disefio -
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World Tourism Organization

UNWTO

1. El Destino Inteligente
2. “Resiliencia”

3. El Destino Creativo
4. El potencial de los datos

http://www.smartdestinationsworldconference.org/6147/s
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Forum
TurisT1C

19-20 ABRIL 2017

EDIFICI IMAGINA BARCELONA
EDIFICIO IMAGINA BARCELONA

TECNOLOGIA | TURISME
SOSTENIBLE

TECNOLOGIA Y TURISMO
SOSTENIBLE

Organitza | Organiza: Patrocinen | Patrocinan: CATALUNYA smartCAT /| O
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A4 arcelona
r:- *:‘ - . % S
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D
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Techocom




	TurisTIC17_Experiencia_turista.pdf
	1.Jimmy Pons_Blubay Hotels.pdf
	TurisTIC17_Experiencia_turista

