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_ TOURISM AND
MOBILE BEHAVIOUR

“The best way to predict the future is to invent it”

(Alan Kay, Xerox PARC)
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AW OFIHIS STUDY

I. Analysis ofi digital trends in tourism

ot trends ini digital mobile behavior
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3. To stimulating tuture digital development of

tourism in Arctic Europe

e

S| ARCTIC EUROPE i amm =



RESEARCH QUESIIOIN

A E—

VWhat do resent reseadrch papers and white paj

O
(()
-
Vi

predict about trends infdigital fourism

ST ARCTIC FEUROPE Gl = | M«!



(D

[ 4 [ \ <
Science ot [rend Analysis:

°4

* Quantitative rorecasting (fraditional) =using| indicators & statistics by predictions anc
Prognosis

o

* Qualitative forecasting — for vnpredictaldle events such as technological steps — based

o

on expert panels, research and development results (white papers)

e ® Scenario Planning & TAIDA — model (Iracking, Analyzing, Imaging, Deciding and

A.--l, (\‘

® Science Fiction - speculations

This Report: Qualitative forecasting & TAI (in TAIDA)

/ S| T ARCTIC FUROPE i =




(U
(r
S

(~ ) 3 (L — ] ) . ‘
»  Searched Google Scholar [Search engineoniscientinc papers on the Intern

ST ARCTIC FEUROPE Gl = | M«!



METHODOLOGY.
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Digital trends in tourism was sub-divided Into four sub-

1. General trends In tourism and digital tourism
2. Digital trends In tourism PUSINESS mManagement

O
igital trends In travel distribution
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Customer digital mobile behaviour was sub-divided according 0 customers

experience-process of travelling into three them
1. Pre-consumption digital behaviour

2. During-consumption digital behaviour
3. Post-consumption digital behaviour
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* Information technology (11) has played a tundamental role in the

development and growih ot the fourism Inaustry.

* |T has become one of the most important: communication tools fo

fravellers as well as tor fourism enterprises

Every industry is currently undergoing a digital transformation

We are entering industry revolution 3.0

e
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RESULIS
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Short summary of the report:
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MAIN RESULIS

DISRUPTIVE MEGATRENDS
*  Disruptive megatrends in society: are changing way ot living and

doing business

* Paradigm shitt towards digitalization, e-business, e-commerce, e-

oayment, e-tourism and e-traveller and the new digital generations

= Digital transformation

Megatrends in digital transformation will strongly influence tourist

e

behaviors and the tourism industry

S| T ARCTIC FUROPE i =




MAIN RESULIS

Disruptive hardware and software evolution suchi as:

THE
* mixed reality (VR, AR) NEXT
*  artiticial intelligence (Al)
* robotization and automatization

*  psychometrics micro-targeting

* Digital toofprints and big data

* cloud computing
* Dblockchain technology
* Gamification

holographic telepresence

web 4.0

* Internet of Things (loT)

Quantum computers, and much more

7

together with the “experience turn’
experience management and user-generated content,

fowards co-creation, customer-centered

challenges traditional business organizations and business value chains.
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: Stimulating Community Fusion SOC|ety ??
Guiding Transformations RoncRlcl o :

Staging Experiences

. Experience Society
Conceptual SQC (S consumer Society
" )O.',:f—fﬂr'JOff%‘f‘f,'fﬁ/ Creators & Empathizers Dream Society

. . Network Societ
Delivering Service Digital Socie
: : Knowledge Society
Information Society N&s society  EtC
Modernity Knowledge workers Attention Society

Producing Goods

Industrial Society

Factory workers

Techno-Society 3
Post-Industrial Soci
Etc. )

Pre-modernity.
Extracting Commodities

Agricultural Society
Pre-history Farmers

Living of the land
| Pre-historic Society

Hunters & Collectors .

e 19t 20th 21st
Century Century Century Century

Figure 1. A simplified stage model of progression of society and economical offerings. (modified after Pine & Gilmore 1999, Florida 2002, Luyckx Ghisi, 2006, Pink 2007, and others.)
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1 GENERAL TRENDS IN DIGITAL TOURISM 4
MEGATRENDS — IN TOURISM BUSINESS

Tourism 1.0, Web 1.0

First Generation

‘ Stég_in'g of experiences
1.0 Degree of Direction
TOURISM:

Industrial

Sl Tourism 2.0, Web 2.0 Sl REREDY
Second Generation Experience Industry

Co-creation - .
Small-number\z_,o/ of experiences
Experience .
Tourism 3.0

Production
Web 3.0

Personal ; : Third Generation
Experience Self-@;r;cho;: of experiences
Production ;
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Figure 2. Different generations of experience production as actor-customer relationships in the creation of
meaningful experiences. (modified after Boswijk et al 2012, p 11)
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\DS/IN DIGITAL TOURISVI
DS'=WEB EVOLUTION

Web 4.0 - ®  Semantic Agents Agent-centric Personal digital travel
2020- Ubiquitous , | ed data Web of Tings agents & guides
Web e  Semantic Wikis Integration Virtual tourists
-~ o 7 Intelligent Web
Integrate

Web 3.0 e  Virtual worlds Machine-centric 3D travel in VR . .
2010-2020 Semantic ¢ Intelligent Agents Web of Context Unser engagement J-' O U J”g > .
icati laboration Reviews & Ratings . o
Web e  Smart Applications Coll ~
. : ®  Personalized Web Lifestream Behavioural advertising P O‘ I ng | nfO rmation (We b 1. 0)
live ® |Integrated games

—> Self-creating experiences

Web 2.0

*  Wiki, Tagging People-centric Web of Online booking
2000-2010 e  XLM/RSS ChmmtRicaion Auto info
Social Web * Blogs, podcasts Read - Write Travel communities
- ®  Social Networking Interactive advertising
share e  Community Portals

Web 1.0 ® Content portals Info-centric Info Search
1990-2000 ® Data bases Web of content Email
The Web ®  File Servers Distribution Digital brochures
o~ ®  File Sharing Read-only Banner advertising
5 Push *  Websites

Figure 4. The evolution of the Internet (compiled from diverse sources)
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GENERAL TRENDS N DIGITAL 1OURISIVI
INOLOGICAL MEGATREND — DEAD OF MOBILES
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Futurism NEWS INFOGRAPHICS  VIDEOS

Robots & Machines

In Five Years, Your Smartphone Could Be
Reading Your Mind

Mobilen ar redan dod. Folk har bara inte insett det an

Snart ar mobilen borta - det har
kommer i stallet

I framtiden kan mobiltelefonen och bildskarmar vara ett minne blott.
| 7 : g :
Det nya ska ersatta allt sadant och kréaver inte ens nagon uppkoppling.
- Mobilen &r redan dod. Folk har bara inte insett det an, séager Alan Kipman.
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BREAKTHROUGH

BBEVKLHEONCH
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GENERAL TRENDS/IN DIGITAL TOURISM
TECHNOLOGICAL MEGATRENDS — WEARABLES.... /

Wearable Device Release Date Timeline

THE WORLD’S MOST ADVANCED e Ll
WEARABLE COMPUTER —

" e SO AN d e s

7 Gear Live March 2015
— _—— June 2014 (Expected)
POLARIZED FitBit Ultra |

DUAL CORE CPU| LENSES Oct. 2011 FitBit Flex ety G Jawbone UP3

BLUETOOTH CHANGEABLE FitBit One N— . 1
WIFI BATTERY B m“ One 1 ki i SeplA 2013 Moto 360 Earlv 2015
ANT#+ Nike FuelBand Sept. 2012 Pebble Sept. 2014
Feb. 2012 NEIPEOLS
7
ALTIMETER AND THERMOMETER

ESOLUTION DISPLAY

TECTION

OPTICAL TOUCHPAD
‘Google Glass

FRRNERPROS— O e e SIS

Jawbone UP = Explorer Edition Nov. 2013 Tm Samsung

r—— | .
Nov. 2011 [ Sony SmartWatch Feb. 2013 June 2014 -

June 2012 & Nov. 2014
7 e g

SmartWatch 2 ——— . _
Sept. 2013 Samsung LG G Watch R
Gear 2 And Fit Oct. 2014
April 2014

WITH M)




Bionic contact

_)_)“J_)J AL TOURISIVI
E ~ /\r ’r \/\/: r< /\_F)_nENJJJJ

THIS EYE IMPLANT GIVES Y
B AUGMENTED REALITY VISION

® Omega Opthalmir
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IJDJ [N DIGITAL TOURISIVI

ND = BRAIN-COMPUIER II

Brainternet! here very soon!

THE EVOLUTION OF.

Imag ) W d where machines can be wrolied by thought alone.
his is the promise of brair fter interfaces (BCls)—t nputers to decode and
ranslate human thoughts in r at th t

TYPES OF BCI

INVASIVE

ELECTRODE

s e > Scientists Connect A Human Brain To The Internet For
ELECTRODE TRANSLATES . .
The First Time

SIGNALS
Tired of tapping on the screen of ,ourLP ky, high-end smartphone to browse the
Internet? No fear, because the awkwardly ncm—d Brainternet” is here! A fea

PARTIALLY INVASIVE ‘5‘, =
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ERAL TRENDS N DIGITAL TOURISIVI
NECHNOLOGICAL MEGAIREND — BRAIN-COMPUI

Brain-Machine Interfaces (BMis)
that enhance humanintelligence.

Elon Muskjusttarted I Should we be scared?

T4 anew company:
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GITAL IOURISIVI
ND — VR, AR,

This augmers
O reality table t
o the future of edt

ation

‘OURISM: Old Uppsala'R experlence of Vendel time year 550 AD

| sancCarioy
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DIGITAL TOURISIV

p) m=

U SIMENITED REA

N P
i 7 ', |

THE TECHNOLOGY'S APPLICATIONS
ARE VIRTUALLY LIMITLESS

"WILL GROW 35% ANNUALLY
~ OVER THE NEXT FIVE YEARS

O AND THE INDUSTRY COULD BE WORTH ‘ : [ — ; w, y
IT WILL NDAME TALLY CHANGE THE WAY =
|~ $100 BILLIONDOLLARS | *rauiiouishrusinchuios the w

© Microsent | -~ ® EON Reality |
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GITAL TOURISIVI

ITECHNOLOGICAL MEGAITREND — VIRTUAL REALI'

o

Futurism NEWS  INFOGRAPHICS  VIDEOS

\\/ i \\/ < N N

> N -
. 7

Mark Zuckerberg just sh
what Facebook will loo'

and take pictures with a
P virtual selfie stick

A

OCULUS VENUE s

/-

N Today is the Oculus Connect 4 keynote. You can get all the updates here as they come in. =

P 3 Y i = S N8

Watch Live as Mark Zuckerberg Unveils the Next Era in
Virtual Reality

AILENS[ KEI[IFA

S| ARCTIC EUROPE-I-— -

You can teleport into 360° videos

Or even make virtual VIdeo calls
' to friends and family_m‘

T
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LITY TOUKIS

ca!{_le&"Voyégeralloﬁs users to L p
Tl tékevnr@ual mteraci ve talf‘élpf theworld@, ;

uturism

e onaiPas.* GOOGLE UNVEILED THE NEW GOOGLE % UONA
Sem o EARTH AND IT'S AWESOME MIZED A rﬁ TURE HASINGI)-}ré’
There are even virtual tour glﬁd]gg in .éénga'in instances &\ \- e :

such as Jane Goodall or Zari, a six year old Muppet

hcp 92 19U6 POOQI[[ OL SILI'9 21X A69L o1q wnbbeg
® Google -
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JUST/LAUNCHED ..

VOALLLWIYMADE — IT INTEGRATES Al AND
AN Al HOLOGRAM AR TO PRODUCE A LIVE,
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“We're going to shift from a service economy to an Al
economy’ - GDR

While GDR has frequently discussed the growth of Artificial Intelligence in the retail
and hospitality sectors in recent years, one of the most potentially significant.
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TRENDS INFDIGITAL TOURISIVI

B
TECHNOLOGICAL MEGATREND — Al SERVICES
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\) GENERAL TRENDS/IN DIGITAL TOURISM /
TECHNOLOGICAL MEGATREND — Al SERVICES /

Hospitality School

Student Registration Clerk

FLUENT IN NATURAL
CONVERSATION

EMOTIONALLY ENGAGED

UNDERSTANDS CONTEXT Hotel G roup

SCALABLE - | l
T Service Desk

SEB Bank

'Y ~ YA\ .? 7\ v. . ,v"\'. INLCEYr T
customer service Agent

More than

50 global
organizations
are employing

Ensuring Superior Customer
Experience

0 1 s ]

Hideds W
LR — ;B

Lend the keys to Amelia, who can manage all aspects of customer

':‘ |
oy
experience. She is aware of the full context of every conversation so she can

adapt her social tone and actions accordingly. When Amelia needs to

il T
A= e i ] }
.
E n ﬂ e | d C O U n C I I escalate a call, she passes on all relevant information to her human

colleagues so the conversation can flow smoothly without requiring

’_; L ‘[; ‘ ‘ [: Se [—\‘/ | Ce \\\_’/i rt U a | /ﬁ\ C_J ent customer S to repeat themselves.
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NERAL TRENDS IN'DIGITAL TOURISIVI
OGICAL MEGATREND — Al KOBOTS

GE
JL
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, 2 : itiative ‘ | T \ WO O L Future Investment nitiative
3 | | L NI - - L
- il « l i i o
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| CNBC just did a live
— interview with this robot

WI want to use my artificial intelligence

e lﬂ
ThIS )t is now a - to help humans live a better life Q
' N of Saudu Arabia Rt e et T e—

Source: Future Investment Initiative
Footage: Future Investment lnmatlve L

txitx 6 |UAB2{WSU| |UIIT[IA
pnrw LCE: LNINLE |JUAG2[WELY |U|1I9]IAG

. \‘
~ .
- . -

She can track and

wwwwww A
And toId humans they have
_ othing tc - from robots
d We be sca re d 7 - Footage: Future Investment Initiative = b
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ECON.O’MH.Z
FORUM

Do ou think is can be
57? "

IShould webescea:

TOURISM
Robots In

Service & hosp t|lty

*LG just unveiled
PREwWrhome robot

R
" Hitacht's EMIEW3
tand robotics IT
™ platform for
Eustomer services

and will soon be
available at airports

® LG Global /



GENERAL TRENDS IN DIGITAL TOURISMV
£ L MEGAITREND = Al ROBOTS
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i 2 THAT DIMENSION THE IDEA IS TO PRINT STRUCTURES
FORGET 3 TING, HERE'S 4D PRINTING IS TIM2§ N THAT ARE ABLE TO
4 Y, | \\ : VA ‘ CHANGE AND MORPH AFTER PRINTING
o X a’

. o P - » < »
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R

This could be significant for manufacturers
because the printed objects exhibit
robotics-like behavior

\ TOURISM S e P

Print your own smart souvenirs
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GENERAL IRENDS IN DIGITAL TOURISIVI
JECHNOLOGICAL MEGATREND — QUANTUM COMPUTINC

G Futurism

S toar ftarcrhry vi * —) < o
COIIJprﬁf def]fJOJf)g/ JJO 7 J)»O They will reshape society as we know it.

Moore's Law Aponential growth of
computer capaci* hling each 24 month

Here's what a world powered by quantum computers
will look like
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GENERAL TRENDS IN/DIGITAL TOURISM
MEGATREND — TOGETHERNESS ,

Social Marketing Managemant Stream Platforms Twitter Apps

%8 MP'C tweetmeme
) twhirl Aol - :l S'“kms _
& 2 wefollow  (ffEopl

Content Curation Listorious |- bwitvid
,h‘mh' == memolane _—

L ’;:';“;" Faccbook Apps
oty

5]001
elpaiy (2105

Je33IMy

Social Promotion Platforms , ) BranchOut
QSME Strutta tv!ongo " o Social Commerce b do— LeTe
2200 g socialappsHa  extole Platforms s2+ °snul
- i b ) | o
‘mﬁ “I= Zuberance [#9 szzfgent o Pt ® ;‘S» _,. @.causes
Social Brand Joopionst sHoPTAB W

Social Advemsing Plaﬂorms Enasoement .”.9-—
ITBG - Lexlty sprucevera /-cplly 939 dotbox
- G

eoo FLUIDSF

lost.fm
Spotity.

Justin.tv
stylefruits.de 4
dooia... I

2 - O w‘-" 2 s
Conversations RS @ Crowdsourced

o o T © mm
! ¥
- Social Data Social Soarch&Browsing — el :” yrster | £9 in Social Media diag| ) as = Content
: ' S5 DAIASIFT l w ak; @ sumbielpon . grepin spokeo ' B yimeo ~ | V3O coa " @ FIT]

: sevenload © Video v gthority )P SO oodle | (P
Social Intelligence i “s&"“’ : o) - blip.tv 4'-“’?'?“ ot N & B g wdeno
miso . M
VISIBLE Linked i by i g m s P~ Colaoryg,

GetGlue cupsgnc* (wplaxo Path QD @
jinTo_tow I S orkut Google+ #hashable gWhrenren [

empireavenue Social/Mobile R g ] cHip
Bou Soctal Shoppmg_ L appil Content Sharing (Reviews/Q&A/Docs)

- ] £
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Social Business Software Platforms L Sl ‘i
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GENERAL TRENDS/IN DIGITAL TOURISM
MEGATREND — INTERNET OF THINGS

4 Smartlnfrastructure\ 6ecurity&$urveillanc§

E @ alim‘i

‘ JH' L ,_q,, Inter-connected
\_ WY interactive World

Vivante and the Vivante logo are trademarks of Vivante Corporation. All other product, image or service names in this presentation are the property of their respective owners. © 2013 Vivante Corporation
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GENERAL TRENIDSHINIDIGITA
MEGATREND — INTERNET OF
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Smart homes
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GENERAL TRENDSII Jme TOURISM o/
MEGATREND = CLOUD ' COMPUIING & BIG DATA ((

COmpression

eeeeee
ervices

Customers; : iy ) (oo )\ g Businesses;
Digital Footprint > Cloud computing =

/; Big Data Data-lakes
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GENERAL TRENDSHIN DIGITAL IOUKRISIVI
MEGATREND — PSYCHOMETRICS /PSYCHOGRAPHICS

Demographics = Psychographics

Age / Gender Personality
Values
Race \
_ ) Attitudes
Location
— Interests
Employment Status Lifestyles
g y €
MARKET SEGMENTATION
DEMOGRAPHICS GEOGRAPHICS - .
The Data That Turned the World Upside Down
Psychologist Michal Kosinski developed a method to analyze people in minute
Meria ;B Ethric LN i nel | detail based on their Facebook activity. Did a similar tool help propel Donald
O } Backerou Trump to victory?
. e T -
"Kc_t_“t es | Attitudes B

_____________
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DIGITAL - m\an\J TRAVEL DISTRIBUTION
AN MARKENNGIAND DISTRIBUTION

SPOTIEY 1or TOURISIVI

Travelade . Iceland Artificial Intelligence

Local, authentic and unique things to Do and See

- o fContent meta data
L | e | e [ PR [T ] - - | User behaviour data
Recommended for You | Al T - B erlist B :

bt o R : ' Play list = Wander List

hi Recommendations
e - o

Where to shop vintage and New Year's Eve in Reykjavik Glacier hike day tour from

St o cnd Rejio Most Popular
Armiind e 7 &+ MyusT Asgard Beyond <+ myust
brilliantforbrunch.com livelifewithaview.com travelade.com
Etc.

WANDERLIST 2% ARTICI.E‘

29 things to do in Iceland in IO TOUR | FROM 1085
November Golden circle & Snowmobile The Lava Tunnel

ISIT ARCTIC EUROPE == .



\) DIGITAL TRENDS INITRAVEL DISTRIBUTION /
Al IN MARKETING AND: DISTRIBUTION

and Q% m=a /
r ion Car Rental \ -
Qma o

IMEGA ONLINE TRAVEL RETAILER
Dynamic product presentation of
5000 products of 1000 suppliers

O Guide
Iceland

Guide to Iceland

1 Guide to Greenland

Norway Travel Guide



DIGITAL TRENDS INSFTRAVEL DISTRIBUTION

Traditional value chain

Tourist

casaie Pz N

Intermediaries

National Tourism
Organization Travel agent

Internet

Reginal Tourism Tour operator
Organization Central
Reservation

System

Incoming ot e
otel cnain
DMQOs, Planners

Organization

& Administration

-

Suppliers Airlines

Primary suppliers

Figure 13. Simplified traditional travel and tourism industry value chain (adapted after Werthner & Klein 1999)
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DIGITAL TRENDS INSFTRAVEL DISTRIBUTION /

New emergin value chain

X g Sharing Economy services;
Mobile Tourist Airbnb, Uber, Coachsurfing etc.

Internet Internet
Desktop Mobile
Applications Applications

Consumer

Intermediates

Mega Online Travel Retailer
Instant booking

~ Online Travel agent H Digital Tour
Operators

{1 Se—

Booking systems

Suppliers Supplier Webb sites ~ Supplier Mobile App ’

Primary suppliers

Figure 14. Simplified interpretation of future digital value chains in travel and tourism.
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DIGITAL TRENDSHINITRAVEL DISTRIBUTION

Disrupted value-chaini by Cross-Selling by providers (BOKUN
o
Arctic Aaventure 100'ewn products, 1000 preducts on webpag

é arctic adventures

9 Falljokull Glacier ®000000 Glacier Hiking & Ice Cave —

POPULAR DAY TOURS

Take a look at our most popular day tours in Iceland

¥ ; N . Into the Blue from ;
Into the Glacier "W Crystal Ice Cave Thingvellir- Northern Lights-Explorer
Ice Cave and Glacier Hike from Skaftafell Ice cave tour from Jokulsarlon Glacier Lagoon Snorkeling bewgeen the continents Northern Lights Super Jeep Tour
Price from 19.990 ISK Price from 19.990 ISK Price from 13.900 ISK Price from 19.990 ISK
Book Now — Book Now — Book Now — Book Now —
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DIGITAL TRENDS INSFTRAVEL DISTRIBUTION

Disrupted value-chain by Direct booking in Google, Facebook and TripAdvisor

INSPIRATION = N INSPIRATION

4




\) DIGITAL TRENDS! INICUSTOMER DIGITAL MOBILE BEHAVIOUR /
NEW DIGITAL TRAVELLERS

&? neration C (Click, Content, Connected, Computer, Community, Creating, & Celebrities), Millenials, DigiKids, Digital Natives,
e&ration Now, Instant Generation, @generation, Internet Generation, Cyber Generation, New Silent eneration, Homo /
/] Zé\*gpiens

1990-GenerationZ

1980-1990 Generation Y

1900 1910 1920 1930 1940 1950 1960 1970 1980 1990 2000

wwi1 ww2 Vietnam war AIDS fear 9/11 Terrorism

European Emigration Big Depression Hippie movement 1968 revolution

Nuclear war fear Cold War

* 1989 Berlin wall Television

+ 1977 Apple Home computer
- 1981 MTV
—_ Mobile phone
Internet
Socialmedia

Smartphones

Figure 7. The Generation Theory of Strauss and Howe. Dotted lines indicate period of growing up and forming values,
behaviours and lifestyles. (Own interpretation).
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DIGITAL TRENDS INICUSTOMER DIGITAL MOBILE BEHAVIOUR
IVIOBILE IVIICRO=IVIOIVIENTIS

Amy had 419 3q4

digital moments searches
researching her _—

trip over 2 months 380 web
page visits

mobile

: : : of these
l digital moments
Il | | i happened on

In real-life Micro-moments of “Amy” using mobile or desktop when planning for a trip to
Disney World (from Google). '
LULEA
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DIGITAL I'RE

VIOBILE |\
Google
* \Want-to-get-away, c

“|-want-to-know moments”
“I-want-to-do moments”
“moment-of-truth”
“I-want-to-go-to-your-store moments”
“I-want-to-buy moments”

“Is-it-worth moments”

NDSHINFCUSTOVIER DIGINAL IVIOBILE BERHAVIOUR

VIICRO=IVIOIVIENTS

feaming moments

N 1 AN
onizing moments travel hacks

7

“I-wana-talk-to-humans moments
\ew-day-new-me moments”
“Ready-for-change moments”
“Didn’t-plan-for-this moments”
“time-for-a-new-one moments”
“Show-me-how moments”
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DIGITAL TRENDS IINFDIGINAL TOUKRISIVI IVIARKE I'TNG

Snap-shots:

* Push-marketing —> pulli=-marketing
»  Electronic-word-oi-mouth (eWolvl)

» User-generated content

Work IViarketing
Real-time-marketing cJur]rJg real-time customer journey
Infographics

Immersive storytelling (360-V|deos)

VR and AR

e
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DIGITAL TRENDSHIN CUSHOIER DIGITAL IVIOBILE BEHAVIOUR

Snap-shots:

*  |mportance ol understanaing liraveller s road to aecision
*  Micro-moements initravel

* TJravellers emotional travelling pre-, during and arter
* Cross-aevice movements

* Mobile-in-destination benhaviour
Anywne 2-and-anytime availanility
Radical seJ'r~reJJance of modern travellers
Diversity and complexity of behaviour
Blurring of on-site and post-travel experience

e
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CONCLUSIONS

WOW:

G Growth, EU-commission
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3 )_‘? " . ’T he fa‘ture bﬂongs to thasg who prepare for it today

o IR " The Future starts now! v ‘9 /l
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