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HANDBOOKON EE ‘The Handbook on Big Data Marketing and
g:\gdlﬁga"gaerrﬁtrﬁn 7 Management in Tourism and Hospitality is a
Tourism and Hospitality vital resource for both professionals and scholars
in our field. . .  wholeheartedly endorse this
B T T e Frry DGR Ak Handbook as a pivotal source that will empower
its readers to navigate the complexities of Big
Data marketing and management within our
industry. Congratulations to the editors on
assembling such a timely and invaluable

resource.’
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Revenue . Reputation

\q management | management

Strategic :; p ! : J Market

General BaCkgrOund 1 @ marketing ‘-.__——_j,‘“\ research

Customer Targeted

. Tourism is a complex business ecosystem i, R @

- Management and marketing offline and online activities

- BD transactions: webpage visiting data, web search d
bookings & internal databases on management (Pere

- New opportunities and challenges for consumers ang

- Social, business & institutional challenges — humani

qircumstances
bristol.ac.uk



% 1versi R
U Dol and Big Data

bristol.ac.uk

The (post) COVID-

COVID-19 had a devastating effect on tourism
and challenged the traditional ways of doing
business.

BD was key in monitoring the spread of the
pandemic, and the emerging financial crisis
(Sharma et al., 2024).

COVID-19 crisis introduced new operating
models to meet the changing demand patterns
(Jiang & Stylos, 2021)
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- Technological Developments: Devices and softwar
leveraging voluminous data - innovation and perf

- Power of Data - Intelligence and improved Deci

- Value for stakeholders, and Speed of info via e.

- Businesses - adaptive business strategies to
consumers’ purchasing needs by trying to avoi
chains in periods of crises: resilience (Loukis
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Big Data Flow
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BRISTOL INFORMATION INTENSIVE

PRIVATE ORGANIZATIONS
e.g. Insurance companies,
SAS, HADOOP, IBM

RESIDENTS
é Z R&D Marketing /i
SUPPLIERS
ﬁ Procurernejnt el Sales/Reservations
Logistics
Human Resources | Customer Services
é Tourism / hospitality Organization \
TOURISTS / GUESTS 2 ;ﬁ

. PUBLIC INSTITUTIONS
(StyIOS & ZW|ege|aar, 2019) e.g. Central Banks, UN,

ONS, FCA, Trading
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Big data Tourism 8 ACCESS POINT
Service Tourism /
ACCESS POINT Platform Bw
3 Governmental T manaperty Ticketing Hospitality
©  Reservations ioati
Institutions D cersesats TOURISM « Qualty Assurance data Organization
Health & Safety data ANALYTICAL

1 ACCESS POINT
Commercial
Banks

9 ACCESS POINT

2 ACCESS POINT ©  ATMservices Supply Chain
o Creditscores )
Insurance o Cashflows (Goods/Services)

Accountability

Organizations

Equipment procurement
sales and services

Contracts

Claims Storke
Inuroncecrttages < Software Web socks
Liabilities Developers Designers

Big Data

HUB

Forecasting
Reporting
Industry insights

Big Data
Infrastructure

«  Customer Feedback
o Reviews

Data
Consultants

7 ACCESS POINT

ACCESS POINT Destination
Social Networking Management
Platforms +  salesdata Organizations

«  Promotions
«  Performance
Indicators

ACCESS POINT

5 ACCESS POINT
Tourists / Guests

Tourism Services
Vendors
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General Background 2

General Research Question

What are the key drivers and performance implicatio
real-time and agile businesses?
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BD’s usefulness has been acknowledged widely for crea
targeting and service delivery in the tourism sector (Mari

Due to the interdependence of various actors in the del
services - BD flows require an efficient coordination
creating performance advantages (Li et al., 2018).
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« This study investigated the utility of BD in s .| R WS SRS e
tourism contexts and the relevant factors -
that contribute to advancing the sector’s < ket

marketing intelligence capacity.

WHAT DOES BIG
DATA MEAN FOR THE

TRAVEL

INDUSTRY?
e

IS THIS HOW

VEHICLES

WILL BE HIRED?
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Main Research O
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to explore how BD influences the performance of sery,
the tourism sector.

it draws on IT professionals’ experiences of BD app
determine how BD can improve organizational cap

it systematically demonstrates the technical and
for leveraging the practical value of BD

to design and implement effective marketing str
consumer engagement and business effectiven
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Abductive

Ethnographic research Focus on ICT and data Thematic Analysis
Approach : science experts In 3 phases (Nvivo
design employed)

Familiarization
Initial Ideas to
Themes

Data collection using
the online focus group
approach

Purposive sampling via
LinkedIn platform

Open codes grouped to
axial codes
Review of Themes &
Dimensions

20 ICT professionals, 7 software
architects, 8 databased
consultants serving tourism
industries in UK, AUS, NZ

5 online group
discussions of 7
members each

Ensure Intercoder
Reliability:
Same moderator
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BD Source Suitabil
(underlying)

Purpose — What is 4 Access — Are the AT# Activity span — A
the priority need data accessible? Does the data
addressed by the capture the right
project/activity/ Scale — Are the time span?
program? data at the right
geographical Timeliness — Is the
Objective — What scale? data available in
evidence is real or delayed
needed? Unit — Are the time?
data at the right
Data — What data unit of analysis? Repeated — does
types match this the data allow
need? Sources — Who time series
provides those analysis with
data sources and repeated
\ | at what cost? . collections? )
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Presentation —Is
the presentation
of the data
appropriate?

Depth — can the
data be cross-
analysed?

Re-use - Are the
data useful for
other
projects/activities
/ programs?
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Focus

1.a What are the tourism industries where you have seen big data in use?

1.b. What are the reasons for using big data in dynamic, volatile and time-sensitive
industries, as those of the tourism sector?

2.a. Is the uptake of big data helpful in the context of tourism-related services?
2.h. How would you assess the usage rate of big data among tourism-related business
managers?
How do managers and marketers use big data to solve business issues in the tourism
sector from bhoth a technological and a managerial perspective? (this could be from
either corporate, business or functional and/or combination)
What are the challenges for adopting big data in the dynamic, volatile and time-
sensitive industries of the tourism sector? (capability, resources, barriers/constraints[)
What business models are being used for developing a knowledge base for integrating
big data for businesses of the tourism sector?
How can big data be used to improve and integrate departments, such as operations,
marketing, I'T and supply chains?
How can management use big data to create a differentiated tourism product, through
unique selling positions that may lead to a competitive market advantage?
How can management use big data to enhance product offerings, customer
experiences and branding within and across organizations in the tourism sector?
What do you think is the likely future of big data in dynamic, volatile and time-
sensitive industries and particularly those of the tourism sector?
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‘Using BD by extracting industry wide pricing-related
data to understand patterns and dynamically predict demand,

helps us to optimize our pricing.’ (P29)

“To collect data at the individual level, rather than

aggregated, as access can be challenging; conducting multiple

data collections in this respect, real-time if possible, is what is

needed.’ (P24)
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Original Quotes

‘In the next 10 years B
a need to have ente
machine learning. Th

the data in real-time

‘There are difficu
sources. It requi
holistically. Th
architecture t

organization
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1** Order Categories / Concepts

Theoretical framework

2" Order Themes ‘ Aggregate Dimensions

To fill the gaps in the intelligence required by regional DMOs
To deliver the information required by tourists
» Tointerconnect various tourism industry stakeholders

\ Prioritized Purpose

J\/ N

To understand the market composition of tourists

To create tourists profiles to portray various behaviors

To identify potential new tourist markets and target them to
increase conversion

;’l BD stakeholders

\ Evidenced objective ———'-"""'"". needs & .'

/ | reqmrements

Combination of structured and unstructured data
Text, images/photos, rich format
Different parameterization

. \
\ Data types
/

V
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Theoretical framework

specific

-
e Public organizations databases ( \
e Digital platforms (e.g. social media) \ Data accessibility
e Company databases f,f" | J
e Third-party organizations, outsourcing, market research firms | \
s ™ .

e Geographical location systems to check tourists’ behaviors ' ' / N
e Data mining focusing on certain regions Geographical scalability .-'f \'~.|
e Industry and public services reports to be region / city / area / |\&' Spatial-driven "l

/ /

Compatibility across different forms of data

Conversion of data to allow rich data outputs

Common data unit basis according to stakeholders group of
interest and organizational objectives

'. BD value creation

e New techniques to collect references to brands as appear on
social media

e Data coming from smart devices, apps
Extract purpose-specific data via machine learning

| / \/ f

N \ /
) Unit of analysis

—Lr/' | J

| \ ~ e—

| ( A

\ Origin and sourcing

VL
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Theoretical framework

e Optimize revenues generation by understanding future
demand patterns collecting individual-level data

e Mega events to happen many months later impact demand
greatly

Feedback and feedforward real-time

Monitor tourism services demand fluctuations

Dynamic reservations predictions

Predictable peak times and relevant adjustments to bookings

I
\ Timeliness

Ability to conduct multiple data collection tasks
Support longitudinal, time-series analyses
Data integration and data coming over a speccific time period

bristol.ac.uk

Activity span

s ™ | Temporal-driven "l
BD value creation ,I

Collection repetition
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Regional DMOs use smartphones to track additional variables
Chatting online to resolve problems

Dynamic & time-sensitive industries cannot survive without
high-level of interconnectivity

.

J

Advanced understanding supported via selected software
Reengineer processes

Coordinated and holistic process needed to meet a range of
stakeholders’ requirements

Synergetic approach to emerge
Compliance of sharing data
Modelling data sharing and integration need to grow

\7 —
~
-4 .

J
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Theoretical framework

Interconnectivity &
portability

!

e

Interpretation process

Cross-utilization

|" BD utility '
'., contextual factors ,.
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Outputs Discussion / Implications

Ability to have evidence-based decision-making via
BD from a variety of sources

Interconnectivity of all tourism ecosystem partners is
essential for enhancing its competitiveness

Responding successfully to market

volatility requires an in-depth insight and better
interoperability of the constituent elements
within a dynamic business framework.
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Discussion / I

Al and machine

learning form a powerful technical basis for
analysing and predicting consumers’ behavioural
patterns, forecasting travel and tourism trends,
understanding tourists’ needs proactively,

To design and implement effective marketing
strategies as well as enhance the competitiveness of
the entire business ecosystem

Allow for personalization and aid design to support
the marketing of authentic customized service

solutions, matching them with consumers’ detailed
profiles
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