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General Background 1

• Tourism is a complex business ecosystem

• Management and marketing offline and online activities

• BD transactions: webpage visiting data, web search data, online data for 

bookings & internal databases on management (Pereira-Moliner et al. 2024)

• New opportunities and challenges for consumers and tourism organizations

• Social, business & institutional challenges – humanity faces unprecedented 

circumstances

Agenda 1/2



• 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)

The (post) COVID-19 Crisis 
and Big Data



• Technological Developments: Devices and software for collecting and 
leveraging voluminous data → innovation and performance evaluation

• Power of Data → Intelligence and improved Decision-making

• Value for stakeholders, and Speed of info via e.g. Social Media

• Businesses → adaptive business strategies to respond reliably to 
consumers’ purchasing needs by trying to avoid disruptions to supply 
chains in periods of crises: resilience (Loukis et al., 2021).

Big Data is 
a game changer



Big Data Flows through a 
tourism organization
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(Stylos & Zwiegelaar, 2019)



General Background 2

• BD’s usefulness has been acknowledged widely for creating effective customer 

targeting and service delivery in the tourism sector (Mariani et al. 2018).

• Due to the interdependence of various actors in the delivery of goods and 

services → BD flows require an efficient coordination among stakeholders for 

creating performance advantages (Li et al., 2018).
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General Research Question

What are the key drivers and performance implications of BD use for dynamic, 

real-time and agile businesses? 



• This study investigated the utility of BD in 

tourism contexts and the relevant factors 

that contribute to advancing the sector’s 

marketing intelligence capacity.

Main Aim



• to explore how BD influences the performance of service organizations in 

the tourism sector.

• it draws on IT professionals’ experiences of BD applications in marketing to 

determine how BD can improve organizational capabilities 

• it systematically demonstrates the technical and managerial requirements 

for leveraging the practical value of BD 

• to design and implement effective marketing strategies to improve 

consumer engagement and business effectiveness

Main Research Objectives 
& Anticipated Contribution



Methodology & procedures

Ethnographic 

Approach

Focus on ICT and data 

science experts

Abductive 

research 

design

Purposive sampling via 

LinkedIn platform

Data collection using 

the online focus group 

approach

20 ICT professionals, 7 software 

architects, 8 databased 

consultants serving tourism 

industries in UK, AUS, NZ

Thematic Analysis

In 3 phases (Nvivo 

employed)

Ensure Intercoder 

Reliability:

Same moderator

Open codes grouped to 

axial codes

Review of Themes & 

Dimensions

Familiarization

Initial Ideas to 

Themes

5 online group 

discussions of 7 

members each



BD Source Suitability Decision 
(underlying) Framework

(Sigala et al., 2019)



Focus Group Guide



Original Quotes  - Findings

‘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)

‘In the next 10 years BD will become the norm. There is 

a need to have enterprise architects and experts in 

machine learning. They will be key to extract value from 

the data in real-time and point-in-time data.’ (P3)

‘There are difficulties in assessing the data from different 

sources. It requires a change in mindset to treat the data 

holistically. There is a need to focus on data and software 

architecture that can be properly integrated within the 

organization and across partners.’ (P26)



Theoretical framework – Output 1/4

(as per Gioia et al., 2012)



Theoretical framework – Output 2/4



Theoretical framework – Output 3/4



Theoretical framework – Output 4/4



Discussion / Implications

Outputs Discussion / Implications

Ability to have evidence-based decision-making via 

BD from a variety of sources

AI and machine

learning form a powerful technical basis for 

analysing and predicting consumers’ behavioural

patterns, forecasting travel and tourism trends, 

understanding tourists’ needs proactively,

Interconnectivity of all tourism ecosystem partners is 

essential for enhancing its competitiveness 

To design and implement effective marketing

strategies as well as enhance the competitiveness of 

the entire business ecosystem

Responding successfully to market

volatility requires an in-depth insight and better 

interoperability of the constituent elements

within a dynamic business framework.

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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your attention!

Any questions?
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