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EN QUE NEGOCIO ESTAMOS

* Sport Tourism

* Deporte extremo

* Naturalezay aventura

* Aire libre

* Ocio

* |ncentivos

* Team Building, mindfulness
* Eventos

* Turismo

* Ropa Deportiva

e Material y equipamiento
* Hard

* Soft

* Planificacion, estrategia y urbanismo
* Formacion y aprendizaje

e Comercializacion

* Tecnologias e innovacion



Turismos segun tipo de territorio

= “

PRODUCTO TURISTICO

Cultural
Gastrondmicoi
Marino
Religioso
Descubrimiento
Mindfulness
Shopping



CONTRA QUIEN COMPETIMOS

* Banos de Agua Santa, Ecuador
 Queenstown, Nueva Zelanda
 Monteverde, Costa Rica

* Puerto Maldonado, Candn el Colcay
de Autisha, Peru

e Colorado, USA

e Tres Cantos, Madrid (zorbing)
 Whistler Blackcomb, Canada

* Parque Nacional Komodo, Indonesia
* Pokhara, Nepal

e Sella, Asturias

\b*/

Chile Patagonia: https://www.youtube.com/watch?v=6k64Rr-vj-|

Skyscanner


https://www.youtube.com/watch?v=6k64Rr-vj-I

Sport tourism & globalizacién

* La actividad y la practica
deportivas, el fendmeno
contemporaneo mas
relevante

e Gran impacto en las nuevas
tecnologias digitales




Fendmeno del sport tourism

El efecto multiplicador del deporte alcanza el
1,22% en los paises de la UE

El valor afiadido bruto (VAB) de la UE representa el
1,76%, comparable a la agricultura, la silviculturay
la pesca combinadas

El deporte representa el 2,12% del empleo total de
la Unién (UE, 2014)

En los Estados Unidos de América, de 2005 a 2017,
el ingreso deportivo casi se duplico, alcanzando los
90.900 millones de dolares

En Espana, en 2016, 10,1 millones de turistas
extranjeros viajaron a este pais por razones
deportivas, gastando una media de 1.194 euros, un
22,5% mas que hace diez afios




Tipos de viajeros al aire libre y aventura

* Neodfitos ;’R K !E
* Medio

* Deportistas en elite 'ﬂ z }ﬁx




Gasto en el sport tourism

El porcentaje de gasto de los
sports tourists resulta ser un
10% superior al del promedio

de los viajeros a Espana
(Egatur, 2018)




Flows generated by sports activities-show

Family Consumption
Redated products
Characteristic goods (Insurance, transport, Typecal services Sports
|sporis equiprment) accormmodation, ...} (training, ...} betting
l Sponsarship
v Advertising
shopping ; REST OF THE TV Rights
A ECONOMIC SYSTEM ¥
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Establishments and Sports Institutions. Sports Events

Source: Pedrosa, Salvador, 2003
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LA TORMENTA PERFECTA

REVOLUCION RADICAL
TECNOLOGIAS 4.0:

* Connectividad & E-cloud | (‘
* Big Data @ O D 69
* Inteligencia artificial, % @ ' q

Robotica ] I"
* Internet de las cosas O g
« Genomics (o]

TENDENCIAS RADICALES

* Economia colaborativa https://youtu.be/aulJrHgGOMc
e Economia circular https://www.youtube.com/watch?v=Ueglly27hW8

NUEVOS MODELOS DE NEGOCIO

Valls, ESADE, 2019


https://youtu.be/auJJrHgG9Mc
https://www.youtube.com/watch?v=Ueqlly27hW8

Il REVOLUCION DEL TURISMO, CAMBIOS EN LA ERA DIGITAL

* Internet, centro de todo
* Big Data, Customer Journey Maps, UX
* Inteligencia artificial, Robots, drones

* Viajeros hiperconectados, ° loT
movilidad, Apps, inmediatez * Monetizacion distinta
* Desintermediacion e Omnichannel
* Customer-centricity . Automoviles eléctricos,
* En torno a la experiencia automaticos y
* Nuevas motivaciones compartidos
 Economia colaborativa « Globalizacion

* Pricing for value . Exigencia de

e Slow Tourism sostenibilidad

Valls, 2018



Euromonitor International, 2018

Full list of Megatrends through 2030

Drivers

N

SHIFTING :

TECHNOLECY. POPULATION
- CHANGE

(=4

Megatrends

Smart Cifes and = Premiumisation Circular Shopping Personallsation
Smart Homes Economy Relnvented

Relnvention of Ethical Living C'Eg“mc-,’,'{,‘ 9 Connected

Gender Roles Dynamics Consumers

Sharing Experience Striving for Middle Class  Multiculturallsm
Economy More Authenticity Retreat

Generation Buying Time | Shifting Market  New Ways of Searching for
Gaps Frontlers Working Simplicity




Megatendencias turisticas, la innovacion en el corazon de las empresas

e Consumer centricity (Customer Journey and Big Data):
los clients permanentemente conectados

* La experiencia se convierte en la material prima del
turismo; ello requiere tecnologias y gestion de la
innovacion en torno al producto

e Simplicicidad, ética, Buena vida, pero premiurizaciony
precios soft

e Economia colaborativa: de comprar a alquilar o reusar

* Sostenibilidad: mantener el medio ambiente y cotizar
todos alicuotamente

Valls, ESADE, 2018



Megatendencias, |la innovacion en el corazon de las empresas
i ¥ "é'.' ‘

* Go to market: liderazgo de las APP’s, la redes sociales
e internet

* Integracion de la inteligencia artificial con el talento

e Cambio en la vision comercial de las empresas de
gestion turistica y los destinos: focalizacion hacia la
segunda vy tercera visita del turista

* Globalizacion de la oferta, de los proveedores, del
capital y de las personas

* Incremento de la relacion publico-privada

Valls, ESADE, 2018



D a t a ' ¥ THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

La h u e | | a TOTAL MOBILE INTERNET ACTIVE SOCIAL MOBILE SOCIAL
POPULATION SUBSCRIPTIONS USERS MEDIA USERS MEDIA USERS

OIOXE

49.66 5749 34.00 34.00 31.00

MILLION MILLION MILLION MILLION MILLION

URBANISATION: vs. POPULATION: PENETRATION: PENETRATION: PENETRATION

81% 116% 68% 68% 62%

) .. we
* Hootsuite" are,
social

Las acciones cotidianas que realizan los humanos dejan una huella.
Ese sefiuelo vale mucho en |a era digital

Valls, ESADE, 2018  Big data, 3": https://www.youtube.com/watch?v=w4vsFKMO7XA&feature=youtu.be



https://www.youtube.com/watch?v=w4vsFKMO7XA&feature=youtu.be
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Data

Disparidad de informacion

Engage at Every Step of the Customer Success
Journey

A
o
vs

>
Q
<
o
S
®

Engage

PEEDOYPRDOR®
Ads Web Apps

Email Mobile Social Group Sales Service Community
Messaging

Valls, ESADE, 2018

Llamadas telefdnicas; actualizaciones de Wikipedia; senales y contenidos
de los sensores, servidores, camaras de vigilancia y de seguridad publica
y privada; datos biométricos; respuestas de los servicios de emergencia

Disparos de geolocalizaciones; contadores de la luz; medidores de
audiencias; registros de telecomunicaciones; datos fiscales; movimientos
en la Seguridad Social; matriiculas en centros de formacion; analisis de
las cuentas corrientes; polizas

Evolucion del transito, semaforos, tele peajes; polucion; volumen de
basuras; demandas de servicios y valoraciones de redes y APPS

CRM, ERP, y BBDD de empresas y organismos a través de bases de datos
propias, encuestas, facturas, followers o lovers

Internet de las cosas

Oracle, Google, Appple; tecnologia portatil y los implantes inteligentes,
que estan a la orden del dia mediante la introduccidn bajo la piel de
microchips RFID, los tatuajes electronicos para la garganta o los ojos, las
pildoras con contrasefias o los chips de memoria.



Data

Manejo en las empresas

Las empresas deben analizar los datos en funcion de la
naturaleza de los mismos

e datos estructurados bajo la forma de informacién ordenada, con formato
conocido, tales como BBDD, hojas de calculo, tablas, plantillas o archivos
de registro; a través de mineria, estadisticas, CRM, ERP, o sensores y
otros

* datos no estructurados, sin formato especifico y en bruto. Provienen de
correos electronicos, PDF, redes sociales, videos, audios, fotos,
dispositivos moviles, imagenes via satélite, radares, sefiales de trafico, o
senalética

* y datos semi-estructurados, que mezclan aspectos de los dos anteriores,
disponen de un tipo de estructura. Son registros con algunos elementos
bien definidos aunque otros no, tales como las paginas web, los blogs,
los archivos de procesadores de texto, los listados de propiedades
inmobiliarias, los avisos legales, las denominaciones de las cuentas
corrientes, las demandas de empleo.

Valls, ESADE, 2018



Crossing data

Rational
buyer Urban habitat
Buyer of cheap Low purchase High income Higher
products frequency level education level

Pay cash Frequency of
almost always high
purchase

Electronic
payment system

Internet, channel
Rural habitat preferred to buy




Price buyers

Rational

buyer
Pay cash

almost always

Low purchase
frequency

Buyer of cheap
products

Low income

Rural habitat

Low education
level

Seniors consumers

Compradores de valor

Urban habitat

High income
level

Higher
education level Internet, cannel
preferred to buy

Frequency of
high Electronic

purchase payment system

Shopping addicts



L China
www.iproup.com/innovacion/4766-correo-
eria-e-commerce-Video-mira-como-DHL-
correspondencia-con-drones

acion biométrica

www.youtube.com/watch?v=HeMK7pce3fQ&
outu.be



https://www.iproup.com/innovacion/4766-correo-mensajeria-e-commerce-Video-mira-como-DHL-reparte-correspondencia-con-drones
https://www.youtube.com/watch?v=HeMK7pce3fQ&feature=youtu.be

Inteligencia artificial & viajes, ocio, aire libre, eventos

* Simplifica el servicio del

empleado y las tareas .‘
rutinarias. Por tanto, =
mejor la capacidad ‘,'\ ~‘
profesional %

Carros camareras

o Va méS allé de |OS https://youtu.be/yVXiBBmTGxs
servicios al consumidor



https://youtu.be/yVXiBBmTGxs

How Artificial Intelligence
Enhances the _Gust erienc

A ¥ 89% of hoteliers who “strongly agree” that Al
/L technology enabled targeted personalization
is one of the most effective ways to improve

the guest experience and guest satisfaction

75% of hoteliers who agree that Al enabled
technology can enhance the guest experience
across all stages of the guest journey

70% average percentage of guests request
now handled automatically by Al enabled
response technology in hotels where it has
been implemented

89% of hoteliers who agree that Al 9
significantly reduces hotel operating costs dd
g

33% by which Al enabled technology has
been shown to improve hotel guest response
and service time and/or decrease problem
resolution time

; l\\ » »
89% of hoteliers who “strongly agree” that Al 86% of hoteliers agree that Al improves
technology enabled targeted personalization employee satisfaction

is one of the most effective ways to improve
the guest experience and guest satisfaction




Robots

Complemento

AV
\ A\ \\\ WA

Hotel robotizado:
https://www.bing.com/videos/search?g=robots+en+hoteles&&view=detail&mid=61B43F6FEBFAADCB6D9F61B43F6FEBFAADCB6D9F&&FORM=VRDGAR



https://www.bing.com/videos/search?q=robots+en+hoteles&&view=detail&mid=61B43F6FEBF4ADCB6D9F61B43F6FEBF4ADCB6D9F&&FORM=VRDGAR

loT

El Internet de las cosas (loT) es |la
extension de |la conectividad de
distintos dispositivos fisicos y objetos
cotidianos a través de internet

Los dispositivos electronicos y otras
formas de hardware (como los
Ssensores) se comunican e
interactuan con otros a través de
Internet, y pueden ser monitoreados
y controlados de forma remota




Economia colaborativa

* Co-creacion

THE COMPLETE PICTURE

* Compartiry
utilizar, en vez de
comprar 0

¢ APPIS pa I'a |a _-ff‘.';:- P q‘ﬁ{‘ﬁ’g % SHARING ECONOMY
relacion cliente- %
empresa,

reduccion de
costs y mayor
transparencia




P2P

Gula de plataformas de

Plataformas gratuitas a través . 4 crowdfunding
de las cuales se ofrecen Yo .
productos y servicios a los
consumidores. Los beneficios
provienen de otras companias
gue pagan publicidad por
promocionarse en esos sitios

napster.

Milanuncios, Airbnb, Uber, Facebook, Instagram, Youtube.




3 MODELS OF CROWDFUNDING

BREAKDOWN OF CROWDFUNDING SITES WORLDWIDE

LENDING

3 14% o= e

- EQUITY+

CURRENTLY EGALINTHEUS




Microtransacciones

Las microtransacciones son los pagos pequeinos y
fraccionados por contenidos diversos en tiempo
real, de acceso limitado a contenido o a
aplicaciones

Son pagos por compra (descarga una pista,
pelicula, articulo, imagen, etc.)



Cajas de regalo

Dig cle la macdre
Cumpleahos

Boda v aniversarios
Navicae

Recuperacion entermedad
Premio

Ascenso proiesional



resource waste

-

L

Take — Make — Dispose




NATURAL MAKE DISPOSE
RESOURCES

Technical & biological materials mixed up

Energy from finite sources Energy from renewable sources




From linear to circular economy

The linear economy

LY
\ Take .‘:‘3:. Make - Waste
§¥ym L—t
Materials Product \
End of /ifew

Source: Senge, Smith, Kruschwitz, Schley. In The Power of Sustainable Thinking”

ENVIRONMENT

Investment
in natural
apital

SOCIETY

RETURN

3DINY3S

Responsible
consumption and
support for




RAW MATERIAL DESIGN

PRODUCTION
REMANUFACTURING

CIRCULAR
RECYCLING ECONOMY

DISTRIBUTION
RESIDUAL WASTE

USAGE

COLLECTION REUSE, REPAIR



Ellen Macarthur Fundation

Los ciclos de la economia circular

Desde su origen como elementos renovables o finitos, y
antes y después de llegar al consumidor/usuario, se pretende
mejorar el capital natural controlando las existencias finitas y
equilibrando los flujos de recursos

Renovables Materiales

finitos

Para que los recursos se
aprovechen al maximo la
idea ahora no es esperar
al final del proceso, sino
actuar antes, creando una
economia capaz de
regenerarse,

Se optimiza el rendimiento
de recursos mediante la
circulacion de productos.

RECICLAJE

REGENERACION

b
._ Elementos
manufacturados
Agricultura, Y 6\
caza y pesca Rem h
R ey,
S ‘ Productos
( °o°~ manufacturados
e
Q.
.,__ Proveedor
@ ':c'; de servicios
=
Biosfera =
Reutilizar
)
- CONSUMIDOR USUARIO < )
Biogas Extraccion de i 8 Compartir
matala i P -—
loquimica <, Recogida W
‘_" de malgriales “_’
Se fomenta la eficacia del D 3 I 2
sistema revelando y :
eliminando externalidades P >

negativas.



De fabricar para vender a gestionar clientes

4 N
o Dlomme Dlows  Ploms Dlaws )
- v )
4 N
(G Dloms Dlows  Dlommwe Dlowe )
- )

Big Data/ el £5.02 . Propuesta D SR D
Analiticas | permanente |5 (0L
m con el cliente

Fuente: Kotler, 2002; y propia a partir de Kotler



La serpiente del management

Valls, ESADE, 2018

NECESIDADES RECORRIDO DE DATOS, METRICAS Y
Y ASPIRACIONES COMPRA CONSUMIDOR ALGORITMOS ESTILO DE VIDA

CONTACTO DIRECTO

IDENTIFICACION DE CREACION DE LA
CON EL CLIENTE

LA VENTAJA COMPETITIVA PROPUESTA DE VALOR

REINVENCION DE
LA CADENA DEVALOR  propucTOS
CUSTOMIZADOS,

MULTIPRECIOS Y
OMNICANAL

e
(e
e

BENEFICIOS Y SUSTENTABILIDAD
DE LOS NEGOCIOS

PERSONAS Y TALENTO

BIG
DATA.

atrapando al
consumidor

L
(4 PROFIT



Fase de busqueda

PAID SEARCH
DIRECT SOCIAL
A
A 4
v REFERRAL
F
» < >

AdvotEing, (RM, PR, Web,
Sodhnures, Product Placements,
Modile, ‘Woed of Mouth

|

Sodd Medka, Webk Soda Meda,
Weed of Mouth \ Bhibtions, Guide Bodks,
Woed of Mausth
Welcome, Qualey, Visit / \  Convert Ease o Booking
Tocsism Infoamation Centres, / \ Quaiky Produc Range,
Woed of Mouth Post Woad of Mauh

Rationalise

Wb, Socal Meda,
Woed of Mouth



Los consumidores saltan de un medio o fuente a otro

Social Ads . r‘
Y 2 ‘Reviews CogTuu:ty Social Networks " g
Email @ ‘ Blog L N
Online Ads ' Media Webslte 4 ' = ’

\ ’ W°"° of Mouth Knowledge Base pm'“°“°"s
PR ~R." Ecommerce
e

Print

Font: De Baere, 2015



Traditional relationship with the client

Order Pay shop & Consume
plan

Customer centricity, Valls, CambridgeScholars, 2018



Customer journey

-w

Capture of
information

Client
experience

Improve-
ment goals

Changes to
be achieved

Customer centricity, Valls, CambridgeScholars, 2018



Recorrido de compra del consumidor, customer journey map

Zona pre-compra Zona compra y consumo Zona post compra y post-consumo
Descubrir Comparar Considerar Reservar Pagar Comprar Consumir Divulgar Recomendar Retener
y planificar

Captura de
informacion

Experiencia
del cliente

Puntos de
contacto

Objetivos
de mejora

Cambios a
desarrollar
y alcances

Big Data: Atrapando al consumidor, Valls, Profit, 2017



Customer journey map de una actividad o destino al aire libre

Zona pre-compra Zona compra y consumo Zona post compra y post-consumo
Descubrir Comparar Considerar Reservar Pagar Comprar Consumir Divulgar Recomendar Retener
y planificar

Captura de W\YEIL: Expectiva Atributos/  Facilidad Por UX Wow Oferta Redes Clientes Fidelizacion
informacion Il I de valores  precio adelantado completa sociales e embajadores

y destino internet

Promesa
SEENRGERS  Actividad Procesosy Procesosy Transmitir  Red/club Contacto
del cliente wow personas personas

Puntos de
contacto

Objetivos
de mejora

Cambios a
desarrollar
y alcances

Big Data: Atrapando al consumidor, Valls, Profit, 2017



Customer journey de Vueling




Mapa experiencia ferroviaria Europa

People choose rail travel because it is Rail booking is only one part of people’s larger
convenient, easy, and flexible. travel process.

People build their travel plans over time.

People value service that is respectful,
effective and personable.

Customer Journey

STAGES Research & Planning Shopping Booking

Post-Booking, Pre-Travel Post Travel

Enter trips Review fares Conﬂrr’n Delivel ' Payment : RSVV ow & Share experience
Research destinations, routes and products : EEERE ith i i 4 y; i ‘f Wait for paper tickets to arrive Activities, unexpected changes B
finerary ::  options options coniirm Fallow-up on refunds for booking changes
Destination Look up
es time tables i
e / \ Print e-tickets Change E-ticket Print
/ \ at home plans _—_at Station
| = g ek tiket o Get stamp
\ raileurope.com | —. Live chat for E— / -\ 1 \ status ( l‘i ) for refund
/ ./ ™\ cuestions ( | & / PN
Plan with Map itinerary ( ‘ ) . \) / _/ L\!_"/)
DOING interactivemap - (finding pass) \\_/ -
experience
. (reviews)
May call if Buy additional
difficulties AN ) __ tickets
aceur pin | ¥ \\ View -
o an | { maps _
. ( |EZI / \ —
’/ Blogs & Kayak, compare : : : activities \ /l @ ;uebé ( D ) / ~ (/ /_\
( i Travel sites airfare H H H Research S~ \ ~ PPSE e /Ry \ \ g )
\ / hotels Paper tickets gk - Esmili ) -/
- [ [wes] | arrive in mail i Arrange activities N
Talk with | e ] timetables ] Request ™~ Mail tickets
friends Google\ 7 Research travel refunds for refund
searches hotels N
* What is the easiest way to get around Europe? * | want to get the best price, but I'm wiling to pay a * Do | have all the tickets, passes and reservations * Do | have everything | need? # | just figured we could grab a train but there are » Trying to return ticket | was not able to use. Not
= Where do | want to go? little more for first class. | need in this booking so | don't pay more * Rail Eurcpe website was easy and friendly, but not more trains. What can we do now? sure f I'll get a refund or not
THINKING = How much time should Ifwe spend in each . :IO(\jN m;:c? will my whole trip cost me? What are my shipping? when an issue came up, | couldn’t get help = Am | on the right train? If not, what next? * People are going to love these photos!
place for sita seeing and activities? adool? R « Rail Europe is nat answering the phone. How « What will | dio if my tickets don't arrive in time? « | want to make more travel plans. How do | « Next time, we will explore routtes and avalability
* Are there other activities | can add to my plan? else can | get my question answered? Y do that? more carsfully
= I'm excited 1o go to Europe! o Its hard to trust Trip Advisor. Everyone is = Website experience is easy and friendly! « Stressed that I'm about to leave the country * | am feeiing vuinerable to ba in an unknown placs in » Excited to share my vacation story with
* Will 1 be able to see everything | can? s0 negative. * Frustrated to not know sooner about which and Rail Europe won't answer the phone. the middle of the right. X my friends.
FEELING + What if | can't afford this? » Keeping lrack of all the different products tickets are eTickets and which are papsr ticksts » Frustrated that Rail Europe won't ship fickets N S"EN[‘ that the trein won't arrive on time for my = A bit annoyed to be dealing with tickat refund
M r is confusing. il e i i CONNECtion.
| don't want to make the wrong choice. L e L'gWiA inthe i | want fo iska? Not sure my tickets will arrive in ime. to Europe. + Meeling people vwho want to show us around is fun, issues when | just got heme.
* Happy to receive my tickets in the maill serenclipitous, and special
Enjoyability Enjoyabili Enjorabilicy Enjoyability
EXPERIENCE
Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulngss of Rail Europe
Opportunities
(GO B L |

PLANNING, SHOPPING, BOOKING

B POST-BOOK, TRAVEL, POST-TRAVEL

Communicate a clear Help people get the help Support people in creating their Enable people to plan over time. the trip for i Arm with inf p the paper ticket Accommodate planning and
value proposition. they need. own solutions. and booking. for making decisions. experience. booking in Europe too.
STAGE: Initial visit STAGES: Global STAGES: Global

STAGES: Planning, Shopping STAGES: Planning, Shopping STAGES: Shopping, Booking STAGES: Post-Beoking, Travel, Post-Travel STAGE: Traveling

Make your customers into better, Engage in social media with

Connect planning, ing and
more savvy travelers. explicit purposes.

booking on the web.

ith a

Proactively help people deal
with change.

Communicate status clearly at

reasonable timeline. all times.

STAGES: Global STAGES: Global STAGES: Planning, Shopping, Booking STAGE: Booking

BTAGES: Post-Booking, Traveling STAGES: Post-Baoking, Post Travel

Font: Adaptive Path

Information | » Stakeholder interviews » Customer Experience Survey Ongaing, a Linear Non-linear, but
sources | » Cognitive walkthroughs » Existing Rail Europe Documentation non-linear process time based



OPPORTUNITY

Utah, potencial destinacion

AWARENESS CONSIDERATION PLANNING
Utah is a potential > Evaluating Utah vs. > Travel, lodging,
travel destination other destinations to-dos and to-don'ts

Can | afford this

How will | get there
What will | do there
What do people think

| don't know this existed
What is the Mighty 5
Looks amazing

| need a vacation

Should | go here or there
Can | afford this

What will | get out of it

How will this enhance my life

What's it like there What do | need to bring
Is this right mefus When is the best time
Is it popular

Travel Sites — Y Search
Tourism
— Sites Park
o O =

Magazines Booking Sites
Educate Resources Resources
Inspire Storytelling Content
Create Dialogue Social proof Reassurance

A

Park Maps

)

What's around here
1
ye|p’4¢
= Yelp
. R
Vendors

EXPERIENCE
Journey to and
park(s) experience

This is amazing

Better than | imagined

What else should | do here
FOMO

Changing plans/recalibrating

Take
Photos

Branding
Sharing
In-park engagement

)

nstagram

ADVOCACY
Sharing experiences
and feedback

Amazing experience
Share advice/help others
Can't wait to come back
Longing

Rate and review
Internalized narrative

ke

(Google+ | Yeip)

Reward sharing
Aggregate UGC



TOUCH PQINTS

VISITOR PERSPECTVES

Exploratorium Visitor Experience Map
What opportunities exist to impact the experience at scale?

Marketing

Peaple

GET THE IDEA

@ Pain Point
No awareness
Too many other options

Co-marketing with
businesses and educa-
tional institutions

= Tailored outing plans
* Educational campaigns

Pre-visit

Digital Media Grounds

Transit

Arrival & Entry

THE DAY

@ Highlight
Standalone online
experience

\. Pain Point

Parking Confusion

Clear indication of
learning resources vs
marketing on website

Multi-touchpoint exhibits
start with web or mobile
interaction and continue
through post-visit
experience

= Clear wayfinding signage
outside, as well as inside
the building

Orientation

Mobile Device

At Exploratorium

Places to Go, Things to See

People

1
¢ Food
I
1

Exit

T INSIDE

@ Pain Point
Too long of a wait
Too many people
Can't get inside
How can | find my friends?

= Mobile app for purchasing
tickets and learning about
real time events

Expedited entrance for
members and those who
purchase tickets via app

Explainers or mobile exhibits
in line

Places to meet and rest

Highlight
Sense of welcome
Surprise and newness

* Welcome packet

* Hospitality

= Simple entry & orienteering

= Gifting opportunities
through the store

Retail

HE MUSEUM

@ Pain Point
Too much to deal with
Crowded, too loud
Low blood sugar
What do | do first?

= Tailored Explainers for
language, age, etc

= Areas to rest with a view

= Clear meeting landmarks

@ Highlight

Amazing exhibits and
programs

Sense of wonder

"l didn’t know that!"
Stunning view

Fun suspicion: "Are they
tricking me?"

Alcohol (for local adults at
evening events)

= Artifacts of tinkering and
interacting with exhibits
(photos, etc)
Multi-touhpoint exhibits
include physical and
digital interactions that
extend pre and post-visit

Post-visit

Mobile Device

@ Pain Point
Post-visit burnout
No attempt to keep visitors
connected
Weather and cold

No obvious place to relax
and refuel

= “Leave your mark”
(digital and physical
opportunities for visitors
to share and comment)

* “Good-byers” to guide
visitors through the exit

= Exit activities and
prompts (game cards,
useful take-aways)

expl ratorium’
by adaptive path
map by adaptive path
Digital Media
People

RETURN TO LIFE

Highlight
The recap, "That was cool”

Pain Point

"l wish | had known."
(Free day, closed, etc.)

* Retention program

* Exhibit follow-up and
discussions

* Email artifacts from
exhibit interactions

* "You may also like”
suggestions via email



Rentabilidad de |a experiencia de cliente

* Las companias con una buena Experiencia de Cliente crecen mas:
* Los clientes con mejor experiencia generan mas ingresos.

* Tienen menos tendencia a cambiar de marca, con lo que reducen la tasa de
abandono

* Al recomendar a la empresa que les ha proporcionado esa buena experiencia,
contribuyen a la captacion de nuevos clientes

Al clasificar a los clientes en funcion de la experiencia
qgue les proporcionan las empresas de telefonia vy
banda ancha, el 38% de aquellos que declaran tener
una buena experiencia contrata los dos productos con
la misma compahia, frente al 27% de aquellos con
mala experiencia

BCG-DEC, 2014



Piramide
de valor

HBR, 2016

IMPACTO SOCIAL @
Auto -
trascendecia
e - <
CAMBIO DE VIDA 1
&
Provae Auto
esperanza Realizacion
\ Maotivacian Herencia Afiliacian )
i ™
EMOTIONAL o ™
® @
Reduce Me premia Mostalgia Diseno Valor
Ansiedad Estetica Distintivo
Biemestar Valor Entretenimiento Atractivo Proporciona
Terapeutico Acceso J
<

l‘\
g

Ahorra
Tiempa

O

Reduce
Esfuerzo

e O @

simplifica

Evita
Maolestias

Hace
Dinero

Reduce
Costo

Reduce
Riesgo

&)

Calidad

® @

Organiza

@ ® 6

Variedad

Integra

Atractivo
Sensorial

Infarma

/

* Funcional: conecta:
atractivo sensorial

* Emocional: me
premio; atractivo

 Cambio de vida:
auto realizacion;
motivacion; afiliacion




Estrategias para incorporar la centralidad en el cliente en la empresa

Design the
experience

Understanding
your
customer

Visible
customer-
focused
leadership

Empower
the frontline

Putting
customer-
centricity at
the core of
your business

Metrics
that
matter

Engage the
back office

Feedback
drives
continuous
improvements

_ Sierra de las Nieves, Malaga, aventura familiar
Deloitte, 2014 https://www.youtube.com/watch?v=s4 tzv3cIlnQ



https://www.youtube.com/watch?v=s4_tzv3clnQ

Barcelo

sants ]
orbital '
station

Barcel6 Sants




Barcelo

HOTELS & RESORTS

Precio
Medio

Ocupacion




Barcelo

HOTELS & RESORTS

Precio
Medio

Ocupacion




.

e Oferta creciente
519 hoteles en
Barcelona.

e Productos
Sustitutivos
Competencia desleal

e Competimos en

un mundo global

e Diferenciacion de
Producto

HOTEL TEMATICO
e Servicioy
Ubicacion

Barcelo

HOTELS & RESORTS

¢Para que?

.

e Subir Precio
Medio
+

¢ Mantener
Ocupacion

e MEJORAR
BENEFICIO




Barcelo

HOTELS & RESORTS




Barcelo

HOTELS & RESORTS

=




Barcelo

HOTELS & RESORTS




Barcelo

HOTELS & RESORTS

e Orbital Family
Suite

* WIFI

* Room Service
* Alquiler Bicis
* Fitness Center

* Y mas!



Barcelo

HOTELS & RESORTS




Barcelo

HOTELS & RESORTS




Barcelo

HOTELS & RESORTS




The five pillars of successful digital
transformation: key learnings from 2018

Customer-centricity

]
800008 o‘ .
3

1. Data, tecnologias, automatizacion | :

2. Cultura de innovacion 21 L 5 9&23

3. Personasy operaciones 4 R Micﬂass 5465;351561
5.

Vision y liderarzgo

Jennifer Armstrong December 2018
https://www.thinkwithgoogle.com/intl/en-gb/marketing-resources/content-marketing /five-pillars-successful-digital-transformation-key-learnings-2018/



https://www.thinkwithgoogle.com/intl/en-gb/marketing-resources/content-marketing/five-pillars-successful-digital-transformation-key-learnings-2018/

REDES SOCIALES

WEB SITE
ALIANZAS INTERNET

CRM




FUNCIONES GENERICAS DE LAS REDES SOCIALES

mmm=)  |nteractuar con los clients actuals y potenciales

Observar las tendencias que se producen y
unirse a ellas

Crear una imagen de |la empresa a través de la
marca y del puesto de trabajo



SOCIAL MEDIA — WHY CONSUMERS USE SOCIAL MEDIA

Bridging Bonding Communicating

Give people an authentic look into Easiest method of communication
my life for me

Share my life updates and Keep in touch with family/friends
information with others Exchange messages with

Post photos of my life family/friends

» Connect with brands/companies

» Discuss a specific topic with people
online who | don't know

* Professional networking

Discovering . .
Discover interesting Takmg Action

information/content (excluding Stream music

watching videos), Monitor my kids’ activities online
Discover/watch interesting videos Engage in a fun activity with my
Find information/ideas related to kids

personal interests

https://blog.hubspot.com/news-trends/social-media-framework



SOCIAL MEDIA — CHANNEL DIFFERENCES

Channel

Facebook

Facebook
Messenger

Instagram

Snapchat

YouTube

Motivations for
Use

Discovering
Communicating

Communicating

Bonding
Discovering

Bonding
Communicating

Discovering
Bridging

Discovering

Low-Performing
Content

Educational
Mews/current events

News/current events

News/current events
Educational

News/current events

Educational
Warm and fuzzy

Humorous
Warm and fuzzy

High-Performing
Content

e Hobbies/ interests
- Humorous

e  Sympathetic

e Wholwantto be

Hobbies/ interests
Whao | want to be
Humorous
Sympathetic

Humorous
Hobbies/ interests
Who | see myself as

Hobbies/ interests
Warm and fuzzy
Who | see myself as

Hobbies/ interests
Who | see myself as
Who | want to be

Who | want to be
Educational
Hobbies/ personal
interests

https://blog.hubspot.com/news-trends/social-media-framework



WEBSITE PROPIA'Y DE DESTINO

o Tips for a GREAT WEBSITE

You have 5 seconds to hook 3 parent.
Create a navigable website by using a top-bar
navigation with nested sub-headings. How long does
it take to find out Who, What, When, Where, Why,
and for How much money?
Let the Rocket embed registration on
your site and ask us for organizational tips.

STAY

Leaving dated material Is confusing and
unprofessional. Always keep your website up to date
and remove old content immediately.

QOur Data Bots will remind you when it's
time to update your schedule and we'll even do most of
the work for you. Let us take care of some of the nitty
gritty so you can take care of making awesome
programs for kids & families.

#3

KEEPIT

Keep your look clean and professional,
Stick to a color scheme and be sure your text is
sufficiently contrasted with the background. Keep
paragraphs short and take advantage of bullet points.

Need help with your look? We will

happily give you input on ways to strengthen your
website. Need even more? We have reasonably priced
designers standing by to work with you on your design,
logo, and branding.

Tuition information must be transparent.
Parents do not want to log in, call, or emall for cost. Keep
your pricing structure simple and direct.
Having trouble narrowing it down? We can
provide our subscribers with insights into average cost by
category to make sure you are remaining competitive,

INCLUDE

People love videos and they are an
invaluable marketing tool. Skip the flashy and distracting
backgrounds and embed a great video on your website
and Activity Rocket listing.

Don't have a video? We'll assist you in
creating one with your paid subscription,




WEBSITE — TRAFFIC MANAGEMENT

SEO, SEM, Display,
eMail Marketing,
Social Media, Social
Ads y PR Online son
técnicas y estrategias
para atraery
administrar el trafico a
un sitio web. Esto es el
Traffic Manager

OPEN School from IEBSCHOOL



o

ALIANZAS INTERNET

Producto Destino
Tecnologias
cooperativas
Campana conjunta
Evento

Promocion
Canales

PEN School from IEBSCHOOL

Tourism
Queensland
2009

FRUEENSLND

Island taretaker

UD $150,000 package

Apply now: islandreefjob.com




CRM

Growth benefits of CRM

=
!
1 INCREASE EFFICIENCY
Follow quality prospects,

GROWTH AR R e
i

INCREASE YOUR
BUSINESS’ PROFITABILITY

INCREASE SALES LEADS

INCREASE CHANCES OF
MAKING RIGHT DECISIONS

React to customer behavior
and market trends fast

INCREASE INCREASE FIELD
DATA SECURITY TEAM’S PRODUCTIVITY
g g Centralize customer and business

data in one secure ecosystem

Access real-time data and make
decision on location any time

https://visual.ly/community/infographic/business/5-growth-benefits-crm



COMMUNICATIONS & CHANNELS MANAGEMENT

Five elements that catalyze great marketing

01 ]_i, Advances in data, modeling, and analysis allow 04 Consumer preferences, market dynamics, and
precise measurement and management of product life cycles change with stunning velocity
c customer decisions and more targeted spending. in a digital economy.

02 . 05 2
Marketers can directly shape the business by - v Complexity is the enemy of speed and leading
s c evolving the customer experience and S l

marketers are seeking greater simplicity.
the development of products and services. 98 ROy

Substance Simplicity
. §$ 09

03 ly || The ways to tell a story are morphing continually,
St drawing on richer digital interactions and more

powerful communications tools.

Story
Contents Language Instruments

The dawn of marketing’s new Golden age, McKinsey Quarterly, 2016




CONTENTS

CONTENT CHARACTERISTICS

e Simple and short story maintained
Answer to frequently asked questions
Traceability
Deployment of exhaustive information

Commitment to ethical values

http://socialbarrel.com/content-marketing-social-media-seo-3-things-need-boost-website-infographic-insights/53908/

Blog posts
Articles
Videos
Infographics
Whitepapers
Webinars
Slideshows
Images

Reviews

Website copy
Product descriptions
Ebooks
Digital magazines
Podcasts
Research reports
Case studies

Enewsletters




MESSAGE

ELEMENTS
TO TAKE INTO ACCOUNT

IN YOUR MESSAGE

Simplicity Accessories

» Focus

J

-
w
\%&]’
\

Brand




LANGUAGE

ELEMENTS
TO TAKE INTO ACCOUNT

IN YOUR LANGUAGE

* Adapted to the traveler's code
* Response mix
* Technological domain of the channel

* Exceptions, complaints and queues




SIGNALING




DYNAMIC TECHNIQUES OF GAMES

Fuente: Gaitan, 2013

REWARD STATUS

Get a deserved set at a valued
benefit hierarchical level

ACHIEVEMENT COMPETITION

As overcoming or for the simple desire
personal satisfaction to compete and try to
be better than others

https://www.youtube.com/watch?v=HEJjR4Zmwqgg&sns=em


https://www.youtube.com/watch?v=HEJjR4Zmwqg&sns=em

DIRECT MANAGEMENT

The client will manage 85% of their
relationships with brands without
interacting with a human being, so all
companies that do not develop a
Customer Experience Management

strategy in the coming years will ‘: A i,
disappear. .

INTEGRATED STRATEGY

Forrester y Gartner




INSTRUMENTS

' | CHANNELS

MIX




METRICS

AVERAGE
PAGE VIEWS TIME ON PAGE

Indicates the number of views per particular web Indicates if visitors are attentively

page. Gives you a general idea of how good the reading your content or just glancing

performance of your content is. through it. LIKES ME“TIONS
Shows you what kind of content Allows you to understand what
attracts your Social Media your community thinks about your
audience. content. Helps you to manage your

online reputation.

q UNIQUE PAGE <>
AUSEAQ VISITORS DEPTH XZ

Shows how many visitors your Demonstrates an  average ENGAGEMENT

content attracts. Allows you to number of pages that users
determine the size of your visit per session.
audience. INCOMING
USER SHARES REQUESTS
. BEHAVIOUR Indicates the level of your Shows if your content is able to
content’s visibility on Social Media. generate marketing partnership
a y PAGES PER BOUNCE opportunities.
SESSION RATE i
Indicates an average number of Indicates the percentage of users
pages (pieces of content) viewed who left a particular page without
during a single session on your visiting any other website pages.
website. This metric helps you to
luak interlinking.
S COMMENTS REPUBLICATIONS
Allows you to identify the most engaging content Shows that your content is valued not only by
NEW AND TRAFFIC that able to generate a discussion among the users, but also by other bloggers, media, and
RETURNING USERS SOURCES audience. experts.

Shows your content’s ability to Helps you to discover best
attract new audience and marketing channels for your
retain the old one. content distribution.




Digital Business Models Map

A digital business model might be defined as a model that leverages on digital technology to improve several aspects of its organization.
From how customers interact, to how the value proposition is derived, or how monetization happens.

E-Commerce / Marketplace On-Demand Subscription-Based

2

Uber salesforce
amazon

Zappos§

Strategy D o

zalando
*®

Business
Model e

Hidden Revenue Generation
e - K
Peer-To-Peer, two-sided Marketplace

@ Ad-Supported Open Source Model
Uber Google ‘
@ airbnb n TEd hat

m ) GitHub

e

Quora

Source: fourweekmba.com/digital-business-models FOU rWee kM BA.CO m




The Business Model Canvas

Key Partners \\\:\g?v; Key Activities '% Value Propositions EL"I Customer Rufutfunship{_f-g Customer Segments BS
Business Y \‘# e =
2ol UL Value Propositions | Events
Partners & Eu.siness a Business
Suppliers Fanciian Wiics Products & Business Scenarios
g Customer Segments
e Services Model
Partner
- Process Model Aalue Streams
VPECT
Value Chain Model
Partner & Supplier Key Resources _ gf}; Channels el
Scenarios Bilnees o Business Motivation Channel
: e Maodel Meodel
Capability Model e
. : 5 Forces
Partner = ]
Value Streams Drgrzl‘m;a'ltlﬂh I I.Efiusmes.s Goals & Objectives Information Flow
T 0 np:lm:tllnn [message) Model
ode
VPECT Application | _
swoTt Services EA Vision model lena b e
[Core Model)
|
Cost Structure System Dynamics H€ Streams Jw*xf-f
Model @
I
Costs (TCO)
KPl Model
Model Performance Model Revenue Model
- |
Capability Maturity

L Model

www.businessmodelgeneration.com EsTEESmEETEm @O ® @



Las palabras conmueven, pero el ejemplo convence y arrastra (proverbio colombiano)

josepf.valls@esade.edu



