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Executive Summary

Executive Summary

The geographic location of the Caribbean
shapes the characteristics of its economy.
Local climate favours the development of a
yearround tourism industry,  which
represents 14% GDP, 11.3% employment
and 17.6%of exports. Thus, tourism is one
of the most inportant contributors to the
localeconomy.

It is known that tourism plays a significant
role in the global economy as well. Despite
the poor financial and economic situation,
the travel and tourism industries have
managed to remain relatively resilient ave
the last years. Moreover, forecasts provided
by different organisations, the UNWTO and
WTTC amongst them, reveal that
international tourist arrivals will continue to
increase at a 4% rate in 2014. In 2030,
tourism international arrivals are likely to
reach 1.8 billion.

Meanwhile, he distribution of international
arrivals has changeid the last yearsWhile
the top 15 destinations accounted for 96%
of the market share, today, they just receive
66% of the international inbound traffic.
The remaining 44%f the share is spread in
other destinations.

This new market distribution, together with
the growth forecast expectedverallfor the
sector represent an opportunity for the
Caribbean, which contribute2% in global
tourism. Thus, despite its already sigrant
contribution, the region could base an
important part of itsfuture development,
growth, wealth and job creation on the
travel and tourism industries.

Ly 2NRSNJ G2 aF1S
economy and maintain the economic
importance of toursm in the region, the

Caribbean needs to remain and gain
competitiveness. So far, nost of the

Caribbean countries have based the
development of tourism on what their
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location can naturally provide: nice
sceneries, beaches, i.e., natural resources.
However the region needs to work further
on its unique characteristics to become a
destination that is articulated intelligently,
in a way that fosters productivity and
efficiency based on innovation, while
preserving its local environment.

Generally speaking, the adoption of
Information and Communication
Technologies (ICT¢hanges radically the
traditional functioning and competitive
landscape for most industries and sectors.
Thus, one of the most important challenges
industries face nowadays is how to manage
the  adoption of technologypased
innovations towards quantifiable
competitive gains and advantages with
respect to the competition.

The same can be said about the travel and
tourism industries.ICT has changed and
continues to change the nature of
contemporay tourism Its major adoption
in all parts of the industry is transforming
tourisminto an information and knowledge
intensive sectar valid in a globalised
economy. No player, large or small will
refuse to implement IGbased innovations

if that means toremain competitive in
(2RF&Qa 502y2YAO

The distributed nature and the small size of
the tourism companieén the Caribbeardo

not constitute the adequate setting to work
on innovation towards competitiveness.
Therefore, in addition to the managati

and philosophy implications the adoption of
ICTbased innovations carry along, it also

Yréatesd the mgfit séttddRforéeidientdeb 2 0 ¢

operation within the agents by offering
tools for clustering and working together
and for globalization and creation of a
critical mass.
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Thus,as important as it is for companies to
work together, Statesneed to take in an
active role in promoting and implementing
policies that allow companies to work and
cluster together These ventures will make
it possible and more affordable for
companiesto adopt existing innovatiorbe
active innovatorsand in the end, increase
local competitiveness agell as productivity.

The Caribbean Tourism Administration
should recognise the gacity of ICTs to
empower their local SMEs and their
competitive capacities considering them
when designing new policy policies.
Therefore, together with the new
programmes, additional resources will be
needed to support SMEs modernisation and
digitalisaton; launch ICT training
programmes; promote widespread use of
eCommerce and improve their online
visibility and interaction with the digital
traveller.
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Chapter lintroduction

Chapter 1: Introduction

The Caribbean Region embodiediaerse
reality. The region is heterogeneous in its
historical past, economic development and
geographical landscap&ut there are also
common grounds and its tourism relevance
is acknowledgd worldwide. However
these differences and similarities cannot be
forgotten when approaching the region as a
whole.

Tourism and the industries therein
embodied are inherently connecteénd
attached to a given territory. The
singularities, authenticity and character of
those territories are key for their
competitive and innovative development.

The present work addresses the Caribbean
tourism strategieswithin the context of the
dynamics of global value chains. The
globalization ofthe tourism industry has
framed the Caribbean tourism growth
model ina waythat most of the regions
have attracted foreign investmesin order
to create a higher level of luxty. These
investments have openethe access of the
Caribbean region to global markets
However, at the same time, these large
foreign playersepresent aconstrairt in the
development of regional tour operatoras

it is difficult for local (usually small
companies) to compete with foreign
(usually large companiesyhe advances in
IT of the global industry k& movedthose
international operators to the digital
environment, putting together
sophisticated platforms to perform better
on the online markets.

The industry network in the Caribhn is
rather complex. On the one hand, there are
large foreign players, highly innovative and
competitive, partially constraining the
development of local economy. On the
other hand, the local industrial network is
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made up of small and medium businesses
who struggle to remain competitive and for
whom innovation constitues the usual
barriers inherent to SMEs.

Within this context, the present report has
been conceived to present innovation
strategies, policies, caseghallenges and
trends to be useful for a broad audience:
national and subnational levetourism,
innovation, industry and competitiveness
authorities, and private tourism sector
locally based The main objective of this
report is then to support locally based
public and privatetourism players with
guidelines and knowledge about
technologybased innovation Successful
policies implemented in other parts of the
world in orderto foster innovationthose
territories and in the travel and tourism
industries herein embodiedwill also be
shown

Within the suggested innovation
development model fostering learning
processes, policies are approached as the
framework preparing welgreased gears
closing the innovation gap that could be
encountered. Tourism as an @wmic
sector is inherently connected to many
industries. As such, it needs to be taken into
account when drawing policies on entry
restricions to  countries, transport,
connectivity (physical and virtual), health
and safety, education, innovation,
entrepreneurship, and technology.

Therefore, it is argued that tourism shall be
regarded as a sector in need for careful
policy design in connection to other
economic sectors relevant for a given
territory. Equally relevant is to acknowledge
the singularity of agiven region / local area
in its development of tourism to adapt such
policies to fit this unique destination.
Moreover, arguments are provided to
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reinforce integrated, placbased economic
transformation strategies, building up on
SI OK
advantages and potential for excellence.
The present report starts out placing the
reader within the global trends and
challenges thetourism economic sectors
facing. It goes on by providing an insight
about the current status of the Sector the
Caribbean regionby analysing its singular
developmentand underliningthe needfor
approaching future tourism development
with a high innovation scope in order to be
and remain competitive in the global
economy.
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Precisely Chapter4 suggests an innovation
framework for regions where SMEs need to

NB 3 A 2 ¥ Q dompetitiieNB y Bell éndgavered when facing inteational

competition. This empowerment comes
mainly from the adoption of technologies
explained in @apter 5that is boosted by a
framework of an adequate clusteg and
co-working policy atmosphere created by
publicpoliciesexplained in Chapter 6.

Chapter 7provides a review oinnovations
practices.Finally, the document closes with
some conclusions and a set of guidelifas
the Caribbean Region.
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Chapter 2: Trends and Challenges

Chapter 2Trends and Challenges

The travel and tourism sectorfaces
numerous challengeslespite its positive
status and  optimistic  predictions.
Technolgy development is driving major
changes in the tourism industrin addition
tourism is each day alarger player in
2RI 8Qa
occurring in general have also implications
and drive changes in tourism.

Global economy, knowleddgeased societies,
more affordablemeans oftransportation,
iKS 22NIRQa
and sustainability policies, to name but a
few elements, are changing the way we live
They are also driving changes in thay we
travel in how the tourism industry operates,
in how tourists behave andn how we
understand tourism.

People around the world have been willing
to travel despite the global economic and
financial crisis. As mentioned in the
Introduction, the tourism industy has
shown once again its resilience and ability
not only to maintain, but also to overcome
the overall difficult situatioras opposed to
other industries Although there was a short
downturn in the number of visitors in 2009,
the number of international visitors
surpassed the milestone of 1 billion tourists
globally for first time in history in 2012
(UNWTO, 2013).

In the same way, UNWTO foresees that
international tourist arrivals to America will
grow from 150 million to 248 million in
2030 (UNWTO, 20122). Although this
figure represents an importangrowth, it is
comparativelylower than inother regions.
Thus, action needs to be takeén orderto
improve competitivenessand keep or
increasethe current market position and
share.
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Considering this genal situation, in striving
to better understand the opportunities
technologybased innovatiors could bring
to the Caribbean tourism sector in the
coming years, it is not only necessary to
know how innovation will and/or can
destinations and their
businessesit is also crucial to have a deep
understanding of how the world, the
industries andthe consumers are changing
and how these changes are drivifeyther
transformationsin the travel and tourism

RS Y2 I NI LIKiAdG#EISs TI® YawhkeNRsoYifey dvérdil

situation willfund the base upon whicthe
adoption of different invation strategies
and measures will be supported.

Ly (2RI &Q& Idn@sadeflob8 O2y2Y
but opportunities are local. Thus, the focus
on local factors is key for théevelopment
and sustainability ofiny sector This is even
SO more important inthe tourism sector
Thus this section outlinesome ofthe most
significanttrends and challenges the travel
and tourism industriesire andwill be facing
globallyin the comng years These trends
will be categorised in trends theector is
facing itself as a sectand social, market
and other general trends that aredriving
change in tourism, which could create
opportunities at the local level.

Figure 1 represents graphaly the
frameworkthat articulates these trends and
challenges. The vertical axis arranges
technologies according to the life cycle of
the trip, i.e.technologies that can be used
or adopted duringthe pre-trip, on-trip and
post trip phases from the industry,
destination and tourists perspectives
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Figurel: Trends & Challenges approach.
CICtourGUNE

On the other hand, eneral trends and
challenges have been arranged in the
horizontal axis.As mentioned earlier, the
adoption of technologiesn tourismis not
only driven by technological development,
but also by a number of factorsoutside
tourism, sich asgeneral social or market
transformations

Chapter 2: Trends and Challenges

ICT adoption is leveraging changes in
tourism value chains and in the wawe
consume tourism products and services.
More general changes, i.e. market or
a20AS0l ¢ OKlIy3asSaszx |
behaviours. Technology can support to
better understand these behavioural
changes as well as to provide the right kind
of service or prduct adapted to these new
behavioural patterns.

The model of trends and challenges
presented in this report brings new insights
into the Tourism sectorand presents a
framework for its comprehensionin the
same way the model aims to integrate the
different factors in a single view.

The following table summarises the trends
and challenges tackled in this chapter of the
report.

Tablel: Challenges and Trends

Social Challenges

Market Challenges

Population Ageing
Environmental Changes
Polarization of wealth
Globalisation

0 Sustainability

o Mobility

o Digitalization

0 Internationalization

= =4 -4 A

1 More competitors

9 Diversification of products/services
9 New destinations

1 Building Smart destinations

M Newdistribution model

1 Brand creation (place identity)

1 Knowing customer expectations

9 Personalization of products/services

E :\rls:;nn;? gilfhtiicf;nologles 1 Big data technologies
f Cloud Com utign 1 Mobility and tracking technologies
9 Cross Fatfor?n and networ 1 New smart devices (glasses, watchg
technobgigs 1 New social media tools
1 New material{grapheme, etc.) T New sensors (NFC, RFID)
| 4 COMPETE
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Chapter 2: Trends and Challenges

2.1 Social Trends and Challenges  related to areas such as mobiliy,
sustainability and digital society, which have

Social changes have a structural impact on g girect impact on tourism. Hence,arket

tourism. New family structures, aing of globalisation stresses the need for
society, polarization of wealth and income  pighjighting the singularity of the local
(pressure of cheap imports, immigration,  gestination on such a global context of

most retirees with less pension to spend  figrce competition.
more years) are just a few examples new
generaions of pOIitiCianS need to deal with. There are no local markets any moré&he
i supply chain is becomipg the supply web.
The world2a LJ2 Lddzt | GA2Yy A& !ElyN% BAN K ALY Ri kM %D dza Ay S &
expected that there will be more than 8 forming more flexible relationships with
billion inhabitants by 2030. @#s will host each other and with the customers As
around 70% of thelobal population and it these individual relationshipemerge and
is very likely that they will become the grow in size and scope, due to a great
dominant nodes in the everyday increasing  extent to social networks, the traditional

flows of travellers in the future. value chain of tourism will change.

Quality of life and life expectancy have  cyrrently, Society faces shrinking natural
improved  significantly  in developed resources and biodiversity and extreme
countries. In addition, longevityg igradually environmental changes(climate changes,
increasing in developing countriesAs a global  warming extreme  weather
consequence people live longer, in better conditions and so on In order to promote
conditions and they have ahigher sustainable development for the planet
disposable incoméo devote to travelling. there is a need to manage the use and
For instance, in Europe, the average tourist  gypoitation of natural resources, reduce
on the age of 65 or over spent 11% mor | jytion and carbon emission, and achieve

than the general tourist (Statistics in focus, efficient soil and wate management.
Eurostat, 43/2012).

ICT can and will play a determining role,
ICTis essential to address social challenges. developing more energgfficient products
It brings unique responses, for instance, 10 544 services taking in better control,

the gowing needs for ageing well arfdr monitoring and planning (smart buildings,
more sustainable healthcare systems smart gids, manufacturing, transport).
People demand more efficiency,

ConneCtiVity and ﬂeXIbIlIty from the On the other hand’ environmental
healthcare systemProgress in the standard protection in tourism destinations is
of living and innovations in healthcare allow increasingly taken under consideration in
more people to takea more activepart in the development of products and processes
society. Natural resourcesre being used efficiently

and environmentally harmful effectare
Nowadays, travel possibilities are countless being minimised throughout the whie
and easilyaccessibleThe massive adoption product life cycle. For  example,
of technology in everyday live makes it technologies are being used to conserve
possmlg for individuals to become more energy and water, for sophisticated waste
international and present at global scale.  gigposal, recycling and filter systems as well

Everybody is virtually connected to as techniques for the efficient use of
everybody and to everything else renewable energies.
Globalisation brings substaati challenges
| 5 { GOMPETE
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Chapter 2: Trends and Challenges

Fromthe demand point of viewii NI @S f f Sd\shofter vacations and short trips and city

behaviour is also
travellers expect highly grysonalized
products andservices as well as instant
customer care. Understanding the
expectations of travellers has become a key
competitive issue for the travel and tourism
industries. The intensive use of ICT, more in
particular of intelligent systems and real
time analytical techniquesjs making it
possiblefor the industry to deliverhighly
customised products. The analysis of big
amounts of data with information
aggregated fromsocial media is enabling
companies to have a deeper understanding
of their customers and to know them better.

Tourism is consideredo be an important
driver of changesn the spatial, economic
and social contexts.The socieeconomic
repercussions of tousm development
make tourism a significargent of social
change andocial innovation

Social innovation refers to new concepts,
ideas, strategies and organizations that
meet social needs of all kinds (from working
conditions to community development and
health) that extend and strengthen civil
society. The term has overlapping
meanings: it can be used to describe social
processes of innovation, such as open
source methods and techniques, alternately
it refers to innovations, which have a social
purpose, like distance learning or
microcredit. The concept can also be
related to social entrepreneurship and it
also overlaps with innovation in public
policy and governance. Another related
concept iscollaborative social innovation
focused on the types of plairms needed
to facilitate crosssector collaboration, a key
issue for tourism destinations.

Social changeeefers to modificationghat
are occurring in the last years in society,
such as: growth of luxury tourism, growing
price sensitivity in all typesfdravel, trend
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changing. ¢ 2 R & Q Zours to rest (city breaks), hotels with family

rooms, accommodations for seniors at very
affordable price (with or without public

subsidy), health tourism development
(Banca March, 2012).

Geneanlly speaking, e way of living is
changing These major changes are driving,
at the same time, changes in the ways
companies do business and compete with
each other. As a consequence, tourism is
also changing: there are more people
willing to travel, wih different expectations,
with high requirements and technologically
educated and active.

2.2 Travel and Tourism Industry
Trends and Challenges

Looking at the market, the trends the travel
and tourism industries face nowadays are
focused primarily in thefollowing factors:
increasing competition, emerging countries
and destinations, adoption of technology
and branding and identity building.

As mentioned earlierit must be taken into
account that the Travel & Tourism Sector is
tightly related to other secbrs, such as
transportation, telecoms, accommodation
and leisure among other@eloitte, 2010).
Therefore,trends in each of these sectors
need to be seriously taken into account, as
they drive changes ithe Travel & Tourism
Sector itself.

One of the mainfactors of change in the
market is theexistence of new competitors.
Thecompetition in the Tourism Sector at all
levels (destintons, distribution agencigss
growing The tourism market isicreasingly
diversified, new destinations emerge and
major destinations represent a smaller
percentage ofhe total (Banca March, 2012).

Some novel destinations are emerging
strongly in Asia, Middle East and Latin
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America, the top regional growth markets
such as China, India, Russia, Brazil and the
Gulf states ITBWorld Travel Trends Report
2013/2019. In these new markets, the
luxury sector is being developed firsihe
section devoted to the middle class is still
under developmentThese destinations will

be so significant that emerging economies
will reach a greter number of arrivals than
advanced economies by 2020.

Due to the intensive technology adoption,
destinations will become smart in the future
This is an extrapolation of the smart city
concept. A smart city is an innovative
consolidated space on the basof territory
and a cuttingedge technology
infrastructure that combines the concepts
of sustainability, knowledge and
technological innovation. The added value
provided by the concept ofmart tourist
destination is the consideration of the
visitor / tourist & its centre. In this sense,
placing the visitor at the centre of
developments will facilitate the generation
of integrated intelligent systems, improving
the integration and interaction with the
destination (before, during and after the
travel), ceating elements that facilitate the
interpretation  of the  environment,
streamline decisiommaking and increase
the quality of visitor experience.

Regarding the destinations, there is a need
to develop a unique market position and to
have its ownbrand postion. In the coming
years, the brand will becoman increasingly
important factor of choice, especially in the
field of luxury travel and the highly
customized travels (Deloitte, 2010). Agents
capable of differentiating their services in
today's globalize@nd digital market will be
leaders in creating socializdutandsin new
technological environments. Brands that
are unable to respond to these
transformations are facing great risk of
losing their competitiveness permanently.
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Chapter 2: Trends and Challenges

Social media offers opportuigs to build
brand awareness and community.

Branding often appears related to the

conceptof ALY I OS A T \Eandepte ¢

refers to thesignificance of places for their
inhabitants and users. The relationship

between people and place is the subject of
environmental psychology. Places have
0SSy RSAaONAROSR a aOSy
SEA&GSyO0S¢ GKIFG KStLI Ol
YSIyAy3 FyR adGroAfAdGe ,
Places comprise both the physical and the

social environments since people seek

places where they feetafe, secure, and
comfortable and where they feel that they

belong.

tfFOS ARSYyGAGe AYyTf dz$SyOS~
and behaviours, including behaviour toward

the local community. Thus, the level of
identification that residents have for their
particulartown can have posite effects in

fields such as Tourism.

So related to Tourism, the place identity has
a significant, positive  effect on
entrepreneurial selefficacy and support
for the community. Thus, a tourism
SYGNBLINBYySdzNRa &aSyas
place in which his/her business operates
contributes towardentrepreneurial success
(Hallak et al, 2012). Thus, place identity is
an issue to be addressed by the destinations,
to better positioning in the competitive
Tourism Sector.

27

Another issue to bear in mind for
entrepreneurial success is Knowledge
management. It will promote synergy to
break  obsolete  paradigms. Open
management models (open innovation),
networked, participatory, sustainable will
strengthen. Greater experimentation with
new business modal is expected, with a
proliferation of 'making money' based on
environmental models, auctions or
consumption patterns (Deloitte, 2010).
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Touriststoday are informed, connected and
participate activelyin social networks. The
proliferation ofthese mediaand new forms
of communication have led to a better
understanding of the product®ffered as
well as ofthe experiences of other visitors.
Technologies play an important role
facilitating the design and configuration of
memorable experiences By the use of
these technologies, the tourism sector can
accommodate its services to the real
expectations and needs of travellers
Furthermore, as tourists are going mobile,
the travel and tourism industries need ¢m
mobile as well in order to be able meet
consumer§) xp8&ctative, anime, anywhere
and in real time (see Section 2.3,
Technology Trends for more detail).

Each traveller has its individual preferences,
demands and expectations. One of the
great dangers is falling into traditional
thinking to understand thefragmented
tourism demand. New trends show that
people and travellers do not identify with
predetermined groups. The challenge is to
understand and act accordingly, leading and
promoting the phenomenon of itherent
personalizatiori of the sector. Touristsvill
have preference for destinations that
provide a complete and personalized choice
of all elements (or more) of their stay. In
the future, the decisions and changes that
make the tourists can be very fast, as fast as
the tools allow.

Given this new rdgy, individual operators
may be less attractive and competitive to
well-organized business groups, unless they
have high capacity and resources to launch
personalized and flexible offergDeloitte,
2010). However, giving people too many
choices tends toessen their satisfaction.
The focus at the moment is on providing
relevant results that target the specific
needs and wants for each traveller given
their situation. Providing such specific and
personalised content is even more critical
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Chapter 2: Trends and Challenges

when going mobilewhere the information
displayed needs to really meet the
expectations, as smaller screens require
special presentation design and interaction
principles.

Distribution Trends

New distribution models are undermining

the old paradigm of travel distribution,

which saw big intermediaries, such as global
distribution systems. Personal clouds, for
example, enable users to access
information anywhere, anytime and on any
device.

Even small hotel companies can connect
with customers in realime by meansof
ubiquitous communications Customers can
now search, compare, shop and book with
no time nor locatiorrestrictions.

Ths new communication paradigm
between companies and customerlsas
brought a revolutionto the travel and
tourism industries The new distribution
model resembles a "swarm"where the
customeris at the centre of a number of
potential interactions between suppliers
and distributors (IBM, 2011). In this new
environment, customers can be influenced
at almost any time of the trip through fafs,
announcements and suggestions.
Meanwhile, each of the members of this
new travel ecosystem getunique and
important data on howto best serve the
customet

Therefore, it is vitafor distributorsto have
integrated and multchannel distribution
platforms within this new ecosystemAll
agents ofthe tourism sector cahare their
deals and tourists have the experience of
successfuland easyreservation process
These new platforms will need to integrate
the small content providers using APIs that
allow both viewing information as much as
loading on the system. In this new
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ecosystem OTAs (Online Travel Agencies)
are gaining more and more relevance.

Regarding new distribution competitors,
collaborative housing markets like Wimdu,
Zipcar and Airbnbare growing at an
incredible paceln fact, Airbnb sells more
beds in Manhattan than all the hotels (Eye
for Travel, 2012)It is uncertain the extent
to which this new phenomenomwill or can
affect thetraditional hotel industry and car
rental companies What is certain is that
new business models and ways of
distribution are transforming the industry
and that traditional industry will have to
adapt to the new rules.

2.3 Technology Trends

We live in atechnologymediated world.
Over the past decade, ICBed for or during
travel has become much faster, smaller,
more intelligent, and more embedded in
0KS dza SNDa Csnyatgerd® ¢giy S
technology and

This change is particularly noticeable when
0N} @St t SN& I NB
cutting-edge mobile tebnology
characterized by smartphones and their
apps. The fast adoption ohew mobile
technologies generates a tremendous
impact on travel and will very likely
transform the behavioural patterns of
tourism consumption and the tourism
experience itself.

A new world is emerging as smart world
(smart cities, smart destinations), where
everything is connected to everything else,
making the physical, digital and social
spheres converge and creating this way
hybrid worlds, which are practically
inseparable andndistinguishable. In these
new environments individualsiteract, play,
communicate, collaborate and share
information in new ways Businesses and
destinations need wholly new development
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principles,  policies, processes and
objectives: sustainable world rstegies,
comprehensive planning, integrated models
and globally effective solutions.

According to CISCO Systems (Bradley et al,
2013), the Internet will be four times larger
in 2016 and more and more people and
objects will be connected to the network. In
2013, it is estimated that 2.4 billion people
will be connected to the Internet, in020
this figure is expected to reach 5 bhillion
people. In relation to thénternet of Things
by 2020 it is expected that 50,000 million
objects will be connected to Internet. The
Internet of Things enables integration of
connectivity and objects that caimfluence

a trip, such as redlme baggage location,
weather conditions and homeland security
advisories.

Qoud solutions are transforming the way
large amouns of digital datagenerated in

)}ravel and tourism are processedloud

c&n%uting will have sigriicant tangible
consequences on prices, optimized routing
and planning, customer profiling, privacy

urity éo&otgc[gon, alrjn%n& ?théardameas.

W _SRC
Slj dzA Lﬁﬂvﬁﬁ %Iso have implication§ on the cufture

of companiesThe cloud market worth $ 4
billion in 2011 and it isxpected to increase
to more than $ 242 billion in 2020. By 2014,
over 50 % of all workloads will be processed
in the cloud (WEF, 2012). On the other hand,
personal clouds allow users to access
information anywhere, anytime and on any
device.

Thisnew-networked environment enables
the creation and development of intelligent
destinations. In this sense, digitization of
the physical world will be growing, and the
convergence between the physical world
and the virtual world will become more
transparent. Asthe price and size of the
sensors and chips decline, new technologies
and new products will create an ecosystem
of intelligent transportation. Currently, this
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is reflected in telematics, assisted parking
and automatic payment systems. In future it
has the potential to include autedriven
vehicles (WEF, 2012).

Crossplatform data accesds essential to
make this a reality. as It requires tourism
companies to track the changing user
interface patterns of their customers to
provide the suitable level of sepd. This
will be a continuing process as new
technologies develop and businesses
become less restrictive about the devices
their employees can use for special tasks.
The suppliers and distributors that support
the  most useffriendly, convenient
interfaceswill enjoy increased market share.
HTML 5 enables programmers to design it
once, but being able to run anywhere
(under any hardware or software).

On the other hand, there areew materials
that will enable new ways to interact and
consume information in sart spaces.
Graphene is one of the materials of the
futured LG Qa I Y GSNRI €
properties and there are many application
examples. For instance, many components
of new devices will be made by graphene
and it will be used in the next generatiar
solar cells. The use of new materials and
optimisation of construction processes
would yield significant benefits in buildings
and transport  systems. In  the
accommodation sector, new materials will
enable the development of innovative hotel
concepts andsolutions tailored to guest
preferences and to design future hotel
rooms.

Following, a list with top technology trends
and challenges the travel and tourism
industries are facing is shown, considering
the life cycle of trip as a means to classify
such trends and challenges.
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Technology Trends related to the ptap
process

Taking a look at how travellerarrange
their journeys it seems that Online Travel
Agencies (OTAs) are growing in importance.
In fact, the Internet increased its dominance
as a bookinghannel to 65% in 2013, while
travel agency bookings just rose by 4%.
However, as in the booking process
travellers visitmore than 20 sites before
they make a booking decisioim the future
meta-search, social media and a strong
brand website  will provid great

2 LILJ2 NXi dzy A G @
gainmore direct bookings Moreover, other
applications as$soogle Carousekill appear,

to make the booking process easi€fhe
Carousel is currently live in Europe for
location & events based searches, 201
bring the Google carousel for hotel related
searches (already live in the USA) (Net
Affinity, 2014).

On the other hand, around 75% of travellers
car%/ﬁlﬁrr]grtphep Ele tr ezjl%o mgs
are becoming significant gI ally, reaching
doubledigit shars online sales for some
key players in the online travel agency and
hotel categories. Both destinations and the
tourism industry need to pay attention to
this emerging trend.

According to the report released by Google
on the process oflecisionrmaking in tavel
(Google Think Insights, 2011), the use of
Internet in planning the trip continues to
grow reaching 87% of U.S. users. With
regard to activities on the Internet: 62 %
use them to investigate the destination,
45% initial idea of travel in the inspirati
phase, 43% read reviews from other
travelers, 31% watch videos relating to
destinations, 24% are looking for
information related blogs, 16% are
providing feedback and 11% do so in online
travel journals, 11% upload videos of your
vacation, 9% makes conants to videos
and 7 % explains your holiday in a blog.
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Tourism marketing is also suffering
important transformations There will be
more marketing campaigns in the future,
but they will be more fragmented and
personalised and addressed to any device:
computer, tabletor smartphone. Regarding
product personalization, i K S
profile and the range of offerwill be taken
into account, in order to servgist the most

accurate offers to the customer and
improve the travel experience.
Qustomer relationkip is also being

performed in new was destinations are
using virtual tourist offices across social
networks, and the hotels are using tablets
and Smart TV, tinteract with customers
Thus, multi-screen marketingis needed
with travellers moving across devices to
complete bookings.

When making marketing, video usage is
growing at a fast pace. In 2013, 81% of
online travel bookers consulted videos
before purchasing products. So the
engagement throughvideois a keytrend to
take into account (Net Affinity, 2014).

Technology Trends related to the trip and
destination stay process

Related to ortrip processes, technology is
offering many alternatives to geimore
efficient automated processed-or instance,
in processe suchas checkin/checkout at
airportsand hotels,or payments (all kind of
establishments), technologies like NFC and
fingerprint biometrics will be generally used
in the near future. Hotel companies have
only begun to tap into this potential,
utilizing RFID and NFC enabled mobile
devices for room entry purposes avell as
for payment delivery.

Visitor tracking offers further opportunities
for indoor environments.The analysis of
this information could allow providers to
know what information, where andby
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whom was consumed at what time. The
gathering of all these data and its later
exploitation canincrease significantly the
knowledge about how people consume
spaces and thus, to design services that lead
to improvements in the visitor experience.

Odza Gt 2 YSND A

Concering bookings made during the trip,
Mobile Hotel Bookingswill continue to
grow throughout 2014, with a prediction
that 50% of direct online bookings will be
made via mobile devices by 2017. With
respect to Marketing made during the trip,
Geo Targeting is es for huge growth
throughout 2014. The hotel industry needs
to see the potential with this targeted
marketing method (Net Affinity, 2014).

When analysing trends about mobile
technology, locationbased services must
be taken into consideration, as they can
provide significant added value applications
such as alerts, recommendations, location
of people or objectsind reaitime offers for
example Furthermore, it could be
integrated with User Generated Content
(UGC), obtaining new services as the "social
seaing" which consists to choose the travel
partner or an event partner, according to
the affinities extracted from social networks.

On the other hand, today, there is no
reliable and scalableindoor tracking
solution. Hence, working on these kinds of
systems would provide a significant
competitive advantageAccording to most
technology predictions, sooner than later
indoor trackingtechnology will be available
This will constitutea great opportunity to

0SGUSN) dzy RSNREGI YR
within indoar environments such as
accommodation, restaurants, airports,

shops, museumsnd so on This will also
enhance the analysis of mobile behaviour as
the generation of mobile data will graw

Regarding intelligent transportation, an
example could be Kutsuplua personalized
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bus service implemented in FinlandA
mobile application has been developed to
order a bus. By selecting the pickup pint and
the destination the app adaptsthe bus
route to the requests received, with a
maximum of 9 requests. After selaay the
route, it will give the closest stop address,
the estimated arrival time, the vehicle
number, and the travel code that serve as
ticket to start the route.

New devicesconnected to the Internet will
offer services neer before possible,
offering more complete knowledgbased
information and impacting on the visitor
experience and changing the -brp
process. Currently the mobile revolution is a
reality, more and more peopleare
connecting to the Internet through mobile
devices as smartphones and tats.
Moreover, new devices are appearing
(smart glasses, smart watches, new sensors,
digital tags for suitcases)which will
improve the connectivity on the move and
will develop new ways of interaction.
Related toSmart Glassesit is noteworthy
that Gogle Glass will be available by the
end of 2014. At the same time, at least a
dozen other digitally enabled frames are in
development. So, some competition in the
coming years is expected.

Following with the study of new devices,
the next evolution of mobik will be the
Phablet, this smartphon&ablet hybrid
combines the best of both worldé4ost of
the main mobile manufacturers already
have their own Phablet: Apple, Nokia,
Samsung, HTC, etc. Concerning Smart
Watches note that it is a wrisbased
devicethat lets you access appsneail, and
§PSy LK2yS Olfttao {|
top for now, but Sony and HTC are hot on
its heels. Their adoption by the general
public is taking longer that expected.

The biggest challenge for users of
information techndogies will not be the
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hardware but the software. For example,
Smart Glassesmentioned earlier are
certainly useful, but the voicebased
interfacethey implementdepend on menus
that must be uttered in a particular
sequence, instead of free formatted
commands that can be issued in any order.

Another key trend for the upcoming years
will be the gamification and the monitoring
of visitors. With Mobile spearheading the
market, it is essential to ensure the
engagementand retainmentof users. This
is done through strategies designed to piece
along bits of information to users through
point systems, interactive activities, and
competition; otherwise known as
gamification Strategies to ensure optimal
gamification include: content magament,
separating information based on similar
traits. Each piece is distinctly separate from
another, however they are intertwined with
one another through the engagement
process.

Additionally, the aim is to provide users
with just enough information tgeak their
interests, and increase that amount of
information the longer usage is occurring
through different levels within the Mobile
Tools. With the advent of this new
technology, there are now tools in place to
observeusage patternsof various devices,
and their respective tools. Items such as
frequency, usage time, travel and spending
patterns can all be measure through mobile
tool such as gps and email. These various
categories are measured with the hope that
organizations can come up with strategies
to match the appeal of the current popular
trends, in turn benefitting their own
DIt E&

Technology Trends related to the pesip
process

The posttrip process is the last stage taking
into account the trip experience. So, in this
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stage the activitis made by the tourist are
related to the evaluation of service, to
sharing the travel expence in social
networks.

Thus, Social Mediais one of the main
drivers in the post trip process. Facebook
alone has more than 1 billion users, while
social media irgeneral reaches 85% of the
g2NI RQa G20l f
companies have yet to unlock the true
potential. The discussions of return on
investment are outdated. Instead, social
media should be thought of as a way to
engage with target custmers Besides,
social media is still in its infancyocial
media is here to stay. In the next five to 10
years, you will see that it will generate leads
and performance will be up.

From theli 2 dzZNJ& & Ypoiht Bf Sigwiiti
time to analysethe data gatlered during all
the trip process. The quantity of data is
increasing and the quality of data is
improving. This data revolution is forcing a
change in the travel business. Data is
present in all areas of the Dbusiness:
marketing, travel pricing, planningrgructs,
etc. (IBM, 2011).

The true changes will be driven by data that
does not look like data, when it looks like a
sign saying: the next bus will arrive in 10
minutes, or the price of a hotel reservation
for next week is $102. For extracting
knowledge from Big data and advanced
data analysis, it is required different experts
(in computer science, business, maths)
working together (IBM, 2012).
Consequently, future companies will make
deeper use of analyticsupported by better
tools andworkers with newexpertise.

The effective use of big data can really
AYONBIasS GKS
can really be their competitive
differentiator. Instead of focusing on

transactions, companies must focus on data
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to better understand how, when, where
and why trarelers shop and book the way
they do. Such efforts, while costly and
challenging to implement, allow companies
to better tailor offerings and help guests
realize the value that will foster their lasting
loyalty.

dza SNA® |1 26 SOSNE (G NF OS¢
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Chapter3: Tourism in the Caribbean

In the 1980s, the Caribbean was a region
that received over 7million stagver
arrivals and over 4nillion cruise arrivals a
year. Nowadays, thisegion hosts21,229
million international  tourist  arrivals
(representigy 2% of the world market
share);US$ 28.1 million in receipts (2.1% of
the world market sharé)and the total
contribution of Travel and Tourism to the
NB 3 A 2 ynasiusSPBhbn (14% of GHP)

This economic relevance occurs in a region
that embodies vast differences from
country to county concerning geography,

topography, landscapes, demographic
composition character, historical and
political  background, and economic

performance.Such differences are echoed
in their respective tourism  sector
development.

One of the keyarianceson howtourism is
impacting on their separate GDP lies on the
diverse business models under which the
sector has been developed in each country.
For instance, there are several country
destinations where wholesalers (tour
operators) have a greater influencen
other countries the cruise busiess
surpasses stagver demand.n other cases
their geographical distance to source
markets makegnore difficult the entry of
visitors by air and/or cruisesAnd finally
another scenario, countries, whose
historical backgroundstrongly links then
with relevant source markets.

Some of these scenarios -exist in one
same country.The figure2 and 3 one on
arrivals and another on receipts, highlight

1 CTO (2006)
2UNWTD (2014)
*WTTC (2014)
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how the identified differences result on
some ofthe couwntries hosting most of the
tourists and their expenditure.

According to both UNWTO and WTTC, 75%
of the 20,8 million international tourism
arrivals are concentrated in seven
destinations: Dominican Republic, Puerto
Rico, Bahamas, Cuba, Jamaica, Aruba and
Barbados. Likewise, concerning receipts, the
first six countries maintain their ranking,
whereas Bahamas ranks higher than
Jamaica.

Beyond the individual country, sait is
widely known this region has significantly
distinct historical backgrounds. If arrlga
are lookedat from a division of subegions,
as the following figure shows, the so called
other Caribbean grouypvhich embodies the
large destinations like Cuba, Dominican
Republic, Haiti and Suriname, upheld its
dominance (44%) on the total arrivals i
2013 (CTO, 2014). Followed by US
territories and French Caribbean, both
witnessing a small reduction, as opposed to
Dutch Caribbean experiencing a slight
increase.Perhaps these figures point out
the relevance of sizeof the islands as a
known determinam of development, and
reassures the historical tie to source
markets
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International Tourist Arrivals 2013
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Figure2: International TouristArrivals
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Figure3: International Tourist Receipts 2013

Table2: Tourist Arrivals by Main Market. Source: CTO, 2014

MARKETS | 2009 2010 2011 2012 2013e | %ch 13/12
Total Arrivals | 22,4265 | 22,790.1 | 23,407.0 | 24,564.3 | 25,010.3 1.8
United States | 11,278.1 | 11,305.4 | 11,404.2 | 11,975.9 | 12,323.1 2.9

Canada 2,558.9 | 2,677.0 | 2,865.0 | 3,063.5 | 3,085.9 0.7
Europe 49162 | 4,857.0 | 4,962.8 | 4,916.5 | 4,734.3 3.7

Caribbean | 1,457.9 | 1,487.0 | 1,584.4 | 1,562.8 | 1,595.2 2.1

South America| 858.9 898.2 | 1,131.6 | 1,289.6 | 1,456.9 13.0
Other* 1,356.5 | 1,565.5 | 1,459.1 | 1,756.0 | 1,814.9 3.4
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Tourist Arrivals by Sub-Region
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Figure4 Tourist Arrivals by SufiRegion. Source: CTO
(2014)

Preciselyregardingthe mainsourcemarket

of international arrivals, if attention is
placed intable 2 the US marketremains
outperforming the rest as thenain source
market for the region, 50% of thetotal
arrivals. The main destinations for United
States citizens are Bahamas, Jamaica,
Dominican Republic and Puerto Rico (CTO,
2014). Moreover arrivals from this market
have grown in 2013 (2.9%).

Canadian market is up 0.7%, Caribbean as
well 2.1%, South rAerica notably higher
13% and on the contrary, Europe, as a
source market, it has declined in arrivals by
3.7%.

Concerning Cruise Passenger Arrivals and its
performance in the region, 2013 has been
an extraordinary year.

Monthly Cruise Passenger Arrivals 2009-
2013

—2009
— 2010

— 201
2012
— 2013

J FMAMJI JAS ONTED
Month

Figure5: Monthly Cruise Passenger Arrivals 26009
2013
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The Caribbean Tourism Organization
highlights a remarkable fact: the Caribbean
was reported to be the leading cruise
destination by Cruise Lines International
Association (CLI®) and accounted for
45.3% of dobal ship deployments. The
21,884 million passengers achieved in 2013
represent a 2.7 increase over 2012 and
embody higher numbers for summer
months than most of the previous years.
Performance among the diverse
destinations varies. On the one hand, those
destinations located furthest from the US
remain showing lower attraction of cruise
arrivals. On the other hand, there are
contrasts such as Curacao increasing 45.1%
in 2013 over 2012 and Grenada reducing its
cruise passenger arrivals by 21.8% (CTO,
2014)

In sum,as a first lookthis is a tourism wise
prominent region encapsulating vast
differences country to country: with seven
outstanding destinations concerning arrivals
and receipts, those larger destinations and
those US territories concentrate a
significant arrival market stre, those closer
to mainland or main source markets have
lesser arrival barriers, and some
destinations have barriers to cruise arrivals
and some have further cruise passengers
than overnight visitors at time

The Caribbeaninitial tourism developmet
influencing factors

9 Unbalanced performance across the region

9 Country size matters

9 Historical ties matter

9 Distance to main source markets matters

i Large arrivals of non overnighting visitor:
CruisePassenger Arrivals

Y CLIA is the world's largest cruise industry trade
association with representation in North arfsouth
America Europe Asiaand Australasia.
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On a closer look at the regiorwo key

elements emerge: the evaresent
business model where tour-operators
count with much leverage and

overdependence (in many cases) on ron
stay-over segmentsAny of the two lead to
shrinking margin$or local businesses

This is no surprise in a region developed
under mass tourism logigyhich provokesa
sudden expansion of demand. Suppliers had
to react and responded by adopting
economies of scale with homogeneous and
undifferentiated services for consumers
(Garrido, 201} Most of their tourism
strategies circle around (1) Sun and Sand
where the product offered lies on the
Destination Resort and Hotels; (2)
Cultural/Heritage tourism, where the
product is based on events (music is a
relevant element) and plantation tourg3)
Nature, the product being related to soft
adventure, ecotourism and  marine
activities; (4) Honeymoons and weddings
and (5) Cruise pts and yachting.

Thus, vholesalers angbotential touristsare

not always aware of most of these
differences when promang a given country
or destination or planning a trip, which
causes significant damage and increases
competition unfairly.Which implies that all

of the destinations withinthe Caribbean
suffer the pressure to count with a
distinctive brand and product gien such a
fierce competition

Another consequence of the mass tourism
model is the constraint of the business
margins as well as the shrife of small
firms and ventures. @\ittends to go hand in
hand with dependence on foreign direct
investment and dispportionate use of
imported goods to the detriment of locally
sourced ones, Bolaki (2011). In sum, these
lead to therenownedconcept ofieakage
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Some additional external factors influencing
the region are: thehigh vulnerability to oil
prices and incomeshocks from abroad. In
order to address the reduction of such
vulnerability, market differentiation and
targeting less price sensitive audiences are
the usual recommendations, which come
attached to a transversal suggestion on
further cooperation among amtries within
the region.

Technology could eventually become a
good allied to overcome some of those
vulnerabilities. It is he case of some existing
hotel energy efficiency solutions, which
have been promoted in the Region through

public funds and initiates (i.e., the
G/ F NARooSky 1 20S5¢

Renewable Energy Action Advanced
Programmez/ | 9b! / ¢ !t €0 O

Additionally,there are a number of internal
factors to bear in mind. The smaller size of
some of the countries impacts on a lesser
diversified economy due partially to smaller
population Thus there is higher resource
constraints, higher dependence on tourism,
higher dependence on imports (consumer
goods, construction, repatriation of profits,
etc.) and in sum, a higher leakage.

Occasionally,profitable tourism activities
managed by multinational companies in the
Region have not always had the expected
positive impact on local economies. In these
cases, ICT could provide, on one hand a
good opportunity to local providers to offer
more integratel tourism packages. On the
other, a good opportunity to local
authorites to develop online joint
promotion strategies to specifically target
cruise travellers.

Finally, m order to work towards an
economic diversification and a more
inclusive economic ma, it would appear
that local SMEs need to be empowered. For
this purpose, it is common to implement
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policies to facilitate the domestic credit to
the private sector, higher cooperation
among public and private actoed higher
population density.

Moreowver, numerous reports point out the

need for the Caribbean to improve
infrastructure (not only transport and
accommodation, but also waste

management, energy management and ICT
infrastructure), human resources (qualified
and experienced labour, which relat¢o an
improvement on theeducation system and
a better awareness), targeted marketing
(highlighting the differentiation of the
service/product offered and being selective
on the demand intended), fostering strong
linkages among the tourism sector and the
rest of economic sectors, higher investment
and steering publiprivate cooperatioft

The benefits of ICT policies to empower
local SMEs include enhance communication,
access to information, increase productivity,
acquisition of new skills and knowledgend
which is critical for many of those
businesses improving their marketing
strategies, especially through-commerce
and direct interaction with tourist

Besides Zhang (2008, from the

microeconomic perspective, postulated that
the focus of public policy within cities of the
Caribbean region should be working to
promote positive externalities such as
knowledge  sharing and  addressing
coordination failures (2008:1) so that the
private sector is encouraged to innovate
and upgrade, aiming for collective

®Wayne S. (2012) Caribbean Tourism & the Global
Market Towards increased linkages &
competitiveness. SW Associates S.L. Sustainable
Development through Tourism. Zhang, M. (2008)
What can cities do to enhance competitiveness? Local
Policies and Actions for Innation. En breveJuly
2008(127) World Bank Latin America and Caribbean
Region. Bolaki, B. (2011) Tourism competitiveness in
the Caribbean. Cepal Review 104, August 2011.
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efficiency. Furthermore, innovation is
argued and hoped to be the right choice to
remain or achieve competitiveness
(Wolpert, 2002). This could be done
through the design and impleemtation of
gKIG KFa oSSy OFfftSR
(N} G83A8a¢ @

¢KS O2yOSLIi 2F a&{ Yl NI
also to empower destinations, local
providers, through technology and
innovation, to take advantage of niche
tourism segment§¥ . Among the most
comma niche tourism segments of the
Region we could mention MICE (Meetings,
Incentives, Conference, Exhibition), golf,
diving, health and wellness, honeymoons,
bird watching, charity tourism, etc. Most of
them are available in many Caribbean
countries, but thedegree of development
and sophistication varies a lot.

Specific policies address to develop new
niche tourism products or to improve
existing ones using ICT solutions could help
the region to reduce their dependence on
certain  markets, increase  tourism
diversification, reduce seasonality and
redistribute better tourism flows on their
reduce territories.

One of the greatest challenges facing the
Caribbean is finding new areas of tourism
competitive advantage and niche tourism
segments together with new t#hnologies
could be a good opportunity for doing so

The table on next pages summarises some
of the elements that can be improved in the
industry as well as some recommendations
for tourism development in the Caribbean
region. These will be addressed in the
following Chapters.

‘b20S GKI
0S aavlfftsé
large numbers of tourists.
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Chapter 3: Tourism in the Caribbean

Table3: Improvable elements and recommendations for tourism development in the Caribbean Region. Source:
Own elaboration

Resource constraints, higher dependence on
tourism, higher dependence on imports (consumg
goods, construction, repatriation of profits, etc.)
Leakage

Tourism suffers from low levels of local vatagded
and high levels of external control by foreign
operators.

Geographic concentration of markets.

There is insufficient coherency collaboration
between countries and across the region in
designingand implementing common tourism
policies.

Lack of strategic programmes and policies in plag
for promoting tourism innovation at the national 0
regional levels.

Overdependence omiddlemen and on noistay- | Developing and promoting other tourism that furthe

over segments leading to reduced margfos local impacts on the local economy, e.g. cultural tourism

businesses voluntourism, community tourism, ecotourism, etc.

Homogeneous and undifferentiated servicesid| | Targetedmarketing (highlighting the differentiation

tourism productgor consumers of the service/product offered and being selective ¢

Wholesalers absence of rich knowledge of the demand intended

region

Numerous SMEs, highly atomized T SME empowermeht ) ) )
1 Increased domestic credit to the private sector, hig

cooperation among public and private actors g
higher population density, in order to nurture th
tourism value chain with financing expertise

Public pdicy promoting positive externalities such
knowledge sharing and addressing coordinat
failures so that the private sector is encouraged
innovate and upgrade, aiming for collective efficien
Improve infrastructure (transport, accommodatiq
waste management, energy management and
infrastructure)

Improve human resources (qualified and experien
labour, which relates to an improve education syst
and a better awareness)

Innovation and technology literacy to penetrate a
spread across the toigm value chain and relate
industries

Work in the development of a much more diversity|
high-valueadded niche tourism products
Strengthening  cooperation,  partnership  a
Networking among Caribbean National Touri
Administrations.

Develop a tourism innovation regional polic
framework identifying priority areas for action (i
Smart Destination Strategies)

Much more infrastructures to satisfy the growing
needs of international tourist in areas such as
electricity, road and rail transport, water and
telecommunications (improving connectivity).

Caribbean countries will be required to invest hea
to maintan, upgrade or replace existing (and oft
ageing) infrastructures, to preserve their internatiof
competitiveness as a major tourism destination.

G5Aa02yyS0Ote 0SioSSy
employers and the ICT skills of tourism graduate

Strengthening the capacity of Caribbean countries
use ICTs

A general absence of data for benchmarking and
strategic planning in the region.

To put in place a tourism observatory to measure
follow up the evolution of the sector and the impg
of newtechnologies.

Dependence on foreign direct investment &
disproportionate use of imported goods to th

Fostering strong linkages among the tourism secto
and the rest of economic sectors

detriment of locally sourced ones 1 Higher investment
High vulnerability to oil prices and incomeoshks|{ Steeringoublic-private cooperation
from abroad 1 Implement policies and measures to increase
- & [COMPETE
SEGITTUR - = | CARIBBEAN
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Chapter 3: Tourism in the Caribbean

efficiency at all stages of the energy chain:
generation, transformation, distribution and final
consumption at hotels and destinations.

Heterogeneous Region

Heterogeneous Tourism Business Models
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Chapter 4: Innovation fa€ompetitiveness

Chapter4. Innovation for Competitiveness

From a global perspective, the tourism
sector has a growing potential for

expansion and future development
(UNWTO, 2014). It is believed that the
expansion of international tourism will
create a new market structure that will
provide opportunities for sulmational

tourism destinations, while simultaneolys

international competition will increase
(ibid).

There is greater diversification thus opening
opportunities for other regions and cities
worldwide. Equally, those countries that
have enjoyed such a high market share in
the past are bounded to react ndb lose
their significant market share. In that sense,
given that tourism is an economic and social
phenomenon that incorporates a key
commodity, a territory, a place, more
specifically a destination, the current
context of fierce global competition stress
even more the need for highlighting the
uniqueness of each destination down to the
local level.

This emphasis on regions and cities is also
& dzLJLJ2 NI SR 0e GiKS
decline of the nation state with respect to
power and decisioimaking and the
emergence of sumational structures and
aeaiasSvya 2F 20 f
2007). Hand in hand with cities or city
regions turning into hubs taking the center
stage (ibid). Part of this change is fostered
by the believe that 1}ities are embedéd

in the economies of their regiorfy 2)
knowledge and innovation embody a
significant social componerand 3) the fact
that the nature of innovation is interactive
and social Hence cities and regions, or the

® Sassen, S. (2005) Denationalization: Territory,
authority and rights in a global digital age. Princeton,
NJ:Princeton University Press.:38.
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so-called formula cityegions, provide,
what it may seem, a prosperous context for
innovation.

The question remains on how those
destinations being cities, cHgegions or
countries become more competitive and
how innovation is relevant for such goal
achievement. Alzua (2006) suggests that
destinaions and their respective travel and
tourism industries, need to progress over
three different stages of evolution on their
way towards better economic development
and higher competitive positions. The
advance stage rests on these economies
being based oinnovation (Figuré).

As the sector and the destination evolve,
they leave behind the first phase where
endowments are the main asset,
infrastructures need to be improved,
changes into a tourism activity starting to
produce quality standard services, @ie
and public investment starts to occur for
the modernization of the mere tourism
activity, and technology stops being a
stranger or unattainable. Ther,

NB dstniiang S

, which implies strong values
along the four diamonds of the Porter
ODNBSyS Si

9Porter, M. (1998)The Competitive Advantage of
Nations.
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Chapter 4: Innovation fa€ompetitiveness

Tourism development stages

Tourism Activity is
based on Factors

=Natural Resources-Cultural legacy
“commodities” represent the majority
of the offer

=There is no local demand
«Infraestructures are weak

=Destinations compete* on price and
have direct access to consumers

=The activity is labor-intensive and is
based on inexpensive labor

=Local government plays a central
role as owner and developer of
resource attributes

=It lacks a tourism business
community and international service
providers dominate the market

Tourism Activity is
based on Investment

=A localized business network is
generated with capacity to produce
qulity standard goods and services

*The sale of natural resources and
cultural legacy is not as important as
can be the generation of national and
territorial access

=Looking for a strategic positioning
and a phase of specialization begins

=The government and the local
administration strongly invest in
infrastructure and promotion plans
developed in line with modern
production process

sLocal capacity starts to been built to
develop its own technology sector

Tourism Activity is
based on Innovation

=Unique value destination within an
intelligently articulated territory

=Sector characterized by high
productivity and efficiency

=Advanced services: innovative
products and services in the global
technology frontier as characterizing
element of competitive advantage

=The destinations compete with
unique global strategies

=The national diamond is
characterized by strengths in all areas

=The destination and tourism is highly
sensitive to changes in global
geopolitics

* These only applies to economies developed
after the emrgence of the mass tourism. Formerly
characterized by elite tourism.

Figure6: Tourism Development Stages. Source: Al&@zabal (2006)

The third stage of competitiveness (Tourism
Activity is based on Innovation) requires a
close coordination of companies and local
administration.

Then, the next question would be how
destinations and their tourism industries
reach and remain on the thirstage.

Overall, uneven innovation progress is
found between tourism SME (Small and
Medium Enterprise) and tourism large
companies. Regarding large companies, the
tourism sector is among the top ten sectors
in generating innovation, mainly due to the
initiative of airlines, international hotel
chains and the agents involved in the
distribution side of the business (European
Commission, 2005). Indeed, innovation has
often been generated through
(technological) breakthroughs in related
industrial fields. Espgally innovations in
transport and IT have helped the tourism
sector to evolve and upgrade. Major
changes related to the creation of booking
systems and the dissemination of tourism
information grew, for example, out of the

global  breakthroughs in infornian
| 23
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Currently, the rise of Internet, social media

and mobile technologies and applications
offer similar opportunities that the tourism
sector should take into consideration.

Adaptive Tourism innovation

Thus, it is anestablished fact that major
tourism innovations are initiated by large
companies, and on the other end,
experience shows thaf a 9 a Q
adoption in tourism and travel has been

largely adaptive (Cooper, 2006). At the

destination level, where tourisnSMEs are

eminently present, innovation tends to be
an issue of multiple actors (Cooper, 2006).
SMEs cannot afford to invest time on R&D
and usually lack the ability to conduct such
activities. These tourism actors are not
necessarily big players or wethnnected

conjoints. Also, they often operate in a
rather fragmented way, and are thus
ddzaOSLIWAo0t S 02
Furthermore, the fact that local and small
actors are prone to suffer from a lack of
human capital, organizational capacities
and otherresources typically reduces their
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Chapter 4: Innovation fa€ompetitiveness

product / service development activity FTANNAQ VI NPaiilp et al.d2010)S (
(European Commission, 2005). And such Moreover,frequent and stable interactions
resources and skills shortages also put a are needed between the firms and the
strain on their ability to scan consumer innovation structures so that a rich
needs, to make markets more transparent, innovation output is generated and firms
02 2 PSNO2 YSTI KiydzNB % & absorb y(iBid).

consequently to meet client needs with

success and to develop competitive There_ appears to be a robust consensus
products and services. that in the present economy, the key

determinant of economic success ise
As a consequence, and in order to create territorial capacity for innovation.
the agglomeration advantages that small
companies missut-on in a stanedlone The prescriptions for poliegnakers are to
position, the affiliaton to clusters, networks support  that innovation capacity and
and other kinds of groupings are often  helping local innovators ot access
advocated (Porter, 1998; Martin and Sunley, innovation resources to participate more
1998 in Martin and Sunley, 2001; Nordin,  effectively and competitively in global
2003). Proximity (physical and network) innovation networks.
and agglomerationare concepts that come
to support the placebased development
theories, which suggest thatmaller and
medium sized cityregions, with their own
characteristics, peculiarities, and their
activity specialization steer economic
development

In sum, tourism destinations, and more
specifically, the Caribbean region due to the
facts explained earlier, are to take into
account the folleving elements in order to
strengthen such territorial capacity and the
factors  therein  embodied already
mentioned:

Territorial capacity for innovation .
pacity I Tourism SMEs need to collaborate,

In addition to the peculiaries discourse, it engage and find a common purpose

has been argued that there is also a need 1 Tourism SMEs are to be empowered

F2N wéz AyAGAGSET 2 NHELF YA Vajfurthey pccess toged@gationfand | vy R

AY Gdzi A2yt LINBEAYA (@& @ofesgodalization y NBEFSNE (2

1KS c“>2 yOSLIi 2F aiKS OKI Nguigm SIME Hurthest ledd&ion | 3

Y 1 ALIANRG 2F | dziKSy A OA Gegds (& ysepk H®Fdgnng theit vy R

2YY2y LlJzNLla suééchatagfeR (1 K  absorptive capacities

& GUKS LI NIAOdzZ F NI FSI T ey ranewbrksR foReFINBMEG A | S

dzOO0S&aa¥FdzZ LX I OSaé¢ o CSft Rogapgfeationy n meducation and
professionalization are to be in place

Stamboulis and Skayannis (2003) argue that ¢ |nnovation Structures with a focus in

m<>*o<s:z<:>*

one of the keys for such lateness or even Tourism are neeed and umbrella

failure in knowledge management, by the formulas, such as regional/national
tourism sector, is the weaknssof the innovation systems are advisable
SEAaGAY3I NBfFGA2YAKA LJa q orSubisthS SMESU KB anSdvdiich N &
firms and the institutions performing Structures are to exchange
research. Without innovation structures information, transfer knowledge and

within certain relative proximity to firms collaborate, policy  frameworks

the flow of codified knowledge would be fostering  this  exchange are
limited or even the creation of new recommended

knowledge would be scarce due to the
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Chapter 4: Innovation fa€ompetitiveness

1 Authentidty and character of place is regional/national level and with other
to be enhanced and greatly valued economic sectors, seeking synergies
1 Local Tourism SMEs are to be and engagement

connected and interact with the

Public and Private Funding fuelling the system . Knowledge
‘ transfer

| A Human
|| Capital Flow .

Continuous
Interaction

Connected to p—
other Regional / ‘ _J
Local Economic

sectors -

Innovation

. : Structures
Policies /

enabling o Tourism Innovation

absorptive | Research Networks

N capacities

: Regional/Local A

Authenticity
Common ; Learning
Purpose ' processes

Engagement ‘

Figure7: Public and Private Funding fuelling the system

The Caribbean faces fierce competition, but
at the same time, new opportunities are
arising. Each destination, enhancing their
uniqgue character of place,needs to
differentiate itself, be efficient and
competitive. Innovation is seen as a key
driver in order to reach competitiveness.
Innovation in the case of the Caribbean
requires SMEs to innovate incrementally or
at the very least to implement existing
innovations.

Therefore, enhanced singularity,
uniqueness, common  purpose and
engagement of its firms, collaborative spirit
among firms and with innovation structures,
mere existence of innovation structures,
and key actions to foster increased
absorptive  capcities  that  nurture

fructiferous  learning  processes, is

recommended.
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Chapter 5 Technology Map

Chapter 5: Technology Map

The travel and tourism industries have been
one of the first ones in the worltb make
intensive use of information and
communication technologies. The use of ICT
has had important impacts not only on how
companies have reached the market and
their customers, but also, on how they have
driven significant internal organizational
changes to support their adaptations to the
requirements of the new environment.

There have been three major landmarks
impacting the travel and tourism industry. It
was the Computer Reservation Systems
(CRS) in the 70s, Global Distribution
Systems (GDS) in tlR®s and the Internet in
the late 90s. Nowadays, the rapid and
general adoption of mobile technology, as
mentioned in Chapter 2js having major
implications on how companies promote
their services through mobile devices as
well as how they need to createew more
efficient, faster, direct and personalized
ways to communicate with their customers.

The technology map presented in this
Chapteris intended toguide policy makers
and travel and tourism entrepreneurs and
managers to have a whole picture of the
technologies involved at destination and at
company level. The description of e
technologies will enable professionats
benchmark their current status regarding
technology use and performance.

It is also intended that the technologyap
supports toursm professionals assess and
decide how to implement and boost
technology adoption with the objective to
AGNBYIGKSY G KSANI
competitiveness and that of the Caribbean
region as a tourism destination as a whole.

The players of the travel and tourism
industriesvalue chain are heterogeneous in

| 26
SEGITTUR

turismo e innevacién

CicCtoOUurGuNE

nature and roles. Thus, to attempt an
overall map of technologies that can be
potentially adoptedin the sector would not

be neither easy to accomplish nor useful.
Therefore, the approach taken in the Report
in order to structure the analysis of
technologies used in travel and tourism
industries has been based on the
identification of processes that govern the
functioning of both at destinations and
companies.

The industries considered for the purpose
of this Reprt have been taken from the
standards dictated by the UNWT®.
Following the set of processes that drive
the activity of companies has been defined
and, fnally, the focus has been punhahe
identification of the technologies that are or
could be implemated in the functioning of
these processes.

The same procedsased approach has been
performed to assess the use of technologies
in destination management. After having
defined the processes embodied in
destination  management, then the
technologies involed in the processes have
been thoroughly analysed.

With that approach in mind, this section
thus presents each of the industries
associated with their processes. This
processbased vision is essential to provide
a global vision about the industry itselbfn

its own nature, rather than having just a
technological approach. Thus, technology
adoption can be driven by the needs of the
industry and their characteristics rather
than By2echriblogyhitSed. (This will enhance
the understanding on what technologies
can be used to drive processes and

Y UNWTO as part of IRTS 2008 defines tourism
characteristic consumption products and tourism
industries.
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what/how technologies can be
implemented to bring innovation by their
adoption.

This methodological approach will enable
professionals  to understand both
destinations and companies as a set of
processes These procedures ao be
handled, managed and worked on by the
use of technology. The section does not
explain each of the technologies in detail, a
more thorough detailed description of their
functionalities, characteristics and
applications/applicabilities may be found in
the Annexes.

Technology used in tourism organizations
can be classified into two main sections,
namely vertical (industrgpecific) and

horizontal (general business) applications,
aiming to cover both hardware and
software specifications which are of
relevance to the tourisnrelated

organizations, together with the
connectivity requirements among
departments, branches and external
partners.
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5.1 Accommodation Providers

Tourism Agent

AccommodationProviders

Chapter 5: Technology Map

Processes to consider

Front Office processes

Commercialization

Internal

1
1 Marketing
1
1

Management  (Strategy, Genel

Administration and Metrics)
I Guest Services and General ICT management

TechnologyMap

Accommodation Providers

Internal Management Commercialization Marketing

Guest Services

Front Office Systems

Revenue Management Booking solutions

“ Check in/out Systems

Energy Management search tools

Maintenance

{1

HR Management Social Media

Accounting

LA

Procurement

Management

Banqu'g
Management

Figure8: AccommodationProviders

Hotel Property Management System (PMS)

PMS refers to the software solution to
support all basic activities involved in the
day to day operations of accommodation
establishments. It can also centralize the
interconnectivity between systems within
the accommodation establishments.
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Examples: Those offered by Northwind,
Protel Smart offered by Protel, Micros
CARStA2Q4 htow! &

Automated checkin/check-out systems

Checkin and checlout systems are located
in the entrance area othe hotel and allow
customers to enter data concerning their
reservation and undertake their cheak

E/EMRE
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and checlkout completely by themselves, in
a similar way to the auto chedh that has
been developed by airlines. This offers
many adantages to the host, especially for
group travel in which the process of check
in and checlout can be time intensive. At
the same time, the hotel staff would be
freed to undertake other tasks.

Examples: Premier Inn, Ariane’s systems.
Booking Solutions

Bybooking solution it is meant systems that
enable hotels obtaining reservations. These
include reservations made through their
own booking engines, sales through
GDS/IDS and possibly with the assistance of
channel management systems; search tools
enable cstomers finding information about
the hotel online and in this way they
support hotel’s commercialization. Finally,
resource libraries relate to elements of the
website.

Examples: Xcaliber, Sirvoy

Search tools

Search tools facilitate finding information
about the hotels online. Therefore, they are

essential for the commercialisation. These
can be of two types, one is search engines

and the other one relates to
accommodation databases.
| 29
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Examples: Google, Bing, Yahoo,
Booking.com, open data for
accommodations

Guest Service Systems

These can be used for both generating
further revenue and increasing customer
satisfaction with the provision of additional
services to the guests. Their relevance to
the property and the required level of
interconnectivity with the PMS will be
determined by the property size, resources,
type of customer, level of service offered
and revenue generation strategies.

Examples:

1 Locking systems:-Star , Northwind,

Uniware or Amano McGann.

I-R Electronic minibar: INNCOM

In-room  Entertainment System:

LodgeNet (Sonifi Solutions)

1 Telephone systems: Alcatel, Fujitsu,
Genesis Telemanagement System
by Maestro, HotelMGR by
ComXchange

1
1

More information

See Appendix B

See website
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Chapter 5: Technology Map

5.2 DestinationManagement Organization

Tourism Agent Processes to consider

Destination Management Organization { Product Management

(DMO) 1 Enquiry Management
T CRM-Visitor and Business
1 Business Intelligence / Management Reportir
9 Other processeseCommerce, Banner Adve
Management System, Membersh
Management for DMOs, Consumer Importt
Survey Builder.
Technology Map
Destination
Management Promotion Commercialization Relationship Management

Booking solutions Visitor & Business CRM

s et Vansgement
Ercry Management

Image Library

Membership management

Social Media Survey Builder

i
i

Consumer Importer

il

Figure9: Destination Management Organization

Destination ManagemenBystem (DMS) depending on the interests of the given
DMO

5a{ Ad alAR (2 o06S aGaiKS¢ L/ ¢ &az2fdziazy F2NJ

DMOs. It is conceived to enable DMOs to  Examples: New Mind, New Vision, Tiscover

gain efficiency and effectiveness in their

everyday tasks, by allowing for the Bushess Intelligence (DMS core)

integration of the different resources,

products and services that the destination ~ This module represents a tool that gathers

embodies. A DMS incorporates a set of core ~ data on the processes followed by the DMO,

modules that constitute the essential items  analyses it and creates reports. Therefore, it

for a DMS, then there are Supplementary or represents a source of information for

additional modules that can be added  taking strategic decisions.
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Examples: Visit Brighton,isit North East
England

Product Management (DMS core)

The heart of a DMS is this module. It is
constituted by a database that gathers all
the information needed concerning tourism
resources present at the destination as well
as product and service providewithin the
destination.  More  specifically  the
description, facilities, contacts, opening
hours, prices and images of the following
elements among others desired:
accommodation providers, events, tourism
resources, food & beverage providers,
conference ad events Venues, activities,
entertainment facilities, retail, transport
services.

Examples: EnglandNet
Enquiry Management (DMS core)

A significant part of a day of professionals
working within a DMO is invested in
responding kindly and accurately to
potential or current visitor of the

RSAGAYIFIGA2Y D CKAA Y2
to ease these tasks and keep control of the
whole process so that mistakes are
minimized.

Examples: Visit Brighton, Visit North East
England

Consumer Importer (DMS supplementary)

In the case that the DMO purchases lists of
contacts this would be the module that

helps process the incoming database to
later be compatible with the CRM module

of the DMS.

Examples: New Mind etourism solutions

Banner Advert Management (DMS
supplementary)
| 31
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This supplementary module helps manage
banner adverts of the DMO website,

concerning analytics that can be extracted.
There are numerous solutions in the market
that offer this service and are not part of a

DMS.

Examples: There are numerous solutions in
the market that offer this service and are
not part of a DMS.

CRM Customer Relationship Management
(DMS supplementary)

CRMshelp manage the relationships with
individuals, groups or firms external to the
organization. The particularities of CRMs in
the caseof DMOs are the following: DMOs
in their everyday work scenario deal with
visitors and businesses. Those businesses
can be members of the DMO association,
stakeholders, tourism firms that are
providers of tourism products and services,
or other type of fims such as technology
providers, consultancy companies, etc.

Examples: Visit Brighton

R dtend@ship Mdndggimert orad§OLi(ONSS

supplementary)

DMOs as part of their usual form tend to be
associations with numerous members,
some more active than others, some more
influential than others but all members in
the ent to take care of and to respond to.

This module intends to help the
membership process memberships
application,  acceptance, = membership

payment fee monitoring, etc.
Examples: Webges-Join Solution, New

Mind etourism solutions

More information

See Appendix C
See website
= COMPETE
@ CARIBBEAN
BIDB ek Canads

In partnership with @



Chapter 5: Technology Map

5.3 Professional Conference Organizer€®)

Tourism Agent

Professional Conference Organizatic q

(PCO)

Technology Map

Processes to consider

=2 =2 =8 =4 -8 =4

Event design, program development
Communication and promotion

Site inspections, venue selection and booking
Registration and accreditation

Logistics (accommodation, etc.)
Sponshorship and financial management
Others: IT management, leisure management

Professional Conference Organizer

Internal Management

Marketing

Event Management

I—

Management

Management

Solution

Promotion

Website

L
il

Social Media

Ticketing

Management

Management

Budgeting

Figurel0: Professional Conference Organizers (PCO)

Quotations and proposals solutions

This solution is wused for preparing,
delivering and managing quotes and

proposals. This solutions can be found as an

online solutions or not, some more flexible
than others, some are even general
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proposal and quotation solutions for any
business fields.

BExamples: eOPCompany by EDI
Solutions S.R.L.; Quoteroller; General
Quotes and Proposals on the Fly by
CallidusCloud.
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Ticketing System

Events that require the payment of a fee
usually count with a ticketing system which
helps process the payment of suckes,
issuing tickets

Web Ticket eVa

Examples: Manager;

solutions; Webges.

Budgeting Management Solutions

Those events that require the payment of a
fee usually count with a ticketing system
and this system needs to be monitored for
accounting purposes. EBe solutions
facilitate the tracking of event expenditure,
revenue streams (fees, sponsors..) and
overall financial performance.

Examples: eVa solutions; eBudget by

etouches.

Registration solutions

This solution intends to facilitate the
process of regisation management for

event organisers.

Examples: Ticketing
Management Solutions.

systems; Budget

Program & Paper Processing Management
solutions

One of the most time consuming tasks of
event production is the program
management and the papers handlindnig
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type of solution intends to help collecting
abstracts, posters, papers and
presentations; establishing deadlines for
the call for papers process; allowing authors
to create their own profile so that they can
upload their material themselves; allowing
for the scientific committee to log in and
initiate their reviewing process that it is also
supported by this system; and it also
enables conference personnel to contact
authors, committee members and other
stakeholders for different purposes.

Examples: cReer by Webges; eCongress by
EANICT Solutions S.R.L.; eSelect by
etouches.

Presentation Management and Delivery
solutions

This solution intends to help when
managing speaker presentation materials so
that these are easily uploaded into the
system by the atlhors themselves, then
these are pushed to the corresponding
session. These allow for session chairs and
speakers to be able to read in advance the
materials of the session, fostering a better
discussion during the event.

Examples: cSlide by Webges.

More information

See Appendix D

See website
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Chapter 5: Technology Map

5.4 Association Management Agencies

Tourism Agent Processes to consider

Association Management Agencies 1 Membership management
I Event production and management
1 Marketing and promotion
I Services demanded by partners

Technology Map

Association Management Agencies

N

Membership
Management

R ey — R w—— R ————
e providers |
o

Management

Internal Management Marketing Event Management

Solution

Promotion
Management

Website

system

il

Social Media
Management

Budgeting

JELE

Figurell: Association Management Agencies

Membership Management Solution Examples: cJoin by Webges.

This is a solution that intends to facilitate Quotations and proposals solutions
theYl yIF 3SYSyd 2F GKS YSYOSNEQ RIFGF® ! f ¢

correspondence with members including This solution is used for preparing,
management of addresses, payments, delivering and managing quotes and
discounts, subscriptions and more can be proposals. This solutions can be found as an
handled through one administrator. online solutions or not, some more flexible

than others, some are even general
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proposal and quotation solutions for any
business fields.

Exampts: eOPCompany by EdGIT
Solutions S.R.L.; Quoteroller; General
Quotes and Proposals on the Fly by
CallidusCloud.

Ticketing System

Events that require the payment of a fee
usually count with a ticketing system which
helps process the payment of such $ee
issuing tickets

Web Ticket eVa

Examples: Manager;

solutions; Webges.

Budgeting Management Solutions

Those events that require the payment of a
fee usually count with a ticketing system
and this system needs to be monitored for
accounting purposes. Thes solutions
facilitate the tracking of event expenditure,
revenue streams (fees, sponsors..) and
overall financial performance.

Examples: eVa solutions; eBudget by

etouches.

Registration solutions

This solution intends to facilitate the
process of registtgon management for
event organisers.

Examples: Ticketing
Management Solutions.

systems; Budget

Program & Paper Processing Management
solutions

One of the most time consuming tasks of
event production is the program
management and the papers handling. SThi
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type of solution intends to help collecting

abstracts, posters, papers and
presentations; establishing deadlines for
the call for papers process; allowing authors
to create their own profile so that they can

upload their material themselves; allowing
for the scientific committee to log in and

initiate their reviewing process that it is also
supported by this system; and it also
enables conference personnel to contact
authors, committee members and other

stakeholders for different purposes.

Examples: cPapdy Webges; eCongress by
EANICT Solutions S.R.L.; eSelect by
etouches.

Presentation Management and Delivery
solutions

This solution intends to help when
managing speaker presentation materials so
that these are easily uploaded into the
system by theauthors themselves, then
these are pushed to the corresponding
session. These allow for session chairs and
speakers to be able to read in advance the
materials of the session, fostering a better
discussion during the event.

Examples: cSlide by Webges.

More information

See Appendix E

See website
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5.5 Venues

Tourism Agent

Venues

Chapter 5: Technology Map

Processes to consider

1 Spaces Management

1 Event execution
1 Marketing and promotion

Technology Map

Figurel2: Venues

Computerized Maintenance Management
Systems

This system keeps a database of
AYF2NXYIEGA2Y | 02 dz
operations. For maintenance human

resources to have a record of the
operations that have been executed in
different rooms, or other rooms that are
awaiting reparation, etc. in sum this
systems helps these members of the staff to
perform  their  responsibiliies more
efficiently.

Examples: MEX maintenance software
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Spaces Availability and rental management
solutions

This solution responds to the following
pracssg: ez pieseYitativn/ofl &l yooms arfsl
spaces availability status for a set of dates,
presents waiting lists on rooms or spaces,
allows for room/space rental by different
customers at different times duringhé
same day, allows for room partitior
avoiding overlap, etc.

Examples: eConvCenter by EMN
Solutions S.R.L; EventPro Event
Management Software.
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%CARIBBEAN

3IDB u@id Canadid

In partnership with @

















































































































































































