Chapter 11 ®)
Intelligence and Innovation A
for City Tourism Sustainability

Jaume Mata

11.1 Introduction: The Road Behind

We love our cities. We are delighted to live in such rich environments, with plenty of
opportunities for enjoying our professional and leisure time. And we are proud to
invite people to come visit us. We love to be hosts. Visitors bring incomes that we
appreciate. In addition, they also give us the chance of meeting new people, showing
our cultural and social values. Moreover, they might be a way to promote the use of
our natural resources. This is the main statement of any city playing the game called
“city tourism”.

Cities have always attracted people (Yeoman 2012a). Firstly, they are the most
efficient way to organize concentrations of people living together. Through adequate
urban management, most people’s needs may be solved by generating useful
synergies. Thus, many of the planet inhabitants have become urban citizens through
the ages. Nowadays, cities are the preferred way of living both in developing and
developed countries. It is estimated that by 2050, 70% of the world’s population will
be living in cities and will contribute over 30 trillion US dollars to the world
economy (Dobbs et al. 2012).

In short, people living in cities are looking for the day-by-day advantages of
urban organization: housing, mobility, employment, leisure, education, security, etc.
(European Environment Agency 2016). Local governments care about the complex
logistics underlying the daily life of their citizens. By improving facilities, cities
become attractive also for neighboring people willing to visit them. As Yeoman has
stated, cities hold a particular fascination for tourists, and they have long been the
centre of tourism activity, from the early times of civilization (Yeoman 2012b). After
a few years, the cities can become tourism destinations, hosting both locals and
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visitors. This entire population shares the cities’ space and resources, interacting
among themselves and producing as well as receiving both positive and negative
impacts.

The balance between costs and benefits of hosting visitors is the goal of destina-
tion managers. Since the beginning, city tourism has been recognized as a source of
positive transformation, with effects on city image and reputation, as well as
injecting financial resources directly into the place (Kotler et al. 1993). In addition,
it has always had an effect on the repositioning of attitudes and perceptions, and
“certain ‘knock on’ effects for inward investment, civic pride, business develop-
ment, attraction and retention of students and, of course, further tourism” (Heeley
2011, p. xvi). Because of this, local governments and industry have approached
tourism as the goose that lays the golden egg.

But cities are complex living social systems with their own “loading capacity”
systems, where changes impact in short or medium term the lives of their inhabitants.
Crowding, congestion, waiting time at tourism attractions, emissions and pollution
caused by mass tourism in cities are negative effects of uncontrolled tourism
development in urban regions, which threaten the preservation of the environment,
heritage, social and cultural values, and maintenance of quality of life for residents
(Timur and Getz 2009). Ignorance of these complex interactions affects both inter-
national and domestic visitors (Fayos-Sola 2015) as well as local citizens. After
years of growth and positive benefits, some places are reaching their limits, and their
livability is under serious threat. The question raised here reads as follows: Is tourism
a problem or part of the solution for the sustainability of cities?

City tourism has been growing constantly in the latter half of the twentieth and
early twenty-first century. This is a consequence of three social changes: develop-
ment of the transportation infrastructure, increased disposable income, and improved
access to communication technology (Kolb 2006). Then, since the early nineties, the
rate of growth has increased significantly year-to-year, as registered by European
Cities Marketing (ECM 2016). However, many cities did not consider the risks. In
many cases, the lack of effective management, long term planning and ‘destination
visioning’ of city tourism has resulted in strategic mistakes (Cooper 2002). As a
consequence, the ratio of residents to visitors, indicating seasonal pressure on the
environmental and social resources of host destinations, may generate additional
difficulties for residents: i.e. vehicle traffic, competition for local resources such as
electricity and water (Brown et al. 2012).

The concentration of tourism in space and time is creating a negative effect for
both local communities and travelers, in the absence of a smooth interaction. Local
officials, responding to the complaints of their constituents and outraged by
tourists’ disrespectful behavior, have begun to re-enforce regulation measures,
building up a ‘revolt against tourism’ (Becker 2015). In a few words, there has
been a widespread misunderstanding of growth with development (Fayos-Sola
2011) and the concept of inclusive and sustainable city development must be
reconsidered. The way local authorities have reacted reflects how governance
has been implemented. Most of these authorities have tried to counter attack the
problems according to previous tourism and social paradigms, where tourism was
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an ancillary activity for the city, ruled by traditional market laws. They hoped that
regulations and supply control would cope with it. Unfortunately, old paradigms
have been overtaken by social, economical and technological disruptions. Old
recipes might not work anymore.

Although a main subject nowadays, city tourism is quite a recent field of research.
Very few articles were written before the nineties (Law 1992). Little by little,
geographers began to look at the issue of sustainable tourism, although urban city
has received relatively little attention (Butler 1999). Most of the authors (Mathieson
and Wall 1982; Murphy 1985; Pearce 1989, 1995) on tourism and sustainable
development have placed a clear emphasis on environmental matters and new,
often small-scale, developments generally related to natural or heritage features.
Butler has also highlighted that the concept of sustainable tourism has been tied to
the physical environment, ignoring the importance of human and social elements,
such as community perception towards visitors or partnerships (Achana and
Augoustis 2003), which are crucial in city tourism. Additionally, from a different
perspective, the issue was included by the European Environment Agency in its
Dobris Assessment (EEA 1995). The EEA accepted that large cities are ready to
absorb high-volume tourism, although smaller urban areas are more affected by
concentration of tourism.

Following the growth of tourism flows towards the cities, the issue has been under
closer scrutiny by academia, industry and administrations in the last years (Lu and
Nepal 2009). Likewise, the European Commission has encouraged research on this
field. Projects such as the SUT Governance (Sustainable Urban Tourism Involving
Local Agents and Partnerships for New Forms of Governance) have aimed “to
develop, validate, and deploy a general framework for urban sustainable tourism
partnerships between researchers, city officials, tourism stakeholders, and commu-
nity representatives and to elaborate and promote innovative forms and instruments
of local governance involving the principles of sustainability and participatory
decision making” (Paskaleva 2004, p. 43).

The latest reviews of the challenges faced by cities show that technological
advances, new stakeholders, the globalization process, new customers’ needs and
evolving social values are changing the rules of the game (Hsu et al. 2016). Even
now, many tourism strategic plans still ignore that the pace of change is accelerating,
and there are many lessons to be learnt from those destinations overwhelmed by the
tourism wave before it is too late. The change of the city tourism paradigm requires
innovative solutions to cope with the challenges. At the same time, this shift has been
also strongly influenced by information and communication technology (ICT)
developments (Boes et al. 2016). Innovation does not mean only adding technolog-
ical sophistication. Innovation applies to many different fields, from governance to
business processes, where digital technologies must enable new solutions for
organizations.

Tourism stakeholders must collaborate with the city’s institutional setup looking
for agreed solutions. They must also learn from other industries and administrations
where innovations have promoted tourism since its early stages (Hjalager 2015).
Moreover, there are industries where digital innovation is enabling big, disruptive
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steps forward in terms of intelligence and sustainability. Cities are not only becom-
ing smarter, there is also an emerging trend to get them ‘wiser’ (Humbleton 2015).
The objectives for the development of cities have changed in the last few decades. In
the nineties, there were tagged with terms such as sustainable. In the 2000s, they
shifted to ‘smartship’, understood as ICT-led urban innovation (Coll and Illan 2015).
But new realities such as good city governance, public-private partnership for urban
management, sustainability and inclusivity require a new approach: cities must be
‘wiser’.

Likewise, urban tourism must be transformed in order to be sustainable, fostering
smarter, wiser destinations. This chapter reviews the newest examples from European
cities which are rethinking the future of tourism: capitals that are looking inwards to
understand their nature, their DNA; cities that are creating conversations with their
visitors; places that are investing in technologies to become more accessible, wiser,
by learning every day, creating new solutions and experiences that are addressed to
locals and visitors; and innovations that are looking to make our cities more livable
for all.

11.2 Main Challenges and Strategies for City Tourism

In 2012, the United Nations World Tourism Organization (UNWTO) organized
the 1st City Tourism Summit on “Catalyzing Economic Development and Social
Progress”. The government officials and experts determined then that economic and
social progress in city tourism must also ensure a sustainable development vision
(UNWTO 2012). Priority actions recommended included:

» Raising awareness of the economic and social impact of city tourism on national
and local economies;

» Integrating urban tourism as a key pillar of government policy at all levels;

» Establishing effective and renewed instruments for partnerships among all stake-
holders involved in tourism to ensure the exchange of information, initiatives and
knowledge;

* Highlighting the importance of human capital and investment in professional
training;

* Favoring measures to foster and recognize sustainable local policies and
initiatives;

¢ Implementing innovative strategies to develop new products with high added
value by addressing niche markets;

* Upgrading the quality of the visitor experience; and

* Advancing towards the concept of “smart cities”.

A few years—and four summit editions—Ilater, the participants in the 5th
UNWTO Global Summit on City Tourism, reviewed the position of tourism both
in policy making and governance. The former list of priorities shifted towards a more
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focused list of topics that destinations must keep watching on. The outcome was a
report of issues affected by global challenges (UNWTO 2016):

» Safety and security;

¢ Fast pace of innovation and new technologies: the digital revolution;
¢ New business models; and

* Limits to sustainable development.

Above all, the experts agreed that “cities need long term policy, planning and
good governance for development. Tourism must be integrated in this process”
(UNWTO 2016, p. 5). Thus, the forecasted expansion of urban tourism will multi-
ply the interaction between locals and visitors. Under the proper management, it
will bring the opportunity to enrich both the social community and the tourism
experience. However, the lack of action may deteriorate the city and its image as a
destination.

The first challenge highlighted was safety and security. As observed in several
European capitals, it is a critical issue affecting not only inhabitants but also
critically damaging the tourism industry (Baker 2014). As shown in the European
Cities Marketing Benchmark Report, cities like Paris have lost 13% of visitors in a
single year (ECM 2017). The capitals affected by terrorist attacks have registered a
significant loss of visitors and its image remains strongly linked to risk and violence
(LaGrave 2015). Crisis management plans must involve not only local residents but
also the visitors and their impact on the city image.

Secondly, the impact of digital technology on tourism has been both extensive
and intensive in the last decades. It has been considered as a digital revolution. The
entire industry (from transport to distribution, bookings, information, accommoda-
tion, etc.) has adopted an expanding information and communication technology
(ICT) in order to survive. However, change and transformation have become a
permanent process that must be addressed by all the public/private organizations
in order to be competitive and efficient (Dwyer et al. 2009). Underlying this effect is
the fact that consumers have new, different behaviors and consumption patterns
(Juul 2015). Nowadays, the standard tourist is a digital traveler with a “fluid identity”
(Yeoman 2010), which makes the task of DMOs even harder. The concept of fluid
identity has emerged at the beginning of the current decade, regarding tourism as a
trend where the visitors like trying new things and desire constant change. Therefore,
advances in information technology have been a reply to consumers’ trends, wid-
ening the ways of access and generating immediate, permanent interaction between
providers and users.

A powerful effect of the expansion of ICT is the empowerment of travelers. They
use digital technologies to research, explore, interact, plan, book and ultimately
share their travel experiences (Oliveira and Panyik 2015). Moreover, the destination
branding is strongly affected by user—generated contents that might be competing
with the DMO strategy (Yeoman and McMahon-Beatie 2011). Therefore, cities
must be smart enough to engage the visitors, involving them in order to try to
have a unique voice in destination branding.
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Thirdly, new players have entered the game with new, competitive business
models. New online platforms (peer-to-peer, P2P, platforms) have re-designed the
way tourism products are being distributed. Thanks to internet-based applications,
the possibility to reach wide customer segments through these platforms—Ilinking
directly providers and clients—has become a new collaborative or sharing economy
(Hsu et al. 2016). Smart startup companies—such as the San Francisco based
AirBnB—have taken advantage of the opportunities to bridge new consumer trends
and residents’ entrepreneurship. In response to the wave of criticism about its
negative impacts, AirBnB argues that incomes earned by resident hosts and local
businesses strengthen communities and economies (AirBnB 2017).

The entire society is now involved in the debate about the balance of the impacts
generated, but major urban destinations such as Amsterdam, Barcelona, Berlin and
Paris are already strongly affected by the high concentrations of people and heavy
pressure on the housing market. According with the research carried out by the
University of Aalborg for the European Commission, European cities are struggling
with their own success (Dredge et al. 2016). However, although it is a common
problem, the way cities are handling these issues differ significantly, without a clear
solution to define the difference between sharing economy activities and commercial
rentals. Meanwhile, around 40% of the available accommodation in a leading city
like Barcelona is currently unlicensed (Dans 2016).

The fourth challenge is the limit to sustainable city tourist development. The
UNWTO (2016) expert panel emphasized that, recognizing that tourism helps cities
to change and develop, it may also cause negative impacts that must be identified and
managed. For instance, the use of limited land for alternative, competing uses
(e.g. residential versus tourism accommodation) may break the pacific coexistence.
A response to the growth of visitors based on traditional strategies, i.e. promoting
leisure, cruises and the convention markets, puts pressure on cities where local
residents have to compete for the properties and building space available. Therefore,
property and socio-political issues are colliding with commercial and tourism strat-
egy questions in all cities. Thus, tourism reinforces sometimes the process of
gentrification (Levy et al. 2006).

The process of tourism gentrification in cities like Venice not only is modifying
the local atmosphere, but also compelling the inhabitants to move away from the city
center (Minoia 2017), in a “persistent hemorrhaging of the city’s population since
the 1950s” (Quinn 2007, p. 6). This effect of tourism also concerns much bigger
cities like Barcelona (Cocola 2015), New Orleans (Gotham 2015), Singapore
(Chang 2000) or New York (Rees 2003), to name just a few. In the latter case,
recent research carried out by Inside AirBnB shows that the impact of tourism can
even act as a racial gentrification tool (Cox 2017).

In opposition to this process—although tourism is only one factor inside the
whole gentrification cycle (Cities Journal 2014)—social movements have appeared
ranging from anti-tourism resentment into constructive urban preservation projects
with residents’ protection aims. Active groups are reacting against what they feel is
the main power behind the impact on their livelihood (Garcia 2014). As Mrs. Ada
Colau wrote in the newspaper The Guardian a few months before becoming Mayor
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of the city of Barcelona “We’ve all been a tourist at some point, but citizens of this
great city are fighting for a way of life as they are sidelined by the authorities” (Colau
2014). Thus, one of the main assets of city tourism—sharing the local livelihood—is
endangered.

Last but not least, sustainability includes environmental concerns of city tourism,
which have received very little attention until recent times. Looking at the United
Nations Environmental Programme report on Climate Change and Tourism 2008
(UNEP 2008), there are only a few collateral mentions to urban tourism. This report
focused mainly on the effects of climate change like warming, desertification,
deforestation and harm to biodiversity, which have great impacts on nature-based
destinations. Considering that urban systems are relatively resource efficient, it
looked like urban areas would not be affected. However, this belief is far from
reality. Even more, it creates multiple exposure patterns.

The list of environmental challenges begins with global warming. According to
UNWTO estimations (UNEP 2012) tourism is responsible for 5% of global CO2.
Transport accounts for almost 95% of tourism contribution to CO2. In particular,
cruise tourism is the most emission-intense mode of transport per kilometer trav-
elled, bearing in mind that most cruises start with flights to reach harbors. Therefore,
the impact of environmental regulations on transport, as well as the rising cost of
fuel, will undermine the overall tourism demand. In addition, the carbon footprint of
cities is becoming a relevant indicator for city tourism image.

In the second place, urban ecosystems are under pressure (European Commission
2011). The quality of life for locals and visitors requires big efforts to manage urban
sprawl, water consumption and use of energy. According to the European Environ-
ment Agency “a tourist consumes 3 or 4 times more water per day than a permanent
resident” (EEA 2015, p. 3). Thus, city tourism also threatens biodiversity and
impacts in large areas.

Thirdly, beyond the perception of low carbon footprint, environmental quality is
already being a limiting factor to host visitors. Air pollution around world-class
tourism attractions can exceed EU’s safe limits, like Oxford Street in London
(Carslaw 2014), so being awarded by mass media as “the most polluted street in
the world” (Griffiths 2014; Jones 2014; Vidal 2014; BBC 2014). Once air pollution
covers the entire city, as it happened in Delhi in November 2016 (Smith 2016) or
Beijing’s “Airpocalypse” (Chen 2017), the tag of “World’s most polluted city” will
threaten city tourism for a long time.

Together with air pollution, noise is also becoming a source of conflicts between
residents and visitors. Either because of people talking loudly on the streets, bus
transport and stops, music from bars or parties, tourist boats, etc., local governments
are seriously considering these noise disturbances. The tourism activity must also be
aware and work to avoid them. In this sense, according to the World Travel and
Tourism Council, a sustainable future must be “based on integrating the needs of
‘people, planet and profits’” (WTTC 2013, p. 2). Therefore, in full commitment to
transparency, companies’ should follow the Environmental, Social and Governance
method (ESG), reporting sustainability, corporate responsibility, or environmental,
social and governance (WTTC 2015).
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Finally, natural protected areas close to cities are also very sensitive to excess
tourism pressure. Once again, tourism researchers have paid little attention to the
issue, on the one hand because of the relative minor importance given to city tourism
until recent years and, on the other, because heritage protection in urban environ-
ments meant mainly building preservation. However, as city tourism expands and
visitors interests diversify towards more eco-friendly experiences, the impact of
larger numbers of visitors also widens beyond man-made urban spaces, affecting
the surroundings (Joppe and Dodds 1998) which can be of high natural value (such
as rivers, wetlands, forests, beaches and cliffs, hills and mountains).

The city of Toronto might be a good example of cities pioneering understanding
and managing a sustainable approach to tourism, by creating the Green Tourism
Association already back in 1996. In its application to city tourism, “the ‘green’
concept allows the tourism industry to improve its image and practices while
continuing a commercial profit strategy. If ‘greening’ is used solely for image
purposes, rather than an approach adopted in practice, the very landscape, culture
and heritage that provides the initial attractions will disappear” (Joppe and Dodds
1998, pp. 37-38).

At international institutional level, the conservation of natural and cultural heri-
tage by city planners was also highlighted by the UNESCO in their report for tourism
managers (Pedersen 2002), as a measure to be included in urban regeneration
programmes. Under the label of heritage tourism, it included a wide segment of
visitors to museums, monuments or natural attractions. Since then, cities and DMOs
have included this theme into their strategic plans.

11.3 Towards a New City Tourism Paradigm:
Recommendations

The challenges faced by city tourism have been clearly identified. The whole
framework is changing at a fast pace. Cities must apply new strategies in order to
stay competitive in tourism. Proactivity and flexibility with the appropriate infor-
mation and technology will be required to cope with the challenge.

According to the inspiring statement introducing the Strategy 2020 of Wonderful
Copenhagen (WoCo), “the end of tourism (as we know it)” has arrived (WoCo
2017). It concludes that mass tourism, tourism segmentation between business and
leisure (among others), tourism as “an isolated industry bubble of culture and leisure
experts” (WoCo 2017 p. 3), and tourism marketing based on picture-perfect adver-
tising belong to the past.

Moreover, this prestigious destination management organization (DMO) that has
led the successful tourism strategy of the capital of Denmark recognizing the
expiration of its role as “the destination’s promotional superstar, the official DMO
with authoritative consumer influence, broadcasting superiority and exclusive right
to promote and shape a destination” (WoCo 2017 p. 3).



11 Intelligence and Innovation for City Tourism Sustainability 221

The volume of tourism hosted by cities is entailing considerable changes and
having huge impacts. Cities are home to many more than those who actually live
there (WoCo 2016). The local society requires taking it seriously, raising questions
that have to be addressed by researchers and experts. In this sense, from the
perspective of the city of Copenhagen, there are ten key starting questions for the
future—ranging from competitiveness to the sharing economy or sustainability
(Fig. 11.1):

These reflections put pen on paper a common agreement of the experts on city
tourism: there is a need for a new social/political paradigm. Such paradigm must be
based on understanding cities as smart tourism ecosystems, where travellers are
seeking out a sense of localhood, looking to experience the true and authentic
destination (WoCo 2017). Cities are ecosystems where locals are the destination,

When every major city all have the
necessary infrastructure, venues and
experience in the global event and
meeting space, how will cities compete?

As new generations and digital natives are entering the

event and meeting space with an unseen speed, who will

be the future decision makers and byers in this market?
All power to the delegates?

How can cities and
destinations keep up and
participate in a speedy,
global innovation pace,
to secure relevance and

Will cities of the future
aim for a fixed number of
visitors, to secure community
support, visitor pressure and

Which (new) industry
players, partners and
businesses will influence
the travel industry in the
coming years?

attractiveness? sustainability?

What is the role of the
official city and tourism
brand, when consumers
have taken power to de-
dnna . fine and re-define those
professional playgrpund same brands, seeking
for the befl talents in the behind and beyond

coming years? the official towards the
authentic and unique?

What will be the main
factors and disciplines (if
any) of destination marketing
in the coming years?

How can the travel
industry become
the most attractive

How can smart use of
data create real value for
travelers and destinations not just
produce even more noise in a very
crowded and hypercompetitive

Will existing sharing economy services
"9 9 y marketplace?

and products really be “sharing” anything in
the years to come?

Fig. 11.1 Ten pressing questions toward the future. Source: Wonderful Copenhagen (2016, p. 8)
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where their support and advocacy become the essence of the liveability and appeal of
the destination. Thus, the city (vision of residents) and the destination (vision of
visitors) have to be harmonious as well as vibrant, attracting, relaxing, memorable,
sustainable, exciting. . . liveable.

While highlighting the need for such sense of localhood, and the importance of
tangible and intangible traditional assets (like culture or heritage) as competitiveness
tools, the new paradigm implies a change in terms of demand and supply through
innovation, new technologies and new business models. A new paradigm that will
constantly evolve and where the ability to change along with it will determine the
appeal of destinations and organizations.

As confirmed by world experts, it is clear that the positioning of a city as a tourism
destination requires managers to focus on the clever combination of sustainable
development, cultural heritage conservation, inclusiveness, accessible tourism,
private-public-people partnership (PPPPs), efficient resource deployment and
authenticity. Moreover, the high complexity, long time-scale and wide scope of
tourism require tourism to be integrated in a broader policy agenda (OECD 2016).

Altogether, it is a huge ecosystem generating an immense amount of information
exchanges—including data, indicators, flows, etc.—that should be monitored in
order to take advantage of the potential synergies, and to avoid risks from
malfunctions. A system that, like a human body, requires an intelligent network of
sensors to get the best of it. However, such macro-system would be unmanageable if
supported only by traditional processes.

Notwithstanding, the state of the art of information and communication technol-
ogies permits coping with such a challenge. In fact, the evolution of many cities
toward smart cities opens the way to create smart destinations. A good definition of
smart destination is included in the UNWTO awarded Vienna Tourism Strategy
2020: “SMART Vienna 2020 blends the qualities of Vienna as a city that embraces a
culture of sustainability and excels at smart urban technologies and intelligent
mobility solutions in order to present it as a ‘smart tourism city’—a city that offers
both visitors and residents an exciting yet relaxed, authentic, comfortable and
‘green’ urban experience.” (Europaforum Wien 2014, p. 6). This states the pathway
toward the new urban tourism paradigm.

The new paradigm for sustainable/resilient tourism is based on four pillars.
Firstly, process innovation in several fields such as market intelligence, mobility,
security, wastes management, etc. Secondly, implementing new technologies,
allowing for new models of tourism governance (with the active participation and
commitment of stakeholders) and new uses of communications (big data,
sensorization and online information delivery, WIFI as a must, connectivity, safety
and security, etc.). Thirdly, guaranteeing the universal accessibility, regarding active
health ageing and inclusive tourism. Finally, social environmental sustainability,
where managers have to achieve high levels of social involvement, creating a “sense
of place”. At the same time, urban destinations must be adapted for climate change:
reduced emissions, “greening” of urban destinations, and efficient, sustainable use of
natural resources like water and energy.
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The framework for this paradigm is a true tourism governance of destinations, in
accordance with the terms of reference defined by the European Commission
(European Commission 2001): openness, participation, accountability, effectiveness
and coherence. In contrast to other kind of destinations, where land and physical
attributes are the main attractions, urban destinations are made of a mix of ‘hard’ (the
city) and ‘soft’ (the citizens) attractions. Thus, citizens play a key role on the
experience looked after by the visitors. Additionally, in order to obtain these
citizens’ commitment toward the tourism activities (i.e. the essential social sustain-
ability), destination managers must draw their strategies with consideration of the
wider consensus. As also stated by the UNWTO High Level Panel, DMOs must
“involve all the local partners in this process to make them instrumental for devel-
opment and for the consciousness of local identity” (UNWTO 2016, p. 7). Once
again, process innovation and tech-based solutions help solving the complexities of
tourism governance.

Process innovation in intelligence, by applying new technologies, will enable
more competitive DMOs and enterprises. Information systems like TourMis—a tool
for exchanging data, information and knowledge supported by European Cities
Marketing and the European Travel Commission—enable strategists and policy
makers to make wider benchmarking analysis, getting knowledge of best practices,
improving their performance and solving inefficiencies (Onder et al. 2017). Open
data marketing information systems like TourMis allow compiling online tourism
statistics from cities, supporting decision makers with reliable, comparable informa-
tion about trends in markets, seasonality, guest mix and other benchmarking and
forecasting analysis for competitive and strategic tourism planning (Mazanec and
Wober 2010).

Process innovation will improve sustainability. A promising example is the Smart
City Hospitality project—funded by the European Commission through the H20202
ERA-NET scheme. The project, described in the website, is aimed to “the assessment
of intervention strategies based on an interactive simulation-supported multi-stake-
holder approach that triggers social learning and behavior change, while stimulating
shared governance and smart citizenship” (SCITHOS 2017). A multidisciplinary team
for the project has been formed by universities, research institutions, information
technology companies and DMOs. Starting with a report on the current state of
urban tourism and its governance, the research team is working on the identification
of the Key Performance Indicators (KPI) for its sustainability and the definition of the
Smart City Hospitality Concept. Afterward, the consortium is developing a simulation
tool and apps that will be applied by DMOs to create interactive work with their
stakeholders. Thus, all the players involved (from visitors to residents) will be able to
participate and understand the effect of all decisions taken.

The social environmental sustainability is the fourth pillar of the paradigm for a
resilient urban tourism. The European Commission has developed its own platform
to help destinations to monitor such a sensitive issue: the European Tourism
Indicator System (ETIS). It is a set of indicators with the aim of adopting a more
intelligent approach to tourism planning. It includes a management tool, a monitor-
ing system (for collecting data and detailed information) and an information tool (not
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a certification scheme), useful for policy makers, tourism enterprises and other
stakeholders (European Commission 2016).

11.3.1 The Spanish Model of Smart Destinations

Tourism is a key strategic industry for Spain. Since the first strategic plan was
designed by the national tourism administration, named FUTURES I (SET 1991),
a quality focused management of destinations and tourism marketing has been
implemented, from national to local levels, and involving both the public and private
sectors.

In the last few years, tourism administrations have been working on the design of
Smart Destination models, through permanent research and proactive management.
This has been linked as well to innovation in city administration, i.e. smart cities. In
this sense, it has been stated that “a smart destination is an innovative tourist place,
accessible for all, consolidated on an avant-garde technological infrastructure that
guarantees the sustainable development of the territory, facilitates the interaction and
integration of the visitor with the environment and increases the quality of its
experience in the destination and the quality of life of the residents” (SEGITTUR
2015, p. 31).

Regional administrations like the Valencian Institute of Tourism Technologies—
INVATTUR, are following these guidelines. Hence, its handbook for smart desti-
nations states that “the evolution toward smart destinations is a new form of focus
and management, an opportunity to activate the process of change of the destina-
tions, that is required by the economic and tourism environment. It is a process
aimed to take advantage of the opportunities that arise from the new scenario,
improving its efficiency in its management, strengthening the competitiveness and
increasing the social profitability of tourism” (INVATTUR 2015, p. 120).

In this model, the governance of the destination promotes five interrelated fields:
sustainability, connectivity, sensors, system of information and an ecosystem of
innovation.

* Sustainability: It is linked to the urban and tourism development model. Smart
Destinations favour the application of the principles of sustainability and thus
contribute to an improvement of the destination image and positioning. Also,
sustainable development involves the configuration of accessible destinations for
disabled people.

* Internet connectivity: It is essential for a digital economy involving businesses
and consumers. Simultaneously, it constitutes a pre-requisite for sensorization.

¢ Sensor-based smart destinations: These are networks of electronic devices,
sometimes using personal sensors as the “wearables”. It might deliver a huge
amount of real-time information. Such sensors are a source of power of the system
of information of the destination. Combined with business intelligence systems
and incorporating the possibilities offered by Open and Big Data, the whole flow
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of information from the entire destination opens a new world of opportunities to
personalize the experience at an extremely high level.

* Innovation: A smart destination is an innovative destination. It is necessary to
promote a true open innovation system, based on the participation of companies,
administrations and research (triple helix). It is also interesting to incorporate a
cluster approach in its most conventional sense (companies that compete and
cooperate with each other to improve the global competitiveness of the destina-
tion) to strengthen tourism knowledge, the capacity of innovation and
entrepreneurship.

11.3.2 The Future of DMO’s Role: Destination Management
Systems

The traditional roles of destination management organizations are being overrun by
the shift on consumers’ trends, technology developments and social changes.
European DMOs are rethinking their mission and functions. Many questions arise:
Do they have to promote and attract more visitors? Do they really influence visitors’
decisions? Must cities fund their operations? Should they do direct promotion, or
would it be more efficient to channel this through other partners? And even further:
Must they directly lead all aspects of destination management?

The role of Destination Management Organizations must change, from marketing
organizations to expert bodies in charge not only of attracting the required demand,
but also of supplying the stakeholders with intelligence and smart tools to get
the most from the visitors’ personalised experience. The review of challenges and
strategies implemented, jointly with the current discussion among DMOs, leaves a
clear answer: destinations need an organization to foster and coordinate strategies for
competitiveness and sustainability. To do this, smart destinations require compet-
itive intelligence and dynamic interconnection among stakeholders, where infor-
mation could be exchanged instantly (Buhalis and Amaranggana 2014). The
management of information will enable the administrations and the industry to
measure, diversify, redistribute and even forecast the future. This will be their main
mission in the future.

Information management is the cornerstone of any strategy of tourism manage-
ment. This involves first and foremost prompt access to accurate and rich informa-
tion concerning all types of tourism suppliers as this is the raw material with which to
commercialize the destination in all media, to report to other levels of administration,
and to assist visitors. It is vital that the destination has a central data repository. But
the information must be appropriately connected, filtered and delivered through a
network. The task of keeping this information is considerable and continuous, and it
is essential to have technological tools to make the process as efficient as possible. In
a few words, innovative and sustainable city tourism requires specific technological
platforms: Destination Management Systems—DMS.
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Fig. 11.2 Model of destination management system. Source: created by the author

A DMS is an interactive network of information modules (Fig. 11.2), that goes far
beyond of marketing tools and gets deep into the destination roots. In the heart of the
DMS is the tourism assets database. This database contains information about all
forms of accommodation, places to visit, events and tourism services that may be of
interest to visitors planning a vacation in the destination. It should not only cover the
basic types of services of accommodation, events, attractions, gastronomy, etc. but
also the range of products at the destination, such as conferences and rooms for
meetings, activities, entertainment, facilities, shops, transport, excursions, beaches
etc. These core modules provide database administrators comprehensive control and
monitoring, not only on the data catalogue and maintenance from providers, but also
on all the means by which this information is published for external users. Each
record in the assets database is a tab maintained by each supplier, so that it can
always be readily updated.

In addition to the specific tourism database, the DMS requires inputs from
visitor information centres, intelligence units, security services, sustainability
indicators, marketing and communication managers and accessibility planners. In
return, the system must be able to give them accurate, live information for their
own purposes. This way, the whole network would guarantee to all the stake-
holders the right information for the every decision making process. Hence, the
tourism ecosystem would become ‘smart’, by taking advantage of technology “in
creating, managing and delivering intelligent touristic services/experiences and is
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characterized by intensive information sharing and value co-creation (Gretzel et al.
2015, p. 3).

11.3.3 People Are the Core Value of Cities

Cities must keep playing the game of tourism to reach a high quality of life. At
continental level, tourism is included in the vision of the European Commission for
‘the cities of tomorrow’ (European Commission 2011). Together with high-quality
functional user-oriented urban space, infrastructure and services, where cultural,
economic, technological, social and ecological aspects are integrated, where hous-
ing, employment, education, services and recreation are mixed, tourism is as impor-
tant as attracting knowledge-industry businesses, and a qualified and creative
workforce.

In the center of the solution, the local partners must be involved through effective
governance. Even more, local development policies “must have a long term sectoral
approach in which tourism must also be positioned and supported” (UNWTO 2016,
p.- 9). The clever combination of people, leadership and ICT through the funnel
(Boes et al. 2016), together with smart innovations mentioned in this chapter, and the
interaction of all the actors that co-create the experience (Hsu et al. 2016), will create
the adequate framework for smart, sustainable destinations. These cities will be able
to deliver enhanced, personalized experiences.

Finally, the engagement of residents will be essential. DMOs have to focus part of
their thoughts and action to maintain a positive relationship between the tourism
industry and local residents. From the direct participation of the community in the
strategic planning to their role as hosts, residents must be an essential part of the
Destination Management System implemented by DMOs. They can contribute by
giving feedback, discussing topics in organised forums, placing marketing material,
contributing to the funding, holding regular conversations about the tourism value
chain, communicating through social networks and both creating and sharing stories.
Thus, people must be the core value of any future sustainable city tourism strategy.

11.4 Conclusion

For the last two decades, the tourism industry has boomed thanks to several deep
social and technological changes. In particular, the available statistics show that city
tourism has been heavily impacted by the increasing air connectivity and the
adoption of short breaks. For many cities, that until then remained out of the
traditional city circuits, tourism was the new goose that lays the golden egg. No
other industry could be more likely to develop urban economies. Tourism is a clean
industry, ideal to attract investments, to fill with new clients shops and restaurants, to
use existing museums, parks and beaches.
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This growth has been encouraged by every city in the world, whatever its size or
location. Regional and local governments have poured money in tourism marketing
budgets, aspiring to increase their visitor statistics. In addition, new infrastructures
have been built to push on this growth: airports, cruise terminals, train stations,
conference and exhibition centers, music halls, museums, theme parks, sports facili-
ties, etc. Residents are happy to have new opportunities for investment and job
creation. During the world financial crisis, tourism has been a resilient sector surviving
where many others have failed. Thus, the confidence in this sector has expanded.

The combination of higher investment in services and facilities supply together
with the increasing demand has produced a significant growth of tourism in many
cities. However, the strategies and tourism policies applied followed the expanding
rules of non-urban destinations: providing more supply resources where demand
existed (or could be forecasted). The concepts of ‘loading capacity’ and sustainabil-
ity were not considered. But cities are complex social ecosystems, where residents
are as important as any other tourism asset. Residents and visitors share spaces and
resources and the interrelation between both communities is an essential part of the
tourism experience. In some iconic leading cities, this balance is broken and
residents are rejecting the visitors. More cities will experience the same negative
impact in the future, unless the challenges are analyzed and some alternatives are
considered.

Experts have pointed out the main, common challenges for city tourism: safety
and security; the digital revolution; new business models; and limits to sustainable
development. In addition, the recent experience of leading destinations raised new
questions toward the future. The main conclusion of all these think-tanks is that old
recipes do not work anymore, and a new city tourism paradigm is required. The new
strategies to cope with challenges will require a huge amount of information and
indicators; fluent cooperation between stakeholders under new forms of governance;
implementing measures for accessibility; adapting environmentally sustainable pol-
icies; and facilitating new forms of relationship between residents and visitors.

All together, the big amount of data and processes require process innovation
and digitalization, integrating everything into a Destination Management
Systems—DMS. As many cities are already involved in ‘smart city’ projects—
including databases about security, resource management, traffic and transport,
pollution, weather, events, etc.—they can take advantage of the work done,
building the DMS above this platform.

DMOs might play a key role in future city tourism by managing DMS that
establish the adequate framework for smart, sustainable destinations. Smart tools
will enable cities to deliver enhanced, sustainable, personalized experiences for
tomorrow’s tourists. Thus, cities will become more competitive in a permanent
changing scenario. Finally, beside technology and innovation, a new focus on people
is essential. Both residents and visitors are core elements of tourism experiences.
Only through their balanced interaction will determine the social sustainability,
turning smart cities into wise destinations.
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