wich
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Making a Smart Destination

Chief Executive, Visit Greenwich
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Agenda

1. Visit Greenwich overview

2. Smart destination aspiration
3. How digital can add value

4. Current good practice

5. The future?
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Visit Greenwich Board
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Partners
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Vision to 2022

1800
1600 -0
1400

1200

economic impact by 2019
A further by 2022

employment = 3,300 jobs

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Total Expenditure  —@=Actual Growth  --0--Predicted Growth
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Vision 2019-23

“The best destination for
Heritage, Culture and Entertainment
by 2023.”
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Aspiration

To be a “Smart Destination” — \\ \

to enhance the customer
experience at every
touchpoint through the usage

of Digital Technologies.

&fﬂl)ft SN MOVING VEHICLE
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Strategic Digital Partners

GREENWICH

dg : DIGITAL

j Ravensbourne AR UNIVERSITY
University London

REENWICH
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Added Value? The role of the DMO
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The customer journey

Inspiration
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Good practice examples?
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Royal Museums-Greenwich

Mask of Youth Cutty Sark Pepper’s Ghost effect
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ing and booking tools

Improved plann
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Real-time packaging and distribution

—©
&l
!

Tourism

Suppliers

@ O H
! B. &@

!

Booking system

Connected
Distributors

New
Customers

visit



Final mile solutions
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The Future —focus on 7 key areas

* More focus on user generated content

e Good tourism — accessibility and sustainability
 Visitor management and dispersal

* Improve planning and booking tools

* Big data

* Real-time packaging and distribution

* New experiences via Augmented/virtual/mixed
reality overlays
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The changing nature of destination marketmg
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Emgland’s Inclusive Tourism Action Group

sdts= Business o Accessible
ATER g Disability _ Derbyshire
' : ¢ = tourismforall

National
Trust

One life... live it

WBARCLAYS =UR=<Al - MO TION

. et
P FAMILY
H u\lﬁ AccessAble HOLIDAY ‘¥
\\é;’/ Your Accessibility Guide ASSOCIATION
Visit Engla ndw. The charity that gives families a break
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Visit London App
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Augmented/virtual/mixed reality overlays

Drawn & Captured Realities

Early visualisations and concepts. Possibilities. Options. Communicating ideas to collaborators and at presentations.



In-conclusion

 Digital can enhance the value of the visitor economy
at every touch point
e 5G provides a step change for mobile

BUT

* We are a people industry! People want people

* You still need a great product, great content and
great partnerships

* Just because you can does not mean it will work!
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Thank you for listening!

DA barrie@visitgreenwich.org.uk 9 @rbarriekelly
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