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Å 90% of the worldΩǎ data was created in the past 

2 years. 
 

 
Å There were more than 2 billion smartphones in 

use in 2015. 

Å Between 2014 and 2015, mobile data traffic 
increased by 59%. 

Å 1.5 million people worked in Big Data in 2015. 

This is the age ƻŦ ŘŀǘŀΧ 

Å 90% of keep their phone with 1m reach, 24 hours 
a day. 
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¢ƻŘŀȅΩǎ tourist is more and more connectedΧ 
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Mobile data 

1 billion events 
 
 

Every day 
 

24/7 
 

3 years of historical 
data 

21  

million mobile customers in 
Spain 

8 
million monthly international 

roamers 

Active 
events 

(calls, SMS) 

Passive 
(3G ,4G, loos 

of signal, 
change 

anthenaΣ Χ 
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Mobile data: advantages and challenges 

REAL BEHAVIOUR 
Real observed behavior, not declared or simulated.  

AGILITY AND IMMEDIACY 
Data available immediately and no field work required (3 
week average delivery time). 

 

DYNAMIC AND RECURRING INSIGHTS 
Flexible database, recurring reports.  

NUMBER OF IMPACTS 
24 x 7 x 365, not occasional interactions. 

HISTORICAL DATA 
Behavior over time  (> 3 years data backlog).   

ROAMER EVENTS 
Less profiling variables and less events created by international 
tourists, we therefore extend the study period. 

EXTRAPOLATION  
To improve the accuracy of our data and correct the bias of 
our customer database, we improve our algorithms with 
additional internal and external data. 
QUALITITIVE DATA 
Including traditional surveys,  social media sentiment analysis, 
web logs and other external data sources we can understand 
tourist missions. 
¢w¦{¢95 Χ !b5 ! a!wY9¢ STANDARD 
Adoption of technology is a challenge.  In the future, the 
industry will evolve towards standardization.  

AVAILABLE 
Tried and tested (> 100 Smart Steps projects). 

SAMPLE SIZE 
Millions of customers, not just thousands like surveys. 

GEOGRAPHICAL GRANULARITY 
This can be corrected with other data sources (e.g 
geolocated tourism attractions, land use) and other 
improvements (signal strength, small cells, beacons, WiFi). 
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Mobile event data extracted 
and stored from our network. 

EXTRACTION ANONYIMZATION EXTRAPOLATION AGGREGATION 

Personal data eliminated and 
hashed with an anonymous and 
persistent ID. 

 

IDs grouped to crowd data, so 
that no individual is 
identifiable. No insights given 
on less than 15 people. 

Algorithms applied to data 
to allow the generation of 
insights representative of 
the entire population of 
Spain. 

Our methodology: Anonimyzed and Aggregated 
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We help decision makers to understand touristsΧ 

WHO? 

HOW? WHY? 

WHERE? WHEN? 
Origin and destination  

Tourist mission and length of stay  

Catchment 

Mode of transport used 

Seasonal trends 

Sociodemographic  

profile  

Overnight stay location  Week vs weekend 

Hourly footfall breakdown  
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6 year of experience, over 100 projects soldΧ 
 

Available in 13 countries  With unique expertise in the Spanish market 
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1. INE 

OBJECTIVE: Analyze national and 
international 2013 and 2014 August 
tourism flows and profiles across the 
whole of Spain 

IMPACT: Validation of Smart Steps data 
against more traditional tourism data 
(e.g. hotel occupation, FRONTUR). 
Increased sample size against surveys.  

NATIONAL TOURISM BY ORIGIN AND DESTINATION 

Andaluci
a 

23% 

Cataluña 
22% 

Valencia 
18% 

Castilla 
Leon 
13% 

Resto 
24% 

Madrid 
22% 

Cataluña 
21% 

Andalucia 
17% 

Comunidad 
Valenciana 
[PORCENT

AJE] 

Resto 
27% 

ANDALUCÍA, CATALUÑA 
AND VALENCIA RECEIVE 63% 

OF NATIONAL TOURISM. 

MADRID, CATALUÑA & 
ANDALUCÍA ACCOUNT FOR 

60% OF OUTGOING 
NATIONAL TOURISM. 
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2. Ajuntament de Girona 

OBJECTIVE: Behaviour and profile 
analysis of national and international 
tourists at the Girona Festival flower 
(project repeated in 2016).  

IMPACT: New insights on international 
tourists. New data source to compliment 
the qualitiative data acquired via surveys.  
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3. SEGITTUR 

OBJECTIVE: Analyze national and 
international tourist behavior in the 
Balearic Islands and Canary Islands in 
February and August 2014. 

IMPACT: New information on 
international tourist behavior in two key 
destinations in Spain. Sample size 
increased from technologies previously 
used.  
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4. Patrimonio Nacional 

OBJECTIVE: Compare the behaviour of 
national and international tourists during 
Christmas 2014/5 vs 2015/6 at the Royal 
Palace and several other locations. 

IMPACT: Sample size increased over 
surveys previously used. New knowledge 
of competition and international tourists 
obtained.  

País Usuarios Usuarios
Italia 2.976 17,96%

Francia 1.481 8,94%

Alemania 1.177 7,10%

Reino Unido 1.090 6,58%

Brasil 880 5,31%

Países Bajos 845 5,10%

Estados Unidos 708 4,27%

Portugal 616 3,72%

Corea del Sur 584 3,52%

Japón 462 2,79%

Rusia 437 2,64%

Bélgica 298 1,80%

Venezuela 267 1,61%

Polonia 262 1,58%

Singapur 256 1,54%

Turquía 246 1,48%

Suiza 243 1,47%

México 221 1,33%

Suecia 197 1,19%

Argentina 177 1,07%

Resto paises 3.147 18,99%

Cód Provincia Bernabeu Museos El escorial

28 MADRID 7,71% 19,77% 11,35%

3 ALICANTE 3,22% 19,40% 4,76%

8 BARCELONA 3,17% 26,35% 2,93%

5 ÁVILA 2,99% 8,97% 11,71%

23 JAÉN 3,47% 17,99% 12,00%

39 CANTABRIA 5,36% 19,31% 8,80%

46 VALENCIA 2,41% 21,99% 3,82%

30 MURCIA 3,19% 19,02% 4,04%

45 TOLEDO 3,88% 9,34% 1,44%

14 CÓRDOBA 6,18% 20,39% 7,15%

11 CÁDIZ 6,69% 19,83% 4,24%

40 SEGOVIA 3,45% 9,03% 4,69%

35 LAS PALMAS 4,47% 21,61% 4,68%

41 SEVILLA 4,20% 21,17% 2,08%

7 ISLAS BALEARES 5,13% 21,16% 3,88%

6 BADAJOZ 5,48% 13,79% 3,39%

29 MÁLAGA 4,70% 17,59% 2,59%

43 TARRAGONA 6,53% 25,00% 7,24%

33 ASTURIAS 4,23% 18,44% 2,43%

36 PONTEVEDRA 6,42% 16,95% 3,21%

50 ZARAGOZA 3,09% 20,70% 2,09%

2 ALBACETE 3,02% 16,03% 2,95%

48 VIZCAYA 5,19% 21,92% 2,17%

15 A CORUÑA 4,68% 19,10% 3,33%

19 GUADALAJARA 2,97% 11,24% 1,28%

38 SANTA CRUZ DE TENERIFE6,60% 23,16% 2,78%

37 SALAMANCA 2,73% 16,40% 2,31%

4 ALMERA 5,19% 19,77% 3,61%

18 GRANADA 4,52% 16,92% 2,17%

21 HUELVA 9,32% 18,64% 3,02%

47 VALLADOLID 2,01% 13,58% 1,46%

27 LUGO 4,34% 19,64% 5,10%

26 LA RIOJA 5,63% 18,76% 1,99%

9 BURGOS 2,76% 13,26% 1,47%

12 CASTELLÓN 3,34% 20,19% 2,54%

20 GUIPÚZCOA 4,81% 21,79% 1,35%

13 CIUDAD REAL 2,94% 10,54% 0,76%

Provincia Area visitada
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5. Merlin Entertainments UK  

OBJECTIVE: Understand international 
profile of visitors to key sites (e.g. 
Madame Tussauds, London Eye) and 
understand in which order they visit sites 
using Small Cell technology.  

IMPACT: First awareness of order in 
which international customers visit key 
attractions. Insights on dwell time to 
improve customer experience.  


