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BUSTA 1

- Ilcandidato esponga il suo percorso curriculare con specifico riferimento alle attivita
svolge relativamente alla tematica oggetto del bando

- Ilcandidato esamini quali dati tradizionali e non possono supportare la destinazione
nelle decisioni data-driven

Il candidato legga e traduca il seguente brano:

RESEARCH ARTICLE | MAY 20 2021
Extracting insights from big social data for smarter tourism destination management
Gianluca Solazzo B ; Ylenia Maruccia; Gianluca Lorenzo; Valentina Ndou; Pasquale Del Vecchio; Gianluca Elia

=+ Author & Article Information
Measuring Business Excellence (2022) 26 (1): 122-140.

https://doi.org/10.1108/MBE-11-2020-0156  Article history &

O:g Share @ Get Permissions @ Cite ~~

Purpose

This paper aims to highlight how big social data (BSD) and analytics exploitation may help
destination management organisations (DMOs) to understand tourist behaviours and destination
experiences and images. Gathering data from two different sources, Flickr and Twitter, textual
and visual contents are used to perform different analytics tasks to generate insights on tourist
behaviour and the affective aspects of the destination image.




Busta 2

- Ilcandidato esponga il suo percorso curriculare con specifico riferimento alle attivita
svolge relativamente alla tematica oggetto del bando

- Ilcandidato esponga quali modalita relative al monitoraggio e valutazione di soluzioni
innovative per lo sviluppo sostenibile delle destinazioni turistiche possono essere
attivate

Il candidato legga e traduca il sente brano:

RESEARCH ARTICLE | MAY 20 2021

Extracting insights from big social data for smarter tourism destination management
Gianluca Solazzo B8 ; Ylenia Maruccia; Gianluca Lorenzo: Valentina Ndou: Pasquale Del Vecchio: Gianluca Elia

+ Author & Article Information

Measuring Business Excellence (2022) 26 (1): 122-140.

https://doi.orgf10.1108/MBE-11-2020-0156  Article history &

Findings

Results show that the generated insights allow DMOs to acquire new knowledge about
discovery of unknown clusters of points of interest, identify trends and seasonal patterns of
tourist demand, monitor topic and sentiment and identify attractive places. DMOs can exploit
insights to address its needs in terms of decision support for the management and development
of the destination, the enhancement of destination attractiveness, the shaping of new marketing
and communication strategies and the planning of tourist demand within the destination.
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