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Data Analytics Knowledge Pyramid -> Big Data
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Data Analytics Big Data -> Data Warehouse vs Data Lake

DATA LAKE vs DATA WAREHOUSE

Data
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unstructured

Raw

Data Lakes contain unstructured, semi structured and structured
data with minimal processing. It can be used to contain
unconventional data such as log and sensor data

Large

Data Lakes contain vast amounts of data in the order of petabytes,
Since the data can be in any form or size, !._ng amaounts of
unstructured data can be stored indefinitely and can be
transformed when in use only

Undefined

Data in data lakes can be used for a wide vanety of applications,
such as Machine Learning, Streaming analytics, and Al

Users Use cases Data Users Use cases
ol Ahhh & ~
AAAM —
Structured Business Analysts Batch Procassing.
Data Scientists, Stream Processing, Bl Reporting
Data Analysts Machine Learning.
Real time analysis

Refined

Data Warehouses contain highly structured data that is cleaned, pre-processed
and refined. This data is stored for very specific use cases such as Bi.

Smaller

Data Warehouses contain less data in the order of terabytes. In order to
maintain data cleanliness and health of the warehouse, Data must be
processed before ingestion and periodic purging of data is necessary

Relational

Data Warehouses contain histonc and relational data, such as
transaction systems, operations etc
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WORLD TOURISM ORGANIZATION

FOLLOW US + EN v
A UNITED NATIONS SPECIALIZED AGENCY

UWI-O ABOUT US OUR FOCUS RESOURCES NEWS Q Search

UNWTO TOURISM DATA DASHBOARD

The UNWTO Tourism Dashboard - insights on key performance indicators for inbound
and outbound tourism at the global, regional and national levels
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C & unwto.org/country-profile-inbound-tourism B w @

UNWTO TOURISM
DASHBOARD

Overview International Tourist Arrivals International Tourism Receipts International Tourism Exports

e, 40 4% 60 2 % 1,500 67

inbound tourism. Million Change (%) USD billion Change (%, in real terms) Receipts per arrival {USD) USD billion

Content i via Arrivals Receipts xports Compare

Int. tourism (absolute values) 20.5 %
@ Int, tourist arrivals {million) @ Int. tourism receipts (USD billion)

201 9 Tourism as % of Exports

Export revenues from

Please select a year 40 international tourism are
composed of: “travel” (receipts in
2019 o . ﬂ destinations) and "passenger

transport” receipts.
Thalland ’ 2010 2012 2014

=

2016 2015 2020
Share of tourism of total

Please select a region or exports

country Change over previous year (%)
Asia and the Pacific W @ Int, tourist arrivals @Int tourism receipts

2-:
99,12 % or 12 %

13916% 21 % 16%15% 19%22%
CDUF’IU}I’ _‘_- -“—_—_

Thaiang . . ' 20 %

UNWTO TOURISM DATA DASHBOARD
The UNWTO Tourism Dashboard - insights on key performance indicators for inbound
and outbound tourism at the global, regional and national levels
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United Nations Conference
on International Travel and Tourism Paﬂ Onc
RERTENR S DEFINITION OF « VISITOR” AND “TOURIST *
FOR THE PURPOSES OF INTERNATIONAL STATISTICS
Recommendations In accordance with paragraph 5 of Economic and Sociul Council
- resolution 870 (XXXIII), the Conference suggests for consideration by the
United Nations Statistical Commission and by the International Union of
International Travel and Tourism Official Travel Organizations (TUQTO) the following definition of the
term * visitor 7 :
“ For statistical purposes, the term ° visitor * describes any person
| visiting a4 conntry other than that in which he has his usual place of resi-
dence, for any reason other than following an occupation remunerated
’ from within the country visited.
) * This definition covers :
| “ Tourists, i.e, temporary visitors staying at least 24 hours in the
country visited and the purpose of whose journey can be classified under
%@\& one of the following headings:
L4 “ (a) leisure (recreation, holiday, health, study, religion and sport) ;

“ (b) business, family, mission, meeting.

“ Excursionists, i.c. temporary visitors staying less than 24 hours in
the country visited (including travellers on cruises).

UNITED NATIONS

— “'T'he statistics should not include travellers who, in the legal sense,
do not enter the country (air travellers who do not leave an airport’s transit
area, and similar cases).”



Data Analytics UNWTO | Tourism Statistics

United Nations Conference

on International Travel and Tourism ¢ Trave le rS ?

Rome, 21 August — 35 September 1963

Recommendations “ Vi S itO rS ?

on

International Travel and Tourism Travelers who legally enter the country

“Tourists” “Excursionists”

Staying > 24 Hours Staying < 24 Hours

UNITED NATIONS

N1SIMNAAMUVBIANIN “Travelers” “Visitors” “Tourists” as “Excursionists” 1uﬂ’1'5‘lJS$°ani"JaJ
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Data Analytics UNWTO | Tourism Satellite Account

International Recommendations for Tourism Statistics

2008 WuLana1sNNg United Nations laaasinvuiinaliiusay

International Recommendations

for Tourism Statistics UssinaaanBnldldlunisdredaienmsdafivadfdaunis

ViENL‘Ic/‘II‘c’J’J (Tourism Statistics) IﬂﬂLﬁ@%ﬂ%%Lﬁﬂ?%ﬂﬂﬁUﬂﬁ@U
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1. Development and needs for tourism statistics

2. The demand perspective : basic concepts and definitions

3. The demand perspective : characterization of visitor and
tourism trips

@ 4. The demand perspective : tourism expenditures

United Nations

Classification of products and productive activities of
tourism
The supply perspective

7. Employment in the tourism industries
Understanding tourism in its relationship with other
macroeconomic frameworks

9. Supplementary topics
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Table 3

Tourism Satellite Account:

Recommended Methodological 19918 =
Framework VoIsT glno_\nuﬂ
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WORLD Enabling T&T Policy and
ECF )3 I\IIQ%AA IC Environment Enabling Conditions
IMP(r;((?)'\\/v"mg&izTS:FI?A'H; BUS Envi t Prioritization of
Insight Report o oRE usiness Environmen Travel & Tourism
I I
The Travel & Tourlsm Safety and Security International Openness
Competitiveness . .
Report 201 9 Health and Hygiene Price Competitiveness
Travel and Tourism at a Tipping Point : —
Human Resources and Environmental
Labour Market Sustainability
1
¥ ICT Readiness

Natural and

Cultural Resources

Air Transport Infrastructure Natural Resources
I

Ground and Port Cultural Resources

Infrastructure and Business Travel

Tourist Service
Infrastructure
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Top 5
benefits of
analytics:

Improved strategic decision-making
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