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SHAON
TALUKDER,
CEO

Transforming stories into data drives us.
Our quest is to answer:

‘What makes people travel?’

“Game-changing Technology for Travel”“YouTube of audio-guides”

Appointed to UK Government - JAN 2025
Strategic Advisor, Visitor Economy Council

Head of Data & AI



OUR VISION

Map every story
& predict who will visit

OUR MISSION

Accelerate visitor economy growth 
through user engagement 
and smart data attribution



What’s 
around me?

Turn 
engagement

into
Data

What’s worth:
Seeing;
Eating;
Buying?



Global 
1.4 Billion

International
Visitors

1 in 5
use

Self-guiding 
tour tech*

Edinburgh
& Lothians

2.3 million
International

Visitors

2023 Data – Visit Scotland (overnight visitors)
Arival SGT Report Sept 2024



Visitor/Local

Attraction
Destination

Venue

Storyteller
Content Creator

From personalised reports to 
professionally curated stories, 

every location has a story to 
be preserved and shared.

Measure View-to-visit 
attribution.

Seamless Travel
Free GPS-guided authentic 
stories streamed to their 
mobile devices in 50+ 
languages
Drives measurable footfall 
between locations
Brings in new visitors

Authorities, Transport, Attractions & 
Independent Events & Heritage Organisations 

aggregate and apply attribution data for 
optimisation, nurturing and monetisation.

Creating a data-driven value 
exchange



What makes a place 
worth visiting?

Understanding Visits 

in a New Data Era



Visitor

Hotel Cultural
Centre

Transport 
Carrier

Major 
Events

Gastronomy Retail

Our vision visualised



Does your destination 
have the right data foundation to:

Address 
Seasonality?

Combat 
Overtourism?

Disperse footfall 
& spend?

Understand 
your visitors?



Are we using the right indicators?  

When it comes to measuring success in tourism, we often rely on outdated metrics. 

Are these the indicators we need, or just the ones we have? 

© 2014-2025



Two main types of data for destinations

BENCHMARKING BEHAVIOURAL

• Motivates action
• Offers level of urgency relative 

to peer performance
• Retrospective (Hindsight)

• Identifies where, and how, to create 
and realise value (Insight)

• Actionable insights that steer direction
• Immediate impacts possible
• Data builds towards strategy (Foresight)



Destination economies post-Covid 
must work smarter for a sustainable future 



Tourism Data challenges 

• Data is hard to collect

• Data is hard to interpret and understand

• Data is hard to combine

• Data is hard to share

• Data is often out of date and inapplicable



Data creates economic value 
for tourism organisations

• Foundation of strategic and tactical decision-making
• Allows survival in difficult times and maximises the 

gains in good times
• Without it, unexpected failure is more likely than 

accidental success
• Should be used throughout organisations to maximise 

bottom line impacts



Data is the common language
that can unify the Tourism Industry



Centralised content is the strategy of the past.

The future means shifting from centralised content,
to centralised data.



What data do you have? 
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Existing Analytics Resources

Project Title

Geotourist just entered the Analytics Group Chat



Attribution is the 
most valuable metric

in advertising



PROBLEM

Attribution in travel 
is still was
unsolved



Do you know your 
‘view-to-visit ratio’? 

FROM WEBSITE* TO DOORSTEP

Using *APIs = Application Program Interface



From anecdotal,
to real influence

ACTUAL VISIT DATA

Identify high 
spenders

Steer visitors
to local 

businesses

Enhance 
experience & 
extend stay

• Inspired
• Visited
• Shared



Conversion 
is 

everything

FROM WEBSITE* TO DOORSTEP

Using *APIs = Application Program Interface



From View to Visit©: Destination Intelligence in your hands
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“Powered by Geotourist”

INSERT GEOTOURIST 
FUNCTIONALITY 

INTO YOUR OWN APPS & 
WEBSITES

AND HARNESS DATA FROM 
YOUR VISITORS, LOCATE & 

TARGET INTERESTED 
PROSPECTS

WIN MORE VISITORS
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OUR CASE STUDY

JUNE 2023
Geotourist launched a 

government-backed pioneering 

data-platform to drive footfall 

across Scotland 

& have moved people over 

1.8 million times so far...

technology
powers

digital visitor-guides 
for:

https://scottishbusinessnews.net/geotourist-tourism-data-trails-launched-across-scotland/


Some of the coverage so far..
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From the Scottish Borders to the Outer Hebrides…



Tour-Visitor concentrator loop

Impressions = Reach

Views = Inspiration

Visits = Conversions

Shares = Referrals



Insights from study period 2023



Insights from study period 2023

East Linton Impression:View Ratio = 4%



Insights from study period 2023



Average View to Visit 
Ratio

is 1.24%

FROM WEBSITE* TO DOORSTEP

Using *APIs = Application Program Interface



On average:

If 400 people view
your tour, 
5 will visit

FROM WEBSITE* TO DOORSTEP



Can we predict who might visit?

• Turning views into visits

Model Evaluation
“matrix show that the 
model achieves a 
strong
94% accuracy, making 
it highly reliable for 
predicting user 
visits.”

MISCADA -Sept 2024



CLOSING THE 
UK’S DATA GAP

• Working with dated DMO websites
• High prices impact travel
• Fragmented and relatively low engagement 
• Limited data, 1 year lag
• Mixed welcome experience

GAP

Grow visitor numbers from 38 million to 
50 million by 2030

GOAL

• Data, AI & tech to enhance the experience, 
connect the industry and optimise operations

• AI & Tech to augment skills shortage
• Optimisation = reduced costs for visitors
• Products/Solutions featuring locals, fosters 

deeper connection with visitors

MOON SHOT



Data Observatory
Strategy To Drive Tourism

AI vs SEO 
Discoverability

Jobs Visitor Flow

Visitor 
Attribution

Visitor 
Engagement

Predictive 
Behaviour

Sustainability

Sentiment

REAL-TIME 
DATA ACCESS 

ACROSS UK
Micro, SME & large organisations



HOW ROI IS MEASURED AND OPTIMISED

£1 SPEND

£21 ROI*

A return of 21X in visitor spend
delivered by the industry today

*VisitBritain 2019/2020
https://www.visitbritain.org/our-performance-reporting



£1

£21 ROI

HOW ROI IS MEASURED AND OPTIMISED

£25 ROI

£0.60

42x

Our approach doubles this



SHAON
TALUKDER,
CEO

Don’t just watch the future

Be part of it



shaon@geotourist.com

Thank you

mailto:shaon@geotourist.com
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