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SMART BUILDINGS
Thereis no plan(et) B

MWC 2022
Transformation is now




MWC 2022

What is a Smart Building?

“Those buildings whose
installations and systems enable
centralized management and
control, in order to maximize
efficiency and sustainability
while ensuring security as well as
people’s safety and wellness.”
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MWC 2022

The path to Smart Buildings

< LEGACY BUILDING > <CONNECTEDBUILDING> < SMART BUILDING >

* Independent * Manual integration of two * Integrated systems on a single platform.
systems. or more systems. _ _ _ _
» Continuous learning, automatically responding and
»  Simple rules “If this then adapting to the changing needs and requirements.
that”.

» Massive use of IoT and Al.



MWC 2022
Some key facts

Buildings account for

X2
3 6 % Energy efficiency

Improvement rate

2030

of world energy consumption.
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MWC 2022
Some key facts

Buildings generate SDG #7

ENERGIA ASEQUIBLE
Y NO CONTAMINANTE

39%

of total greenhouse Accelerate

gas emissions. Modern renewable share of total final
energy consumption 2030.
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Some key facts

.? Telefénica

/

89%

Average time spent
In buildings

|
|

Buildings need to be
safe and comfortable,
providing an optimal
user experience.
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—® Ensure a healthy and safe environment

—® Provide an excellent “phygital”

—® Minimize waiting times and avoid

MWC 2022
Goals of Smart Buildings

People @

user experience

overcrowding
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—® Reduce operating costs, matching

—® Anticipate and avoid potential issues.

—® (Optimize the use of each space.

MWC 2022
Goals of Smart Buildings

Efficiency {é}

supply with demand.
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—® Minimize power, gas and water

—® |ncorporate renewable energy sources.

—® Reduce carbon emissions, contributing to

MWC 2022
Goals of Smart Buildings

Sustainability %

consumption.

2050 net-zero objective.
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—® Protect users and assets against

—® Automate detection and response,

—® Use seamless technologies,

MWC 2022
Goals of Smart Buildings

Security D?’

any potential threat.

minimizing impact.

not affecting user experience.
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MWC 2022
Our proposal for Smart Buildings: an integral solution

D?’ Security

People %:é} Efficiency

2 Performance

O . Predictive : . .
_ Al & Analytics Maintenance Indoor Insights Demand planning Anomaly detection benchmarking

E:B Platform Dashboard Alerts Recommendations BIM - Digital Twin
Monitoring and BMS Vertical systems Security
control systems

((?)) Connectivity LAN Wi-Fi AG/5G/NB-IoT
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MWC 2022 o2
Our Smart Building /
platform

6318 + 5177 2124

Centralized view of the building.
Advanced analytics use cases.

Alerts and recommendations.

Dashboard + BIM digital twin.

loT BIG DATA
...................... oo.. U@? DIGITAL TWIN Eﬁ
g
3D Model 3D Model
Static data Dynamic data

o00 L.
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System based on
data analytics and
management to
apply to retalil

|

Smart Retail

Data Driven
Decisions

14



Retall Analytics Project

Description

Objective: Get the highest value

of the generated data.

System based on Big Data and A.1.,
that captures a wide set of data to
improve the retail performance.

&
L

/aragoza
. VISUALIZATION
ALGORITHMS KPls
DATA SOURCES DATA ETL FOR MODELING CALCULATION DATABASE . AND ACCESSTO
. INSIGHTS
o ——
People counter =
cameras
(EESSSSS—
—
APs WIFI
\ ) |
N
LUCA
Smart Steps

]

(1) Mobile App, Web, Smart parking, weather, events, holidays,
georeferenced sociodemographic and socioeconomic data.
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Retail Analytics Project

la torre
outlet
/aragoza

Solution to
Improve all the
retall areas:

e OPERATIONS
* MARKETING
« BUSINESS
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Retail Analytics Project AU
..................................................................................................................................................................................... o‘ltlet
Zaragoza
Objectives

Cuantitative Cualitative

Result

« Valuable information earned by BD and IA to optimize the Business Management and Performance

17



Zaragoza Visitor Capacity

Jpupizad

Visitor Capacity —

GUESS
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Estimated

Estimated occupancy 60"
MANGO FIETY  curon WY 0PNy 30 200
Pedro del Hierro 9p . 18% 0

CORTEFIEL

L
,

Estimated
occupancy 60’

35,4%

Estimated
occupancy 30’

24 5%

Estimated
occupancy 60’

40,8%

Current
occupancy

14.4%

Estimated
occupancy 30’

30,3%

I Food zone

Estimated,
occupancy 60’

Current
occupancy

24.7%

Estimated
occupancy 30’
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Retall
Analytics
Project

Parking Capacity

Jougizad
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South Parking
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DECATHLON merkal

verdecora
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- Visitor Capacity

Footfall

Business information

Parking

Consumer Profile and Behaviour

Insights

Forecasting

Footfall

Initial date

01/01/2021

Monday
Tuesday
Wednesday
Thursday

Days of the week

Global visits
L

Unique Visits
.

Maximum influx
-

Maximum influx Date
. W -

Filters

m]

Final date

31/12/2021

Timerange

Morning
Midday
Afternoon
Evening

©)

n g 0

Average Visiting time
-

Short Visits %
-e v

Average Visits %
-_-—

Long Visits %

¥

20
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Footfall — heat map: Tuesday

- Visitor Capacity

Footfall

~ Business information

21
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Footfall — heat map: Saturday

- Visitor Capacity

Footfall

~ Business information
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- Visitor Capacity

Footfall

Business information

Parking

Consumer Profile and Behaviour

Insights

Forecasting

Business

Initial date
01/07/2021

Days of the week

Monday
Tuesday
Wednesday
Thursday

Retailer

100 Montaditos
Adidas
All We Wear
Arte7

nase

information

Turnover

Filters

Final date

]

31/12/2021 0

Timerange

)

| 4

€ Turnover
. .-

E Number of transactions
.-

2254 Average Spend per Visitor
- =

o ®o :

‘e Conversion Rate
arre

.‘, Capture Rate per retailer

Morning
Midday
Afternoon
Evening

% Number of Transactions
-

. *

-0 Average Transaction
-

Average Trading sqm
-

‘ Units per ticket
-

23
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outlet . . :
Zaragoza Business information

Disaggregated Data Business Performance Data a
- Visitor Capacity
() ==\
=T
Footfall & 0 8 O B ®
Visits Unique Visiting Turnover Density Average Average Units per  Conversion Number of Capture Rate
Visits Time Spend Per Transaction Transaction Rate Transactions
& Visit Value
Business information
Fashion storel = - - - - — - - - .- - - L] -
Parking Fashionstore2 .. - - - e — e - . - - - - .- - -
Fashion store3 .. - .- - - - - - - - - .- - -
Consumer Profile and Behaviour
Fashion store5 - - - - - —- - . - - - - - - - -
N Sports store 9 - -— - - - - . — - - .- - - -
Insights
Sportsstore3 - - - - —— - e - - -

Forecasting
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Interrelation of metrics

( Logarithmic Scale 1

2022-01 2022-02

‘ Turnover

2022-03

Visits

2022-04 2022-05 2022-06

‘ Conversion rate

2022-07 2022-08

@ Visiting time

2022-09

2022-10

2022-11

2022-12
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Interrelation of metrics

( Logarithmic Scale 1

2022-01 2022-02

' Turnover

2022-03

Visits

2022-04 2022-05 2022-06

‘ Conversion rate

2022-07 2022-08

@ Visiting time

2022-09

2022-10

2022-11

2022-12
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Interrelation of metrics

( Logarithmic Scale 1

2022-01 2022-02

' Turnover

2022-03

Visits

2022-04 2022-05 2022-06

‘ Conversion rate

2022-07 2022-08

@ Visiting time

2022-09

2022-10

2022-11

2022-12
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- Visitor Capacity

-~ Footfall

Business information

- Parking

Consumer Profile and Behaviour

Insights

Forecasting

Retail Analytics Project

Consumer Profile and Behaviour

Profile

Origins

Behavio’ur

Digital Consumer
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Consumer Profile and Behaviour

Origins @ Zaragoza city: 61%
N » International @ zaragoza province: 16,5%
» National / Spain :
X @ Spain: 17%

« City — specific district

International: 4,5%
Consumer Profile and Behaviour

—_—




Consumer Profile - International Visitor

v
la torre <y,
outlet 2
Zaragoza

~N
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Zaragoza

e BUsSiness

Consumer Profile and Behaviour
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Consumer Profile - City Visitor
Ia sorre Delicias
outlet s
Zaragoza
Casetas, Juslibol-El Zorongo
—_ Garrapinillos
7,09%
_ Pefaflor
Actur, Rabal
VY Rey Fernando
15,88%
—
NN Garraphillos Hf;??,ﬁ?:o
] 5,40%
A i% » Las
g N i Fuentes y
/ ~'\q Cartuja Baja
H 0,
Consumer Profile and Behaviour o 5,22%
Miralbueno, .
Oliver [ Juslibol,
SRR Val deﬁe!ro Torrero-La Paz eI Sﬁ Isabel,
10,15% 7,38% 40;'%?
La Cartuja Baja :
—
La Paz,
Centro Sur, Torrero
i) Casablanca, 5,50%
Universidad 32

13,55%
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Consumer Profile and Behaviour
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KEY COMMERCIAL INTEREST
Saturday

@ rashion: 28%

@ Srort: 24%

‘ Accesories: 5%
Food & Leisure: 28%
Home: 15%

N

KEY COMMERCIAL INTEREST
Tuesday

@ rashion: 25%
@ Ssoort: 26%
. Accesories: 11%
Food & Leisure: 15%
Home: 23%

N
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Retall
Analytics
Project

Customer Journey

56%

LB AUHA US|

erkal

yerdecora

36%
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Retail R 8

56%

erkal

Veroecora

la torre ] EI:D N H: T
Olltlet I . o p...:i‘;.‘% _IE‘E‘E
Zaragoza A n a yt ICS |
Project
N Customer Journey
15%
\
N
N
A ‘3%

| | 8%
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Project “E1 9

N Customer Journey

N 1%

37% 19%

—
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Zaragoza

* Business Performance

« And marketing results over business indicators

- Visitor Capacity Descriptive Analysis
| Total Visits | Total Turnover Average Conversion Rate Fashion Turnover Sport Turnover
: FOOtfa" Accessories Turnover Home Turnover  Food Turnover Leisure Turnover
-Business information
- Parking
Consumer Profile and Behaviour
F oreca St | n g 2022-01 2022-02 2022-03 2022-04 2022-05 2022-06 2022-07 2022-08 2022-09 2022-10 2022-11 2022-12

. Turnover . Visits . Conversion rate
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Zaragoza

* Business Performance

« And marketing results over business indicators

 Visitor Capacity Predptwe An aIyS|§ | | | |
Applying advanced algorithims to know turnover category results, consumer behaviour and key retail metrics.
| F Ootfa" Total Visits Total Turnover  Average Conversion Rate Fashion Turnover Sport Turnover
Accessories Turnover Home Turnover Food Turnover Leisure Turnover
Business information
- — -~ l'.‘
r' N

Q . ¥ A}

Parking R T - B %\

pm————— - -, Dl - “
P \
e e \‘
Consumer Profile and Behaviour N \
I
I \\
' .
I
> I
Insights /!
’I
Forecasting
2023-01 2023-02 2023-03 2023-04 2023-05 2023-08 2023-07 202308 2023-08 2023-10 2023-11 202312

@ Turnover
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outlet Forecasting
Zaragoza

* Business Performance

« And marketing results over business indicators

Visitor Capacity Predptwe AnaIyS|§ | | | |
Applying advanced algorithims to know turnover category results, consumer behaviour and key retail metrics.
. F .oo.tfa" Total Visits Total Turnover Average Conversion Rate Fashion Turnover Sport Turnover
Accessories Turnover Home Turnover Food Turnover Leisure Turnover
Business information
T ~
f( N

Q B - ! ‘\

Parking AR S \

o - ’ T L “
P v
mmm- R \‘
Consumer Profile and Behaviour ' \
'! \‘
I
I
N I
~Insights E
__J
Forecasting
2023-01 2023-02 2023-03 2023-04 2023-05 2023-08 2023-07 202308 2023-08 2023-10 2023-1 202312

@ Tumover
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- Visitor Capacity

Footfall

Business information

- Parking

Consumer Profile and Behaviour

Insights

Forecasting

Forecasting

* Business Performance
« And marketing results over business indicators

Predictive Analysis
Applying advanced algorithims to know turnover category results, consumer behaviour and key retail metrics.

Total Visits Total Turnover Average Conversion Rate Fashion Turnover Sport Turnover

Accessories Turnover Home Turnover Food Turnover Leisure Turnover
=TT -
e -~
’p—_-‘.‘. -"ﬂ “\\ p""-h
Fd - e - # Y
L4 il T - -~ - .
’
.
s
’
’
”
-~
-

------ <
2023-01 2023-02 2023-03 2023-04 2023-05 2023-08 2023-07 2023-08 2023-08 2023-10 2023-11 202312

( Visits
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- Visitor Capacity

Footfall

Business information

- Parking

Consumer Profile and Behaviour

Insights

Forecasting

Forecasting

* Business Performance
« And marketing results over business indicators

Predictive Analysis
Applying advanced algorithims to know turnover category results, consumer behaviour and key retail metrics.

Total Visits Total Turnover Average Conversion Rate Fashion Turnover Sport Turnover

Accessories Turnover Home Turnover Food Turnover Leisure Turnover
P e -
e -
,“.--_"..'.'.r "P “b\ "'"n-“
F 4 - - - ” .
, ll P = .
’
’
s
’
’
r
-
-

=
2023-01 2023-02 2023-03 2023-04 2023-05 2023-08 2023-07 2023-08 2023-08 2023-10 2023-11 202312

( Visits
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MVC 2022
Key takeaways

L

Smart Buildings are The combination of 10T and Al is Telefénica Tech offers an integral
indispensable to achieve a key enabler for the solution for Smart Buildings focused
the SDGs development of Smart Buildings on 4 pillars: people, efficiency,

sustainability and security

.? Telefénica 42
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“Each new situation
requires a new
architecture”

Jean Nouvel
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