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Dear Colleagues,

It is with great pleasure that we welcome you to the 6th
International Managing Tourism Across Continents
Conference (MTCON 2025), held in the vibrant city of
Istanbul April 30 to May 3, 2025.

MTCON has grown into one of the leading international
platforms for scholars, practitioners, policymakers, and
industry leaders to share research, exchange ideas, and
foster collaborations that shape the future of tourism,
hospitality, and events. the conference brought together
over 600 participants from 50 countries.

The Book of Full Papers you hold represents the breadth
and depth of research presented at MTCON 2025.
Contributions span diverse areas including sustainable
tourism, digital transformation, cultural heritage,
hospitality management, innovation in destination
marketing, and the role of tourism in advancing the UN
Sustainable Development Goals. Together, they reflect the
richness of our field and the collective commitment to
making tourism a force for positive change across
continents.

We would like to thank all contributors, reviewers, and
members of the scientific and organising committees for
their dedication and support. A special note of
appreciation goes to our partners, sponsors, Dogus
University, and the University of Wolverhampton, whose
collaboration has made this event possible.

With warm regards,

Prof. Dr. Roya Rahimi

University of Wolverhampton, UK
Conference Co-Chair

Prof. Dr. Muhammet Kesgin

Rochester Institute of Technology (RIT), USA
Conference Co-Chair
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Assessing digital technology affordance and rural community-based tourism (CBT)
enterprises as a collaborative framework for sustainability.

Njabulo Ndlovu, Portia Pearl Siyanda Sifolo, Ndivhuwo Tshipala
Tshwane University of Technology, South Africa

Abstract

Purpose: This article underscores the need to accelerate the promotion of affordable digital
technology adoption and use among rural community-based tourism enterprises for socio-
economic development and sustainability in the sub-Saharan Africa context. Hence, this study
seeks to equip CBT actors with practical knowledge about how to use digital technologies
innovatively to boost socioeconomic initiatives and promote sustainability.

Study design/methodology/approach: This study's research design is qualitative and seeks to
provide in-depth information enabling the exploration of issues in their context. A cross-sectional
study was conducted, and the participants were identified through snowballing and opportunistic
sampling.

Results: The CBT actors acknowledged knowing different types of digital technologies and their
use. These results indicate that digital marketing dominates the Internet with many engaged in
social media and digital platforms such as (Facebook, WhatsApp, Instagram, TikTok), Google and
Gmail. The findings also indicated the use of community radios for information transmission.
However, despite knowing the identified digital technologies, their usage for professional
marketing and online content creation is limited, hence the need for more upskilling through
synergies with other stakeholders.

Originality/value: the study underscores the significance of affordable innovative digital
technologies in promoting socioeconomic initiatives and sustainability in rural CBT. The results
of this study offer a new perspective relating to the adoption and effective utilisation of affordable
digital technologies towards enhancing CBT performance and ultimately promoting
socioeconomic development and sustainability.

Keywords Community-based tourism, rural, digital technology, affordance, sustainability
Introduction

Community-based tourism remains pivotal in promoting any country’s social, economic, and
environmental developmental agenda (Maquera, da Costa, Mendoza, Salinas, & Haddad, 2022).
Because of its nature, this form of rural tourism can present affordable, unique, and deeply shared
experiences with long-lasting memories for tourists (Can, Ekinci & Dilek-Fidler, 2025). The nexus
between sustainable CBT aligns well with the sustainable development goals (SDG-8) which

7



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

advocate for the maintenance and preservation of the natural resources, and culture realised
through digitalisation (UNWTO, 2023). CBT initiatives are deemed to be at the forefront of
stimulating socioeconomic growth, alleviating poverty, and subsequently improving living
standards for rural communities (Bakker, van der Duim, Peters, & Klomp, 2023). These
sustainable development goals are entrenched in the streams of sociocultural, and educational
perspectives considered noteworthy vehicles for sustainability (UNWTO, 2023). CBT initiatives
deliver employment opportunities and decent living standards to communities, promoting
sustainable economic growth (Woyo & Musavengane, 2023).

However, effectively occupying the digital space may not only enhance their visibility but can lead
to discoveries of other destinations, especially within poor communities in developing countries,
thereby enhancing the visibility through efficient application of affordable digital technologies
leading to subsequent growth of rural communities (Ndlovu, Sifolo & Tshipala, 2025). Digital
technologies promote the exchange of information powered by tools such as social media
platforms, Gmail, and Google, (Xue, 2021). The Sustainable Development Goals (SDG) affirm
that CBT sustainability realisation should be driven by the effective utilisation of online platforms
and associated technologies that will facilitate access to information, shared knowledge, and
experiences (UNWTO, 2023). For CBT, affordable digital technologies opened up pathways to
directly engage with potential tourists, delivering personalized enhanced experiences. For instance,
owing to affordable digital platforms, now tourists can have access to cheap and vast amounts of
information. This study explores many of the chronic digital-associated challenges affecting
sustainability in rural CBT, and in the quest to contribute to literature, it provides evidence to the
following questions: 1. What types of digital technologies are commonly used for business? 2.
What is the perceived usability of digital technologies among CBT actors? 3. What are the benefits
of adopting and using digital technologies in business? 4. How can the use of affordable digital
technologies promote CBT sustainability?

Methodology

Researchers employed a qualitative research approach to provide in-depth information enabling
the exploration of issues in their context. A cross-sectional study was conducted, and the
participants were identified through snowballing and opportunistic sampling. Participants were
divided into 3 categories; those who were not employed but somewhat economically active within
the CBT initiatives, those who worked or self-employed in craft centres and other tourism-related
activities, and those formally employed in the tourism sector. Data was collected through semi-
structured interviews. Information was collected from a total of 31 participants from Binga,
Zimbabwe (16) and Dinokasi, South Africa (15). Due to nascent digital technologies development
promoting increased digital space, interaction and intensification of internationalisation swayed
researchers to embark on a cross-national comparison. The data was professionally analysed using
the ATLAS. ti software version 9.
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Results

Data was transcribed, cleaned, and sorted. Themes were then generated from the data before the
analysis and report writing. Codes were assigned to each interviewee, followed by the data

interpretation. The data collection instrument in Table 1 was developed based on literature
(Ndlovu, Sifolo & Tshipala, 2025).

Table 1: Presents Interview Questions

Research questions In-depth interview questions

RQ1 Which digital technologies or platforms are commonly used for
CBT initiatives?

RQ 2 What are your comments regarding the usability of the identified
digital technologies?

RQ3 What are the benefits of using the identified digital technologies on
CBT initiatives?

RQ 4 How can the use of digital technologies promote sustainability in
CBT?

Table 2: Summarises participants' profiles

Interview | Age | Sex Category | District | Interview | Age Sex Category | District
ID ID
Inf16 53 Male 2 B
Infl 35 Male 2 B Inf17 23 Male 2 D
Inf2 39 Male 1 B Inf18 29 Female | 2 D
Inf3 37 Male 2 B Inf19 24 Male 2 D
Inf4 40 Male 2 B Inf20 34 Male 2 D
Inf5 38 Female | 3 B Inf21 36 Male 2 B
Inf6 43 Male 2 B Inf22 26 Male 2 D
Inf7 41 Female | 2 B Inf23 38 Male 2 B
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Inf8 40 Female | 3 B Inf24 42 Male 2 D
Inf9 49 Male 1 B Inf25 31 Male 2 D
Inf10 34 Male 2 D Inf26 34 Male 2 D
Infl1 52 Male 3 B Inf27 41 Male 2 D
Inf12 48 Female | 2 B Inf28 33 Male 2 D
Inf13 42 Female | 2 B Inf29 29 Female | 2 D
Inf14 51 Female | 2 B Inf30 34 Male 2 D
Inf15 43 Female | 2 D Inf31 28 Male 2 D

Those who were not employed but somewhat economically active within the CBT initiatives, 2. Those who worked
or were self-employed in craft centres and other tourism-related activities, 3. Those formally employed in the tourism
sector

Table 2 also shows demographic distribution with the age group that belongs to the economically active
population conversant with different types of CBT initiatives. Moreover, this is the age group
(generation X and the millennials) active in utilising digital technologies, though with somewhat
limitations (Dube and Gumbo, 2017).

Table 3 summarises the thematic qualitative analysis findings on the usability of digital platforms, the
benefits to CBRT actors realized through their use, and the role played by technology in promoting
CBRT sustainability.

Table 3: Presents a summary of thematic analysis

Theme Sub-theme Findings

Types of digital technolog| Social media platforms Some CBT actors use Facebook,

WhatsApp, Instagram & TikTok

Gmail Some use emails for personalised

discussion with clients.

Community radio station Some were still relying on communit

radio station, particularly from Binga

Digital technology usabilif Ease of use Many actors acknowledged
familiarity with digital technologies

and found it simple to use.

Content creation skills Despite familiarity with digital
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technologies, many CBT actors
professed ignorance when coming to
online content creation for business

Purposes.

Benefits associated W Attracting tourists
embracing &

Using digital technologies

Products and experiences shared onlii
enhanced our visibility in the global

markets.

Generating revenue

All CBT actors acknowledged
digital technologies have enhanced
the marketing of products and other
community, cultural and tradition

activities.

Community cohesion

Digital technologies enable society

Integration, a meeting can be quickly
arranged, information about possible
harm to our resources can be quickly

disseminated

Digital technologies ¢ Preservation of resources
sustainability

In CBT initiatives

CBT actors acknowledged that digita
technologies have bestowed upon the
a sense of conserving their culture.
Pictures can be digitally stored to be

passed on to the next generation

Most CBT actors acknowledged that one way or another they make use of different digital technologies
for communication and marketing their products and tourism destinations (Can, Ekinci & Pino, 2024).
This point is also alluded to by Xue (2021), that in the age of big data, digital marketing dominates the
Internet with many engaged in social media and digital platforms such as (Facebook, WhatsApp,
Instagram, TikTok), Google and Gmail. Further, they acknowledge digital technologies as fundamental
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to global connectivity. Whereas, some CBT actors particularly from Binga indicated reliance on
community radios characterised by limited coverage. Although some CBT actors perceive that digital
platforms are simple to use, their usage for professional marketing purposes remains elusive, only
limited to common perceived usefulness. This reflects minimum engagement with digital platforms,
ultimately pointing to a lack of sufficient digital skills (Azira, Samad, Salehuddin & Zahari, 2024).
Participants further indicated their lack of skills in creating interactive business content on Facebook
or WhatsApp. Thus, the ability to create a Facebook business profile and WhatsApp business apps can
be a game changer for CBT initiatives (Haider, Shannon & Vatananan, 2022). These perspectives align
with the view that digital technologies have become ubiquitous, permeating every sphere, including
rural areas (Monda, Feola, Parente, Vesci, & Botti, 2023).

Digital technologies make information dissemination easy and fast, thereby providing convenient
services to tourists, and this is consistent with findings advanced by Xue, 2021, who holds that the
digital space has since become a marketplace for many. Through these affordable and easy-to-operate
digital technologies, they have enhanced market expansion for CBT, deemed an important remedy to
performance, contribution to socio-economic development and sustainability (Maquera et al., 2022).
This further enhances social cohesion and promotes sustainability in CBT initiatives.

Conclusion

The study established that as much as rural communities were conversant with various digital
technologies such as social media platforms, their benefits, and their roles in day-to-day usage. Despite
acknowledging the presence and utilisation of social media platforms, many CBT actors exhibited
limited understanding regarding their effective utilisation for business purposes. For instance, they still
lack in creating a Facebook business account and creating business content that can draw the attention
of prospective tourists. Such limitations hinder socioeconomic development associated with job
creation and income generation. The study underscores the important role digital technologies could
play in accelerating the amplification of CBT initiatives. Thanks to digital technologies, which are
deemed a panacea to many challenges affecting CBT. Through digital technologies, CBT actors can
enhance global visibility, thereby creating markets for their products and services. At the same time,
elevating these areas toward attractive tourist destination centres. This may as well ultimately lead to
enhancing sustainability. However, the effective utilization of digital technologies by CBT remains
underrepresented and requires attention. The drive toward promoting and enhancing the global
visibility of CBT could lead to job creation and poverty reduction. However, this underscores the need
for public-private partnerships and a sound governance system directed towards promoting rural
tourism initiatives through training and upskilling of communities. Future studies could consider
comparing rural and urban settings regarding the effective utilisation of digital technologies.
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(STD)? Evidence from East African, Kenya.
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Abstract

Sustainable tourism development is a vital phenomenal aspect for countries across Africa,
particularly in regions like Kenya, East Africa where socioeconomic challenges are prevalent. This
study explores how vital is Community Recognition in achieving Sustainable Tourism
Development. Drawing on scholar literatures, case studies, and expert opinions, it analyses how
sustainable tourism development can be achieved through community participation and
recognition. By promoting inclusivity, participatory decision-making, and respect for diverse
cultural communities, East African countries like Kenya can embark on allowing communities to
be part of decision-making towards sustainable tourism development. This paper provides insights
and recommendations for policymakers, community leaders, and stakeholders to enhance
sustainable tourism development through effective community participation and recognition. From
the findings East Africa encompasses a diverse array of nations, cultures, and ecosystems. While
the region holds immense potential for tourists’ attractions and economic growth and development,
it also has its own pitfalls such as low level of income amongst the locals, lack of awareness, high
prices of tourism products, lack of promotion, environmental degradation, and social inequality.
Achieving sustainable tourism development in East Africa requires innovative approaches that
integrate effective sustainable development and cultural democracy into policies and decision-
making processes.

Purpose: Community recognition plays a vital role in improving sustainable tourism, it ensures
that local residents feel valued, involved, and benefit from tourism activities, however, the main
purpose of the study is to investigate how vital is community recognition in Improving Sustainable
Tourism Development especially in the case of Kenya East Africa.

Study contribution and Originality/value: This research contributes to the field of sustainable
tourism development by addressing the unique role of community recognition and participation in
fostering responsible tourism practices, particularly in Kenya and the East African region. Studies
have elaborated how community attitudes and involvement assist the growth of sustainable tourism
in rural areas, public participation in government policy formulation, decision making as well as
the implementation of government programs. How ever very few studies have talked about
community recognition (CR) and participation in improving sustainable tourism development
(STD)in East Africa, Kenya. This research will be one of its kind that will elaborate on community
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recognition (CR) and participation in improving Sustainable Tourism Development (STD) in East
African, Kenya.

Study design/methodology/approach: This research is based on qualitative approach, semi-
structured and in-depth questions were prepared to address the main topic. Local communities &
indigenous groups such as Community-Based Tourism Enterprises (CBTEs), Maasai, Samburu,
and other indigenous communities were involved in the study.

Results: The results or the findings of the study indicates that if the local communities are
recognized and involved in the process of decision making, it will impact STD positively which
will lead to sustainable tourism development.

Keywords: Kenya, sustainable development, recognition, communities, participation.
Introduction

Community recognition and participation is very essential in achieving sustainable tourism
development, communities generally are more supportive when they are actively engaged in
decision making and they perceive positive impacts (Egresi & Kara, 2018). Communities and local
groups are more supportive when they are actively involved and perceive positive impacts (Jaafar
et al., 2017; Rasoolimanesh et al., 2017). However, negative consequences such as conflicts,
resistance, and feelings of dependency can arise when communities feel excluded or perceive
adverse tourism effects (Canavan, 2017). Recognizing tourism as a continuous process, ongoing
monitoring of impacts and stakeholder engagement is essential for effective and equitable
development (Sharpley, 2014).

Sustainable tourism development has developed as a global imperative, necessitating effective
community development and recognition to address the interconnected challenges with tourism
stakeholders, social equality, and cultural homogenization need to be implemented through
recognition and participation of community groups. Community groups play a critical role in
driving sustainable tourism development initiatives worldwide (Northouse, 2018). Through the
implementation of policies and strategies that prioritize community involvement, social equity,
and economic prosperity, communities can inspire transformative change at various levels of
society (United Nations, 2015). Moreover, recognition, participation and democracy, which
emphasizes inclusive decision-making and the preservation of cultural diversity, is essential for
fostering sustainable development (Rwigema, 2024). By engaging communities in decision-
making processes and promoting intercultural dialogue, decision makers and policy makers can
ensure that development initiatives are culturally sensitive and responsive to local needs
(UNESCO, 2021).
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Literature Review
The Concept of Sustainable Tourism Development (STD)

The concept of sustainable Tourism development, as elucidated by the Brundtland Commission in
1987, emphasizes on meeting the needs of the present without compromising the ability of future
generations to meet their own needs (Brundtland, 2017). At its core, sustainable tourism
development requires community participation and recognition to balancing economic growth
with social equity. Transitioning to a regional perspective, sustainable Tourism development in
Africa is characterized by unique challenges and opportunities. African in general and Kenyan
leaders in particular have increasingly embraced sustainable development agendas, recognizing
the importance of community participation, jobs availability leading to poverty alleviation, and
social inclusion (UNECA, 2020). Initiatives like the African Union's Agenda 2063 and the African
Continental Free Trade Area (AfCFTA) exemplify regional efforts to promote economic growth
while ensuring sustainability and social equity (African Union, 2015; African Union, 2018).
Effective participation by tourism stakeholders in Africa acknowledges the continent's diverse
cultural and ecological contexts, striving to harness local knowledge and resources to drive
sustainable tourism development.

The existing literature on tourism in Kenya principally focuses on broader national- or regional-
level effects, with less attention given to the local, community-level effects of CR and STD,
especially in rural settings. While studies have understood and acknowledged the general vital
importance of tourism for socioeconomic development, there is a gap in understanding how
community participation and recognition will materialize in rural communities, where sustainable
tourism is often positioned as an alternative livelihood. For instance, previous research has
highlighted the importance of tourism in creating employment, generating income, and fostering
cultural preservation, but the specific dynamics in rural settings remain underexplored
Rasoolimanesh et al (2017), Sharpley, (2020. This paper aims to address this gap by examining
community recognition and participation in achieving STD in rural communities regarding the
socioeconomic impact of sustainable tourism and exploring how these perceptions impact
community involvement and backing for the growth of sustainable tourism.

Community Recognition (CR) and Sustainable Tourism development (STD)

Effective CR plays a central role in driving sustainable development initiatives. Government or
state Leaders have the power to inspire change, mobilize resources, and enact policies that promote
and social welfare. Transformational leadership, characterized by vision, integrity, and empathy,
can galvanize communities towards sustainable development goals (Avolio & Bass, 2014). In East
Africa, visionary leaders are essential for implementing strategies that balance economic
sustainable development with social justice. state leadership forms the cornerstone of sustainable

development initiatives in East Africa. As noted by (Chepkosgei, et al, 2018), leaders possess the
ability to articulate a compelling vision for the future and mobilize resources towards its
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realization. Moreover, community is instrumental in crafting and implementing policies that
promote sustainability across various sectors, including agriculture, energy, and infrastructure
(Awotona, 2019). Such leadership fosters accountability and transparency in governance, ensuring
that resources are allocated judiciously and utilized for the collective welfare of the populace
(UNEP, 2020). Community support and engagement in achieving STD are very vital for achieving
sustainable development goals, Jaafar, & Rasoolimanesh, (2015). Community support refers to the
behavioral intentions of residents towards supporting tourism development in their locality,
influencing cost-level visitors’ willingness and satisfaction Fan, et al (2020). Local communities
play an important part in reviving, protecting, and sustaining tourist heritage sites, contributing to
their socioeconomic gains, quality of life, and effective collaboration Olya, et al (2018).
Community participation is essential for successful tourism planning, hence there is a need for
them to be recognized and participate in decision making process, Ozel, et al (2017) . The theory
of community recognition and participation suggests that when a community perceives positive
benefits from sustainable tourism development, it will participate in interactions and exchanges
with tourists, supporting the development Khalid, S. et al. (2019).

Community Participation in Decision making process.
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Empowering-maasai-communities-in-kenya-through-sustainable-tourism-initiatives

Methodology

This research was carried out in Nairobi, Kenya, the research targeted tourism stakeholders, local
groups, local communities & indigenous groups such as Community-Based Tourism Enterprises
(CBTESs), Maasai, Samburu, and other indigenous communities were involved in the study. This
population was selected due to the proximity of the participants, which they are directly exposed
to tourism activities and potential future developments in sustainable tourism. 10 were local
groups, 10 were Community-Based Tourism Enterprises making a total of 20 respondents. 8§ men
and 12 women, ages 18 to 34, with a variety of experiences made up this group.

Results

According to the results, the majority of individuals in the community view STD as a means to
improve their livelihood, they want to feel a sense of belonging by being recognized and being
involved in the decision-making process, which will enhance tourism positively.

"Tourism has brought opportunities for our community, and there is a sense of pride in showcasing
our beautiful culture and wildlife through sustainable tourism development programs.
"Sustainable Tourism development has impacted this area positively; we have improved
infrastructure and job opportunities. On the negative side, our original natural environment is
slowly disappearing"
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"I rarely attend meetings to discuss local tourism. I believe that even if we participate in such
forums and meetings, our opinions and our community's voice are never heard.” "Forums are a
great way to express opinions about local tourism development. We are willing to actively engage
in these discussions and attend meetings only when we feel we are included in the conversation
about tourism in our area."

The results revealed that encouraging insights into residents' attitudes and willingness to engage
in various dimensions of tourism development within their community is very essential in
achieving sustainable tourism.

"I believe we should all have a say in how tourism develops in our area. Count me in for decision
making processes. It is our community and our input matters. I want to actively participate in
shaping the direction of our local tourism."

"Being involved in local tourism decision-making is important to me. I have seen other
communities’ benefit from the active engagement of residents, and I want the same for us. I am
open to being part of the discussions that will shape our tourism future."

According to one of the respondence, the communities and the stakeholders does not have a “say”
when it comes to decision making. It will be better and preferable if stakeholders are involved in
the decision-making process because this will give them some sense of belongings and know that
the government cares about them.

Inclusively, these results propose a positive attitude and a strong willingness among residents to
actively contribute in countless facets of tourism development, and share long valuable insights
into community insights and preferences regarding local tourism initiatives.

Implications.

Community participation and recognition in sustainable tourism have far-reaching social,
economic, and environmental implications. These can either be positive (benefits) or negative.
(challenges), depending on how effectively communities are engaged in tourism development and
involving local communities in tourism creates employment opportunities, fosters communication
and collaborative relationships between the locals and the government. The hoteliers/tourism
stakeholders can enhance the hotels services by constantly improving services, tour guiding,
handicrafts, and transport services in other to attraction tourist into their country. Entrepreneurship
growth can also be encouraged such as local businesses, eco-lodges, cultural performances, and
localcrafts.

Revenue Redistribution & Poverty Reduction: revenue is not fairly distribution, if revenue is fairly
distributed there will be need for investments and tourism earnings, reducing economic inequalities
and improves livelihood.
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Future suggestions and Limitations

The study suggests that to enhance STD, community participation and recognition has to be
fostered. it is important for local communities to actively participate in discussions and decision-
making related to regional tourism projects. This should be handled by the County administration
and tourist partners. Community forums, seminars, and other participatory processes that try to
gather opinions and feedback from locals could help achieve this. The advantages of community
involvement in tourism-related activities should also be promoted, with a focus on how it
influences sustainable tourism development and protects regional culture and history. Public-
Private Partnerships (PPPs) should foster collaboration between the government, businesses, and
local communities.

One of the major limitation encounters was Limited Funding — Many communities lack access to
capital to invest in sustainable tourism. Unequal Benefit Distribution — Tourism revenues often
favor investors and tour operators, with minimal benefits for local residents, there should be equal
distribution fund and resources in other to enhance Sustainable tourism development programs.

Discussion and Conclusion

The research sought to establish the connection between residents' and policy makers and their
participation and recognition in the community. Community involvement in tourism development
activities favorably, as indicated by the data gotten from respondence. However, there is a need for
greater community participation to promote active involvement in discussions and decision-
making processes related to local tourism development. Hence, encouraging higher levels of
community participation may result in improved attitudes and outcomes for local tourism growth
projects. In conclusion, sustainable tourism development in East Africa, as it is in Kenya requires
a multi-dimensional approach that integrates effective recognition and participation into
developing strategies. By embracing tourism stake holders and local communities/groups,
fostering cultural inclusivity, and promoting diversity in the tourism industry, East African nations
can achieve sustainable tourism development by recognizing and involving local communities in
decision making process. It is imperative for policymakers, community leaders, and stakeholders
to collaborate towards building a more resilient and prosperous future for all.
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Abstract

Purpose: This research investigates two cohorts of women informal farm entrepreneurs and
women informal tourism entrepreneurs situated in economically disadvantaged rural destinations
in Iran in terms of their coping strategies to access different types of resources.

Study design/methodology/approach: On-site interviews were conducted by a trained female
interviewer in four villages for an average of 16 days. The qualitative constructivist grounded
theory methodology (CGT) (Charmaz, 2006, 2014) guided the procedures throughout this study.
A network approach combined with Stones’ (2005) Strong Structuration Theory was also applied
based on abductive reasoning (Oliver, 2012) to formulate theoretical interpretations and
assumptions.

Results: The network-based model developed in this study aptly captures the dynamic nature of
entrepreneurs. The model also suggests that venturing efforts and activities tend to evolve from an
informal to formal situation as entrepreneurs transition from necessity-driven to opportunity-
driven entrepreneurship.

Originality/value: While most studies assume that positions of informal entrepreneurs do not
usually change over time, this study emphasizes that women entrepreneurs seek to enhance their
entrepreneurial activities either within the informal economy (through horizontal ties) or on the
path to the formal economy (through vertical ties).

Keywords: Informal women entrepreneurship, Coping strategies, Constructivist grounded theory.
Introduction

Faced with limited access to collateral and financial support from traditional banking institutions,
informal entrepreneurs, particularly women, establish social networks that encompass both formal
and informal relationships with local and non-local individuals, including microfinance social
enterprises (MSEs), friends, relatives, and families (Lindvert et al., 2017). These networks serve
as crucial avenues through which these entrepreneurs can access the resources necessary for the
viability and improvement of their businesses. Such actions are referred to as ‘network resource
acquisition’ (Ribeiro et al., 2021).
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The dynamics of social networks used by subsistence tourism women entrepreneurs in emerging
disadvantaged rural Islamic destinations to acquire resources for businesses development, along
with individual and group-level disparities, have been largely neglected in the extant literature.
Furthermore, while past studies have focused on either the formal or informal economy, to the best
of our knowledge, none have investigated the intersection of formal and informal economies in
emerging rural tourism destinations.

This study, therefore, examines the complexities, interdependencies, and complementary
relationships between MSEs and two local groups of women informal entrepreneurs in four poor
rural areas in the setting of Iran: women informal farm entrepreneurs and women informal tourism
entrepreneurs (hereafter farm group and tourism group). The study’s main research question is:

RQ: Do the two groups of farm and tourism entrepreneurs manage to deal differently with local
social systems to acquire resources for developing their informal businesses? If so, how?

The response to this research question contributes to the literature on whether and how different
groups of women informal entrepreneurs cope with patriarchal social systems remains. The study’s
significance lies in the comparison of two groups of informal entrepreneurs, employing a
combined network approach with Strong Structuration Theory (Stones, 2005) to shed light on how
diverse women in disadvantaged rural destinations manage social constraints to develop their
micro-businesses in particular and resilience capacity in general.

Methodology

On-site interviews were conducted by a trained female interviewer in four villages for an average
of 16 days from April 16 to June 20, 2022. The interview questions were framed around the five
components of strong structuration theory (internal and external structures, active agency, and
outcomes) utilizing measurement scales from Sirmon and Hitt (2003) and Jiang et al. (2018) that
were subsequently modified for relevance. The interviewees were asked about the resources they
received from their network actors, the social ties to acquire these resources, and the impact of
local norms and traditions on their businesses. For example, “How do you see the impact of local
cultural and social traditions on your business growth?”, “Can you elaborate on who you consider
the most influential individuals such as family members, close friends, neighbors or others in
contributing to the growth or decline of your business?” Notably, SST mainly contributes to
understanding how individuals’ internal structures, such as ways of thinking, behaviors, motives,
and desires (i.e., ‘conduct analysis’) are associated with external structures such as a social
environment that contains both enabling and constraining factors (i.e., ‘context analysis’).

The qualitative constructivist grounded theory methodology (CGT) (Charmaz, 2006, 2014) guided
the procedures throughout this study. CGT was in particular chosen to conduct an inductive
analysis of interview transcripts and subsequently, to abductively develop a substantive theoretical
model (Oliver, 2012). Grounded in naturalistic inquiry, CGT is deeply ‘grounded’ in the
participants’ own expressions, viewpoints, and experiences (Charmaz, 2014). Diverging from
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classic grounded theory, which adheres to a more positivistic perspective and stringent guidelines
(Glaser & Strauss, 1967), this interpretive methodology acknowledges the presence of ‘multiple
socially constructed realities’ and contextually grounded knowledge (Charmaz, 2014). Rather than
asserting an objective and universally applicable theory, the primary goal of CGT is to generate
interpretative understandings or narratives of a less-explored social phenomenon (Charmaz, 2014).
In essence, our methodological approach adheres to the core principles of CGT, allowing theory
to emerge organically from the data and contributing to a nuanced understanding of women
informal entrepreneurs.

Two researchers independently analyzed the transcripts of the two groups of interviewees (agents).
In this respect, MAXQDA software and an initial, focused, and theoretical coding procedure were
applied (Charmaz, 2006, 2014). Rather than strictly adhering to a coding technique advocated by
classic grounded theory, a flexible coding approach was embraced to accommodate the dynamic,
interactive, and open-ended nature of qualitative research (Charmaz, 2014). During the initial
coding phase, transcripts were dissected into discrete parts and coded line-by-line to stay grounded
in the experiences of female participants. Subsequently, a focused coding approach was employed
to select the most prominent and recurrent codes, synthesizing more extensive data segments
(Charmaz, 2014). Aggregate features of the two groups were identified and theoretically
categorized during this phase. During theoretical coding, we identified different distinctive and
similar mechanisms employed by members of the two groups to address poverty and progress
along the opportunity-necessity continuum. Importantly, at this stage, and when the categories
emerged inductively, we employed a combined network approach incorporating SST based on
abductive reasoning (Oliver, 2012) to formulate theoretical interpretations and assumptions.

Results
Characteristics of the samples

The farm group tended to be older on average, with an average age of 38.85 compared to the
tourism group’s average of 36.05. Regarding education levels, the tourism group appeared to be
more educated. Of the 34 interviewees in the tourism group (vs. 37 in the other group), 67.65%
(vs. 54.05%), 20.59% (vs. 35.13%), 8.82% (vs. 5.41%), and 2.94% (vs. 5.41%) had a high school
diploma, followed by elementary school’s or below, bachelor’s, and master’s degrees, respectively.
The micro-businesses of informal tourism entrepreneurs encompassed various activities, including
the production and sale of products such as handicrafts, home-cooked foods, organic
fruits/vegetables, and clothing on the street. Additionally, these entrepreneurs engaged in renting
houses, offering independent local tours, and guiding tours for travel agencies. On average, they
reported being involved in their micro-businesses for 4.3 years, with durations ranging from one
month to 10 years. In contrast, farmers in the study had an average agricultural experience of 7.5
years, with individual experiences ranging from one to 15 years.
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The interviews revealed that many members of both groups engaged in resource exchange and
reciprocity processes within horizontal network structures. These practices enhanced the
effectiveness of their micro-business initiatives and allowed for more cost-effective management.
The range of exchanged resources was quite diverse, including plant seeds, knowledge (e.g., for
planting), collaborative efforts in harvesting and transporting crops (labor), and agricultural tools
and machinery (e.g., tractors) for the farm group. Similarly, for the tourism group resources
included cooperation as vendors of products (labor), catering items, handicraft materials, food
ingredients, and knowledge (e.g., for producing different handicrafts).

Theoretical model

The categories emerging from the CGT analysis for the farm group include: (1) preserving external
structures, (2) allegiant internal structures, (3) horizontal social ties, (4) vertical social ties, and (5)
entrepreneurial orientation. Correspondingly, the categories for the tourism group comprise: (1)
challenging external structures, (2) critical internal structures, (3) horizontal social ties, (4) vertical
social ties, and (5) entrepreneurial orientation. While three of the categories are similar between
the groups, with different qualities, the farm group primarily aims to preserve prevailing contextual
social norms and rules, whereas the tourism group actively challenges these norms and rules.
Moreover, individuals within the farm group predominantly exhibit allegiant internal structures,
indicating a general inclination toward adherence and conformity. Conversely, members of the
tourism group generally possess critical internal structures regarding their social context.

The theoretical model, illustrated in Figure 1, encapsulates the interplay between the two groups’
active agents, internal and external structures, within a rural context. The upper part of the model
depicts the different propensities of agents to preserve or challenge external structures, while the
lower part represents the continuum between necessity-driven and opportunity-driven
entrepreneurship. Although both groups are largely considered necessity-driven entrepreneurs,
more members of the tourism group exhibit characteristics that make them inclined toward
opportunity-driven entrepreneurship.

The model suggests that the farm group relies more on a small group of family members, relatives,
and neighbors (strong horizontal ties) for business advice or resources, as indicated by the left side
of the continuum. In contrast, the tourism group tends to have both horizontal (intimate friends,
local friends of friends) and vertical networks (e.g., MSEs, and external friends of friends), being
less dependent on family links to identify entrepreneurial opportunities and acquire resources,
shown by the right side of the continuum.

Vertical ties allow entrepreneurs to establish connections with influential individuals, such as
investment enterprises and MSEs, operating in both the formal and informal sectors, leading to
more accessible resources like business information and advice. The on-site observations and
interviews consistently revealed that, even though MSEs offer resource acquisition opportunities
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for both groups, tourism entrepreneurs demonstrate a greater effort and interest in availing them.
Such services also facilitate their gradual employment of friends and relatives as labor.

According to the interview results, individualistic factors such as ambition, autonomy, diligence,
perseverance, cooperation, competition, and reciprocity contribute to the two groups’ effective
navigation of contextual barriers, collectively encapsulated in the concept of entrepreneurial
orientation (EO) (i.e., the fifth category). EO is defined as “the methods, dispositions, practices,
and decision-making styles managers use to act entrepreneurially” (Lumpkin & Dess, 1996, p.
136).

Women informal entrepreneurs with high EO engage in new ideas, processes, and experiments,
including learning behaviors and network resource acquisition through maximizing the positive
effects of social capital (i.e., innovativeness). They exhibit bold behaviors, such as disregarding
some local social norms, tolerating uncertainty in collaboration, and borrowing money from
emerging networks (e.g., MSEs) with a high risk of failure due to the probability of inadequate
demand for their products (risk-taking). Furthermore, they proactively initiate networking
initiatives and seek out rare micro-entrepreneurial opportunities and resources by employing ‘step-
ahead’ tactics within their community (i.e., proactiveness). These features collectively drive a
greater inclination toward vertical and weak social ties to fulfill entrepreneurial ambitions. Thus,
the value of EO for generating significant outcomes (e.g., acquiring resources) likely varies among
segments of women, depending on the nature of their internal structures (general-dispositional
traits and conjuncturally-specific knowledge) and their interplays with external structures.

Conclusion
Theoretical contributions

The developed model in this study indicates entrepreneurial dualism among women informal
bricolage entrepreneurs when facing sociocultural and financial constraints. Women entrepreneurs
in impoverished rural areas may venture into establishing micro-scale businesses; however, they
do not uniformly adhere to local male and female stereotypes while developing their enterprises.
While previous studies have highlighted entrepreneurial dualism between the formal and informal
sectors (Shehryar Shahid et al., 2020) and between men and women (Chapelle, 2012), to the
authors’ knowledge, this is the first study reporting dualism concerning social capital and the extent
of conformity to local social norms and values in the context of subsistence women entrepreneurs.
This corresponds to the research question that the two groups of farm and tourism entrepreneurs
manage to deal differently with local social systems to obtain resources for the development of
their informal businesses.

The application of SST provided a robust perspective to fill the above research gap (i.e.,
heterogeneity and dualism across groups in terms of social capital) and to interpret the findings.
High levels of conformity to social and religious norms were found to lead to more positive
psychological effects of strong horizontal social ties among farm entrepreneurs than among
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tourism entrepreneurs. On the other hand, lower conformity among tourism entrepreneurs leads to
a preference for a combination of weak horizontal and vertical social ties while avoiding the
negative effects of strong horizontal ties.

It is noteworthy that members of the farm group, in general, do not view entrepreneurship as a
means of emancipation, as they do not perceive local traditions and norms as patriarchal.
Conversely, lower levels of conformity predominantly lead members of the tourism group to prefer
a thoughtful combination of weak horizontal and vertical social ties while actively avoiding the
negative effects associated with strong horizontal social ties. These findings underscore the idea
that various dimensions of social capital and the emancipatory role of entrepreneurship may be
perceived with contingent values by different groups within the same context.

This study’s model extends the framework of opportunity-necessity entrepreneurship continuum.
Unlike previous studies focusing on extreme ends of the continuum (Fuentelsaz et al., 2015), this
work explores communities with challenging conditions yet with characteristics of voluntary
recognition of opportunity and motivation for independence and emancipation in tourism.

Managerial contributions

The complementary effects of vertical and horizontal business networks serve as sources of
resilience for tourism entrepreneurs. Unlike informal farm entrepreneurs, informal tourism
entrepreneurs are less bound by local social norms, allowing them to expand their business
interactions beyond traditional limitations. Nonetheless, this characteristic puts their social image
and security at risk, challenging significant others’ thoughts, beliefs, and values. This highlights
the need for policymakers and social enterprises, such as MSEs, to address patriarchal beliefs and
obligations through long-term educational programs, mitigating the potential negative impact of
social capital for informal women tourism entrepreneurs.

Moreover, the study reveals that different general dispositional traits and conjuncturally-specific
knowledge (i.e., internal structures), along with their interactions with local norms and resources
(i.e., external resources), lead to different strategies in network resource acquisition among
informal entrepreneurs. For example, informal tourism entrepreneurs, more than the farm group,
recognize weak horizontal and vertical ties as means of emancipation from gender restrictions.
This influences their progression along the opportunity-necessity continuum. The results
emphasize the need for tailored strategies and policies to empower various groups of subsistence
women entrepreneurs, considering their unique characteristics even within small rural regions.

Limitations and future research

Firstly, the model was developed based on a male-dominated, poor rural region in a developing
Islamic country. While the context-specific nature of the model offers insights into gendered
traditions and norms, caution is advised in generalizing findings on social capital to different
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societies, as diverse communities may require varied combinations of social capital for social and
economic development.

Secondly, the assessment of the impact of MSEs in poverty alleviation was qualitative in nature.
Future research is encouraged to adopt a quantitative approach to examine the relationship between
MSE performance in poverty alleviation and individual or society-level disparities in social capital
dimensions, considering objective financial and social determinants.

Finally, due to inaccessibility to locals and privacy concerns in a traditional rural context, the study
was limited in approaching interviewees in multiple phases over an extended period. Future
research could consider longitudinal studies as a technique to explore the trajectories of individual
interviewees or different respondent groups along the opportunity-necessity entrepreneurship
continuum.
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Abstract

Purpose: Our proposed research aims to investigate the entrepreneurial resilience of women in
different sectors of the tourism industry specifically small businesses.

Study design/methodology/approach: The overall framework of this proposed research is based
on an exploratory and cross-sectional design following a mixed qualitative and quantitative
approach.

Originality/value: There is a significant research gap in the literature on how women-led small
businesses actively contribute to building resilience. This research will offer an interdisciplinary
view of entrepreneurship, gender, and resilience, fulfilling the gap by analyzing how female
entrepreneurs integrate sustainable business practices, adapt to ecological challenges, and foster
resilience in their communities. Furthermore, our study can encourage a shift in focus from
entrepreneurial ecosystems toward more inclusive business models, where women are recognized
as key agents of social change.

Keywords: Women's Entrepreneurship, Resilience, Sustainable Business
Introduction

Entrepreneurship has been a key factor for economic growth and expansion. It is a human activity
focused on recognizing, altering, and benefiting from issues whose determination create economic
and social value (Dean, 2007). Sustainable entrepreneurship refers to business strategies that align
financial success with positive impacts on society and the environment (Dean, 2007). It is crucial
for national economies since it allows for the adoption of a range of eco-friendly practices within
businesses, thus creating favorable conditions for sustainable economic growth.

Shifting societal expectations, climate change, and the transition towards ecological sustainability
are prompting businesses to adjust their operations to integrate social and environmental
considerations (Hechavarria, 2016). Nonetheless, some businesses are fundamentally sustainable
and flourish in the existing economy, guided by sustainable entrepreneurs who recognize
opportunities amid social and environmental challenges.

The number of female entrepreneurs has steadily grown all over the world in all societies, although
women’s participation in entrepreneurship is lower than men and it is commonly believed that men
have greater entrepreneurial intentions than women (Poggesi, Mari, & De Vita, 2016). Intensifying
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recognition of how society shapes gender roles, which negatively impacts women's entrepreneurial
efforts, has encouraged scholars to adopt a gendered review to confront deeply rooted and
oversimplified narrow-mindedness regarding women and their businesses (Shinnar, Giacomin, &
Janssen, 2012). Cultural values can influence the formation of societal gender roles and stereotypes
regarding which occupations are deemed suitable for men or women. These gender role stereotypes
contribute to the classification of jobs as either primarily feminine or masculine.

Psychological resilience is another key factor in entrepreneurship, and it varies between males and
female entrepreneurs. Psychological resilience refers to a person's capacity to stay strong during
adverse circumstances and to withstand those challenging situations (Rezaei-Moghaddam,
Badzaban, & Fatemi, 2023).

This paper's conceptual framework integrates key theories of entrepreneurship, resilience, and
gender dynamics to examine how female entrepreneurs develop sustainable businesses in response
to socio-environmental challenges.

The relationships between these variables can be defined as follows:

e Women's entrepreneurship is influenced by both psychological and environmental
resilience.

e Psychological resilience enables female entrepreneurs to overcome gender-based
challenges and economic constraints.

e Sustainable business practices contribute to the economic performance of women-led
enterprises.

e Economic performance further reinforces entrepreneurial resilience, creating a cyclical
effect.

Based on the conceptual framework, the following hypotheses are proposed:

H1: Psychological resilience positively influences the entrepreneurial success of women in the
tourism sector.

H2: Sustainable business practices mediate the relationship between environmental resilience and
economic performance.

H3: The economic performance of women entrepreneurs reinforces their resilience and long-term
sustainability in the industry.

By testing these hypotheses, this research aims to provide empirical insights into the role of
resilience in fostering sustainable entrepreneurship among women in Iran’s tourism industry and
also to improve and confirm previous frameworks.

RQ: What role does environmental resilience play in shaping sustainable entrepreneurship among
women in [ran?
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Methodology

In this research we will use a mixed-methods approach that combines qualitative and quantitative
methods. Since our research aims to explore the relationship between women’s entrepreneurship,
resilience, and sustainability, an exploratory cross-sectional approach will provide insights at a
single point in time. Mixed-Methods Approach will allow us to collect both qualitative and
quantitative data, giving a comprehensive understanding of entrepreneurial resilience. A purposive
sampling strategy will be employed to ensure the inclusion of women entrepreneurs with
experience in sustainable business practices.

Successful women entrepreneurs will be selected in the tourism sector and analyze their strategies,
business models, and resilience-building approaches. Data will be collected through observations,
interviews, and secondary sources. Semi-Structured Interviews will be conducted in-depth
interviews with women entrepreneurs in the tourism sector to understand their experiences,
challenges, and resilience strategies (At least 15 — 30 female entrepreneurs). We will also use
thematic analysis to identify key themes related to resilience, gender roles, and sustainability.
Statistical methods, including regression analysis and correlation tests, will be applied to analyze
the relationships between entrepreneurship and environmental resilience.

Conclusion

This study will attempt to enhance the current discourse around women’s entrepreneurship by
providing a comprehensive insight into the distinct challenges and opportunities facing women
entrepreneurs in Iran. It will examine the social, cultural, and economic barriers that women face,
along with potential avenues for growth and success in the entrepreneurial sector. By identifying
these elements, the research provides significant recommendations for policymakers and NGOs,
facilitating the development and implementation of targeted strategies aimed at supporting and
empowering women entrepreneurs.

The results of this study can play an important role in informing policies that specifically address
the needs of women in business, thereby ensuring their meaningful participation in the economy.
Such policies may include promoting gender-sensitive frameworks, improving access to finance,
and providing applicable skill development initiatives to equip women with the necessary tools to
succeed in various industries. By focusing on these fundamental areas, a more comprehensive
environment can be promoted that not only encourages women’s entrepreneurship, but also
contributes to greater economic growth and sustainability. Eventually, the research seeks to provide
practical solutions that enhance the long-term success and resilience of women entrepreneurs both
within Iran and other parts of the world.
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Abstract

Purpose: The aim of the paper is to investigate the extent to which greater democratization in
decision-making impacts the quality of governance in protected area tourism. The study is based
on a case study of the Batanes Protected Landscapes and Seascapes in the Philippines.

Study design/methodology/approach: The study reviewed quantitative and qualitative data from
a longitudinal research program focused on monitoring the sustainability of tourism in the islands.
Part of the research is the investigation of Protected Area Management Board (PAMB) resolutions
issued from 2014 to 2023. The period covers the time before and after the management board was
expanded in 2018. Interviews were also conducted with key members of the management board,
as well as government leaders and industry players. The data collected were subjected to
quantitative and qualitative data analysis using SPSS and NVIVO, respectively.

Results: Findings reveal that the expansion in the membership of the PAMB is viewed positively
as it has allowed greater representation and has provided some check and balance. On the other
hand, it has been observed that the membership of more politicians in the board has led to the
increased weight for politics, rather than rational-technical bases, in the decisions. Coupled with
external developments such as tourism growth, this has resulted in the PA producing more
resolutions that enhance socio-economic activities (such as tourism) rather than prioritize
biophysical protection and improve governance, a situation that is changing how PA and tourism
sustainability issues are discussed in the province.

Originality/value: The paper contributes to the wider discussion on the value of participatory
governance in decision-making and shows that it may lead to mixed results particularly if some
actors, such as state actors, dominate the process.

Keywords protected area tourism, Batanes, Philippines, participatory governance
Introduction

Participatory governance is seen as an important factor in improving quality in tourism governance
context. The participation of various stakeholders is argued to foster commitment, synergies and
collaboration among key actors and communities towards tourism development (Bua & Bussu,
2021; Bichler, 2021). Even in contexts outside of tourism, for example, protected areas,
stakeholder participation is seen as paramount (Slocum, Wiltshier & Read, 2022). The significance
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of this factor is acknowledged by broader policy process theories such as advocacy coalitions
framework and policy network approaches, where sub-system communities and stakeholders are
central elements (Weible, Fischer & Ingold, 2024).

However, as some scholars argue, a discursive space given to other stakeholders including
community actors result in “wicked problems” even when the space is meant to provide and clarify
directions (Bramwell & Lane, 2011). This is the situation presented by this paper. As the paper
shows, increased participation does not automatically lead to better outcomes for the community.
Rather, intractable issues may ensue and problems can continue to fester, thus affecting ultimately
tourism outcomes.

The context of the paper is the Batanes Landscapes and Seascapes (BPLS) in the Philippines, the
only province that is wholly declared as a protected area (PA) unlike any other province in the
country where only parts are proclaimed. In addition, the province is an ancestral domain area,
thus creating a perfect brew for policy interaction between indigenous peoples and environmental
conservation advocates.

Serving as the highest policy-making body in the islands is the Protected Area Management Board
(PAMB). In 2018, governance of PAs and PAMBs in the country was expanded with the inclusion
of more representatives in the board. Thus, appointed ex-officio members were the regional
director of the Department of Environment and Natural Resources, governor of the province, a
senator, the district representative, mayor(s) of local government units encompassed by the PA,
barangay (village) chairpersons, joined by regional directors of other line agencies such as
agriculture, economic development, science and technology, police, and national defense. Other
PAMB members include NGO/PO representative; at least 1 but not more than 3 indigenous
people’s representative, 1 from the academe, and 1 from the private sector.

It is obvious that where the PA is composed of several political units such as municipalities and
barangays, politicians will form a significant group, much more than other interest groups or
stakeholders. Such is the case for BPLS where the current composition of the PAMB is dominated
by politicians. What has been the impact of the increased representation?

Methods

Analysis of data from a much wider research program to monitor the sustainability of tourism in
the islands provides some insights into this question. This research program started in 2019 and is
focused on monitoring sustainability issues such as governance, economic benefits, solid waste,
wastewater and other issues totaling 11 following the framework of the UNWTO International
Network of Sustainable Tourism Observatories, where the province became an affiliate in 2023.
Part of the research is the investigation of PAMB resolutions issued from 2014 to 2023. The period
covers the time before and after the management board was expanded in 2018. Interviews were
also conducted with key members of the management board, as well as government leaders and
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industry players. The data collected were subjected to quantitative and qualitative data analysis
using SPSS and NVIVO, respectively.

Results

Findings reveal that the expansion in the membership of the PAMB is viewed positively as it has
allowed greater representation and has provided some check and balance. For example, the
presence of IP representatives in the management board is looked upon as a step in the right
direction, so that PAMB priorities can be aligned to the rights and aspirations of the indigenous
community. Tourism's permanent representative to the board, originally not part of the board, has
only recently been added, ensuring that the interest of the sector is served.

On the other hand, it has been observed that the membership of more politicians in the board has
led to the increased weight of politics, rather than rational-technical bases, in the decisions.
Interviewees assert that the political ambition of some members contrast with the overall
conservation agenda of the board. Consequently, the board has found itself identifying mitigating
strategies instead of evaluating projects for clearance, particularly those coming from local
government officials representing the interests of their constituents. Mostly, these projects pertain
to addressing socio-economic goals of PAs. Coupled with external developments such as tourism
growth, this has resulted in the PA producing more resolutions that enhance socio-economic
conditions (such as tourism) rather than prioritize biophysical protection and improve governance,
a situation that is changing how PA and tourism sustainability issues are discussed in the province,
with some calling for more relaxation of strict PA rules, to allow, for example, greater quarrying
of indigenous materials — a particularly intractable issue between cultural heritage protection and
environmental conservation groups.

Conclusion

This paper was concerned with investigating the extent to which greater democratization in
decision-making impacts the quality of governance in protected area tourism. It was observed that
increased participation in decision making leads to a broadening of discussions particularly for
issues represented by sectoral representatives. Nonetheless, the process may be dominated by state
actors, particularly if the institutional arrangement was so designed to enhance their participation.
The result is that political players (particularly those purported to represent the people) and their
values tend to reign it over other actors. One outcome of this process, as shown in the case study,
is that the discourse as far as PA and sustainability could change. Where PAs in the past were
mainly set up to conserve resources, the economic imperative as driven by political-economic
actors who dominate representation in decision-making, is strongly taking root. Will the trend
continue, so that PAs allow more economic activities particularly as tourism recovers from the
pandemic? Or will increased participation from civil society shepherd the PA back to its original
roots? These are important questions and how tourism development is ultimately affected by
participatory processes is definitely an agenda for future research. From a practical point of view,
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efforts must be exerted by civil society to counterbalance the hegemony of state actors, perhaps by
banding together into a network, and pushing more for their interests to be included in the agenda
of the board. In this way, governance outcomes are not skewed against them; rather, be much more
equitable and inclusive.
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Abstract

Purpose: To analyze, from a hospitality perspective, the strategies used by the coordination of
street carnival blocs to acquire financial sponsorship from the stakeholders interested in the
realization of the carnival event.

Study design/methodology/approach: A qualitative and exploratory study, supported by
asymmetric observation techniques and a semi-structured interview script applied to street carnival
bloc coordinators in the city of Belo Horizonte-MG/Brazil. The data treatment was carried out
using the software MAXQDA and content analysis.

Results: When comparing the theory related to vertical and horizontal identity with the rituals of
hospitality, the interviewees from the four blocs provided information demonstrating the
transposition of identities and their legitimation, as well as the exercise of hospitality among
stakeholders.

Originality/value: Sponsorships were obtained through hospitable relations - informal donations
- and, currently, contracts and public notices defined by the state and municipal governments and
private companies have joined the context, establishing norms and rules so that the street carnival
bloc, in its informality, has access to financial benefits.

Keywords Carnaval; Street Carnival Blocs; Hospitality in Bussiness; Strategic Stakeholder
Management.

Introduction

In 2024, the carnival in Belo Horizonte-MG/Brazil received investments amounting to 8.5 million
from the state government of Minas Gerais and the municipality's city hall, ensuring proper
infrastructure for the street block parades. Additionally, direct sponsorships and resources from the
State Culture Incentive Law were provided. The goal was to attract tourists, relying on the
hospitality of the local population and its gastronomy, reinforcing the state as one of the main
carnival destinations in Brazil. Currently, the carnival in Belo Horizonte-MG/Brazil is considered
the third-best in Brazil, bringing together approximately 4 million people during the four official
days of celebration, besides its 2 million residents. This achievement has been reached in just 12
years (Agéncia Minas, 2024).

The organizers of the street carnival blocks could not have imagined the proportions the carnival
of Belo Horizonte would achieve, becoming an event that moves millions of reais, promotes
temporary jobs in hospitality, restaurants, public transportation — urban, road, and air —, artists in
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all expressions, merchants, and service providers from various sectors. This occurs in the initial
phase of the event, as many activities are carried out throughout the year to prepare the blocks for
parading on the city's streets.

Several aspects could be discussed as the management of a street carnival block involves topics
that deserve deeper exploration in other disciplines. However, this article focuses on the strategies
employed by coordinators to obtain financial support to enable the parades during the event's four
days and the incorporation of hospitality into business relationships aimed at ensuring safety, the
physical environment, transportation, accessibility, personal behavior, and many other criteria. In
organizations, hospitality has been recognized as spaces for creating meaning, facilitating
commercial relations based on ethics, and addressing important aspects beyond welcoming guests
(Schinzel, Brocx & Sadaraka, 2014; Cockburn-Wootten & Brewis, 2014).

From this perspective, the following question was raised: What strategies, from the hospitality
perspective, are used by the coordinators of street carnival blocks to secure financial sponsorship
for the carnival parades in Belo Horizonte-MG/Brazil? Based on this guiding question, the goal is
to analyze, from the hospitality perspective, the strategies employed by the coordinations of street
carnival blocks to obtain financial sponsorship from stakeholders interested in making the carnival
event happen. In this article, the term stakeholders is defined by Freeman, Harrison, and Wicks
(2007).

To address the issue and achieve the article's objective, it relied on the theory of hospitality with
an emphasis on business, aligning with discussions on: open governance system proposals
advocated by Filatochev, Aguilera, and Wright (2020) considering innovation in organizational
management; the pursuit of organizational identity from the social actor's perspective, aiming at
legitimizing the organization in vertical and horizontal relations established with its audience and
collaborators (King, Felin & Whetten, 2010); and stakeholder management strategies theorized by
Freeman (2023) to define the Stakeholder Management Capacity of these organizations.

Hospitality in business and governance

In commercial relationships, hospitality is managed with a focus on safety, physical environment,
transportation, accessibility, personal behavior, and many other aspects. In organizations, it is
increasingly being recognized as a space for meaning-making, facilitating commercial
relationships based on ethics and communication, addressing significant issues such as inclusion,
exclusion, and surveillance (Schénzel et al., 2014; Cockburn-Wootten & Brewis, 2014).

In the realm of business hospitality, Boudou (2014) critiques Gideon Baker's work, Hospitality and
World Politics, published in 2013, for perceived distortions in the concept of hospitality: seeing it
as a relationship of symbolic power; using it as a management tool for negotiating entry and exit;
and proposing a law of hospitality with duties and rights. Despite the critique, it is worth
considering the broad scope of hospitality to identify diverse issues, offering deeper reflection on
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current themes. In this context, the relationships established between organizations and
stakeholders merit attention in discussions regarding hospitality in the business domain.

The dialogue between organizations and stakeholders is generally based on contractual
obligations, which still reflects the host and guest positions, implied in the exchange relationship,
even if monetary. This necessitates understanding the concept of another's territory, which must be
respected for the realization of a hospitable and reciprocal encounter (Souza, 2010). The author
highlights efforts to make the relationship and commercial environment more hospitable but
stresses the need for behavioral changes in individuals, whether hosts or guests. Such behavioral
changes, rooted in human attributes, enable attitudes like otherness, mutual knowledge
encouragement, and, why not, the creation of bonds that go beyond a commercial encounter.

In this context, the concept of open governance systems is introduced, driven by the emergence of
new business models, particularly those focused on well-being, culture, and socio-environmental
responsibility grounded in ethics, while not disregarding value delivery to investors. Fonseca and
Carnicelli (2021), Filatotchev et al. (2020), and Klein, Mahoney, Mcgahan, and Pitelis (2019)
highlight the utility of open governance systems in times of innovation and technology, given their
speed in adapting to organizational and social changes and providing strategic responses to
stakeholder pressures and demands. Issues of efficiency and effectiveness are analyzed from a
broader perspective, moving beyond narrow management definitions and creating space for
learning.

Rules and contracts are part of business engagements, even when supported by hospitality
relationships. Businesses involving domains considered public-use can influence governance or
corporate strategy. Klein et al. (2019, p.12) explain that “public-use resources are subsets of public
goods,” which can lead to rivalry between what is public and private during consumption.
However, one does not exclude the other, with conflicts resolved by creating valuable assets that
become public domain, benefiting all stakeholders and the community. The authors emphasize that
using common resources requires organizations to understand their organizational structure,
culture, reputation, and capacity to attract stakeholders and, subsequently, develop their
governance framework.

In this regard, the importance of new business models and open governance systems must be
considered, as they align with recent discussions on regenerative hospitality by promoting
innovations and transformations through management practices and commercial and personal
relationships that contribute to the social and environmental system as a whole (Inversini et al.,
2024; Araneda, 2017). However, despite the current literature on regenerative hospitality still
focusing on hotel or tourism establishments, in this study’s context, its focus is on business
relationships with a perspective of genuine and hospitable encounters between people, aiming for
partnerships with positive outcomes through knowledge exchange for all actors involved.
Moreover, regenerative hospitality contributes to strengthening local identities and organizations,
being understood as a tool for social transformation (Araneda, 2025).
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Hospitality, Organizations and Stakeholders

For a long time, organizations were understood as social actors, both in the scope of individuals
and legal entities, based on the theoretical analysis of human behavior. However, organizations are
composed of individuals who share the same values that guide a given environment. From the
perspective of social actors, Haslam, Cornelissen, and Werner (2017) consider that the goal focuses
on creating an organizational identity for external legitimacy, built through relationships
established with its audience and collaborators, whether through contracts or encounters facilitated
by its social network. Understood in this way, the explanation about the vertical identification of
actors in the social context by King et al. (2010) regarding the interaction of individuals,
organizations, and the State makes sense. It is up to the State to regulate these interactions and to
the individuals and organizations to format regulatory actions as much as possible.

In terms of horizontal identification, organizations take on two forms of social entities:
communities and the market, also regulated by the State, but they are not always considered as
actors, despite sharing the same cultural values. The main difference between organizations and
the community and the market lies in their sovereignty, responsibility, and intentionality, which
become a conceptual distinction in relation to the other two. In the early stages of an organization,
it presents similarities in satisfying monetary needs and sharing objectives of the market and
community, and even when established, it can act in a hybrid manner through overlap, particularly
with the market. However, at some point in its process, the organization acquires the ability for
self-governance, a distinct and independent vision, differentiating itself from the market (King et
al., 2010).

Among the various denominations and definitions of social actors, the term "stakeholders" is
adopted here, defined by Freeman, Harrison, and Wicks (2007) as individuals or groups who have
the ability to influence an organization or who may be affected by it. They highlight the existence
of primary stakeholders, investors, employees, suppliers, customers, and the community, due to
their continuous interest and responsibility for the organization's survival, and secondary
stakeholders, government, media, competition, consumer advocacy groups, and interest groups,
who, even though not directly involved with the organization, can influence and interfere in its
daily routine.

For Freeman (2023), having an expanded notion of who the stakeholders are, even those
considered illegitimate, but who, due to differing beliefs and values, can affect the organization's
goals. To this end, the author proposes adopting techniques and procedures for their management,
defined at three levels: level 1: in a rational aspect, to know and understand who the stakeholders
of the organization are and what their objectives in relation to it are; level 2: to know the implicit
or explicit organizational management processes used to manage the organization's relationships
with its stakeholders and whether they fit into the Rational Stakeholder Map; and level 3: to
understand how transactions, negotiations, and relationships between the organization and its
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stakeholders occur and whether they are pertinent to the Stakeholder Map and the organizational
model adopted.

These three levels favor the analysis of the Stakeholder Management Capacity of a given
organization. An organization that understands its map, knows all interested parties, and adopts
continuous procedures considering the participation of all groups that may participate or interfere
in its daily routine maintains the necessary balance to achieve its goals, being considered to have
High Stakeholder Management Capacity. In contrast, organizations that do not know their
stakeholders, do not have management and negotiation procedures, are considered to have Low
Stakeholder Management Capacity (Freeman, 2023).

From the perspective of stakeholder theory, collectivity; individuals, groups, organizations, and
cities, establishes various modes of relationships through institutional interaction that occurs in the
same space designated to promote well-being and safety. It opens the same space for rituals of
hospitality, culture, and ethics, consequently enabling sociability founded on accessibility,
legitimacy, and identity construction. It is in this context that the relationships between host and
guest in the procedures proposed by stakeholder theory are perceived; the organization and all
those who are affected by it or who affect it, where the occupation of each actor's position involved
depends on the situation and the moment of the encounter. However, interactions are based on
principles of hospitality between organizations and stakeholders, enabling sociability through the
participation of all, strengthening, and valuing relationships in community life (Rodrigues &
Wada, 2022).

Method

This is a qualitative and exploratory study that includes a semi-structured interview script applied
to coordinators of street carnival groups. Data processing was carried out using MAXQDA
software for the transcription and coding of the reports. It is emphasized that the coding provided
by this software allowed for the separation of excerpts from the reports according to the categories
of analysis, and thus does not characterize a quantitative study. Subsequently, content analysis was
conducted using inference techniques, based on the teachings of Bardin (1977). To carry out the
analysis in this modality, the researcher relied on the asymmetric observation technique, as during
the carnival festival period, she actively participated as a reveler, following the parades through
the streets of Belo Horizonte. Moraes and Mont’ Alvao (2003) explain that this method typically
occurs at the beginning of research, usually in a casual manner, which should not be understood to
mean that all observations were made in a disorganized way.

It is worth noting that various observation techniques support the analysis of the data obtained
through interviews, as the interviewee is not always clearly aware of their behavior or speech,
depending on their ability and willingness to provide their account (Klein et al., 2019). Observing
the subject in their own environment can reveal contradictions, as well as the influence of their
aspirations, culture, and values. Based on this, the categories were predefined: Street Carnival
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Groups; Hospitality; Stakeholders. The interviews were conducted between April 26 and May 10,
2024. The research subjects were selected based on accessibility. Contact was made via WhatsApp,
where an overview of the subject to be addressed was provided. The interviews were recorded,
approximately 50 minutes of recording for each, and conducted both in person and via
videoconference. The coordinators of the interviewed groups gave permission for the use of their
names as well as the names of the groups they coordinate. The recorded interviews were fully
transcribed and analyzed. Table 1 presents the groups that participated in the research.

Table 1: Blocs participating in the research

. . Number of Number of
Street Bloc Interviewee Function
Members revelers
Asa de Banana  Pedro Coordination 5 90.000
Putz Grilla André Coordination 2 100.000
Belorinho Andre Coordination 2 60.000
Beico do Wando Monks Coordination 5 90.000

Analysis and discussion of results

The analysis and discussion of the data obtained were conducted through the lens of strategic
stakeholder management based on the relevance classification presented in this study. Initially, the
interviewed groups are introduced.

The Asa de Banana group was founded in 2017, mostly by people who were already part of
drumming teams from other groups that were emerging in Belo Horizonte’s Carnival. The
members of the group shared some aspects they wanted to improve, as well as their love for the
two bands being honored: Asa de Aguia and Chiclete com Banana. Thus, 19 people, including the
interviewee, gathered to found the Asa de Banana group in January 2017. They organized the group
in 2017, but the first parade only took place in 2018. Currently, the organization includes five
members (Asa de Banana, 2024). It is noted that until 2024, it performed during the pre-Carnival
Sunday, attracting approximately 90,000 revelers to the streets of the state capital, but did not
participate in parades during the official four days of Carnival. However, starting in 2025, due to
its success, it will parade on Carnival Saturday, with the theme “The Song of the City,” celebrating
the women of Axé Music.

The Beigo do Wando group was founded in 2016 and currently has five members in its
organization. With the structure the group has achieved, it requires attention throughout the year:
"We like to do things well, and we’re always working on it. Seeking partnerships, sponsorships,
raising resources." It establishes a schedule that they enjoy following (Beico do Wando, 2024).
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Since its founding, it has always paraded, except during the Covid-19 pandemic. In 2024, its theme
was “Spread Your Wings,” attracting approximately 90,000 revelers singing plenty of “brega”
music.

The Belorinho group was founded in 2016. Initially, it started with the name “Banda Pelorinho,”
performing retro axé music at private events. Later, it was renamed Belorinho and had its first
parade in 2017. Currently, the group’s overall organization consists of two members, but they rely
on a third person for securing sponsorships from private companies. In 2024, the Belorinho group
attracted approximately 60,000 revelers to the rhythm of axé from the 1980s.

The Putz Grilla group has two unique characteristics: first, it shares the same coordination as the
Belorinho group, and second, it promotes “carnarock,” that is, rock music from the 1980s and
1990s in a Carnival rhythm. It was founded in 2018, and its first parade occurred during the 2019
Carnival. In 2024, its parade carried the theme “We’re Going to Invade Your Beach,” attracting
approximately 100,000 revelers to the streets where it performed. It is worth noting that Putz Grilla
is not just a Carnival group. In fact, it is a rock band very well-known in Belo Horizonte and the
interior of Minas Gerais, with 18.7 thousand followers on Instagram alone and maintaining a loyal
audience at its performances.

Street Blocs

In this category, the analysis focused on the internal organization of the carnival groups (known as
blocs) with the aim of preparing them to parade during carnival days. Based on the obtained
accounts, it was observed that the internal organization of the blocs is beginning to take steps
toward a business structure. Out of the four groups interviewed, two have not yet organized
themselves in a corporate manner, as noted in the account: "Everything is done as an individual
[...], making the contacts. But it's just me. I always take the lead. Like in Putz Grilla, I always take
the lead on everything" (Belorinho; Putz Grilla), meaning there is no formation of a legal entity or
division of functions.

The interviewee confirms a good partnership with another member in organizing the two blocs,
along with the collaboration of another person who assisted in acquiring sponsorships and their
excellent relationship with several companies, facilitating the acquisition of resources. Based on
this account, it was perceived that hospitality within the business domain helps build spaces that
facilitate commercial relations based on ethics and communication (Schédnzel et al., 2014;
Cockburn-Wootten & Brewis, 2014). Although the group has not yet been formally established as
a company, through open governance systems of organizations sponsoring the festival, they
manage to obtain enough resources to put the blocs on the streets via hospitality rituals (Araneda,
2025; Klein et al., 2019). In terms of corporate governance, these two blocs are at the beginning
stages of new business dimensions, bringing a new product to carnival, rock music, to a public
space and event, transforming it into a public good (Fonseca & Carnicelli, 2021; Filatochev et al.,
2020; Klein et al., 2019).

46



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

With support from Haslam, Cornelissen, and Werner (2017), it can be considered that both the
Belorinho group and the Putz Grilla group, over time, have created an organizational identity based
on the career of their coordinator and leader of the rock band bearing the same name as the group.
They legitimized themselves externally through relationships established with their audience and
collaborators, whether via contracts or facilitated meetings through their social network. Thus,
they may serve as examples for King et al. (2010)'s explanation of identification verticality, where
it is the State's responsibility to regulate these interactions and, for the individual and organizations,
to shape, as much as possible, regulatory actions.

On the other hand, the Asa de Banana group recognized the necessity of legally establishing
themselves as a legal entity to facilitate business relations, whether with the government or private
initiatives: "What we have is ourselves. We create a MEI [Individual Microentrepreneur] to be able
to present it when we need to issue an invoice [...] just to make things easier. And also to participate
in tenders." They explain that some companies require the CNPJ [General Registry of Legal
Entities], but "others can be done through a CPF [Individual Registry], although the tax discounts
are much higher. When you issue an RPA [Self-Employed Payment Receipt], it's much higher
indeed." This account illustrates the public domain's interference in corporate governance and the
group's management strategy. They discovered that by legalizing their organization, they would
have advantages in obtaining financial resources by participating in public notices and
streamlining donation processes, as well as attracting investor interest in contributing to a social
system based on local culture (Inversini et al., 2024; Klein et al., 2019; Araneda, 2017).

The Beico do Wando group revealed that this is their first year with a CNPJ. They formed a
partnership among the organization's five members and state: "It took us a while to understand [...]
this is not a joke [...]. Although the clear intention is fun, bringing joy to people, for us who
organize [...] we have to take this seriously." They claimed that before, everything was done as
individuals, facing numerous difficulties and obstacles: "Companies told us they could only help
with a CNPJ for tax contributions." The legal establishment of their company allowed them to
participate in various government tenders and direct sponsorships, "Things that, as individuals, we
could barely achieve, honestly [...]. With this account, it was observed that these two blocs are
transitioning from vertical to horizontal identification. With the emergence of new business models
and the adoption of open governance systems for organizing parades, it was observed that investors
require formal rituals to release financial resources by demanding contracts, invoices, and the
General Registry of Legal Entities (CNPJ) (Filatéchev et al., 2020). However, open governance
systems are utilized, enabling quicker adaptation to organizational and social changes, and offering
strategic responses for stakeholders (Fonseca & Carnicelli, 2021; Klein et al., 2019).

Hospitality

In this category, the understanding that the interviewees have about hospitality is analyzed. It was
noted that all interviewees know what hospitality entails, as Asa de Banana stated: "in my view, it
has to do with receptivity, with welcoming, with respect, [...] treating others well, reciprocity."
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Beico do Wando declared: "we know that the most important thing for a bloco is to take care not
only of those who organize it but also the drum corps and, especially, those who accompany the
bloco." It was considered, then, that the blocs can assume the roles of host and guest, in accordance
with the principles that govern hospitality, building meanings, spaces for inclusion, and facilitating
commercial relationships (Schénzel et al., 2014; Cockburn-Wootten & Brewis, 2014; Souza,
2010). The bloco Belorinho affirmed that the parade is only possible "by joining forces," as well
as the bloco Putz Grilla, which emphasized: "I go after people with whom I have a great
relationship."

Based on the accounts, it was observed that the breadth of hospitality in business relationships is
based on entrepreneurial behavior and human attributes, creating bonds of friendship in a
commercial meeting (Souza, 2010), bringing to the forefront symbolic elements of domestic and
social hospitality such as care and reciprocity: "it ends up being a second family in these bands
because we spend a lot of time together" (Belorinho; Putz Grilla), and "street carnival is a carnival
for everyone. Class D, C, B. There's no limitation, no barriers" (Bei¢o do Wando). In this sense,
reflections on hospitality in business should be analyzed but never underestimated, as pointed out
by Boudou's critique (2014).

Aspects such as inclusion and exclusion refer to what must be respected for the realization of a
hospitable and reciprocal meeting (Souza, 2010): "there might even be a professional there among
us, but it's a professional who wanted to join and is there among the group [...] this first rehearsal
already includes these registered people; we have an attendance list." Those who register to join
the drum corps contribute financially to cover the cost of rehearsal spaces, sound equipment rental,
and conduction. This account also highlighted the presence of new business models aligned with
regenerative hospitality by promoting innovations and transforming management practices in
relation to stakeholders (Inversini et al., 2024; Araneda, 2017).

Stakeholders

This category analyzes the knowledge that the interviewees have about their organization in
relation to their stakeholders. It was observed that the "Belorinho" and "Putz Grilla" groups are
still in the vertical identity stage, as they have not been established as legalized companies, and
the functions are executed according to the availability of each member's time. However, they are
aware of the people who collaborate with their organization. When situations need to be resolved,
the one with the most availability or ease in solving it steps in: “she was fundamental for the group
to maintain quality over these two years.” Regarding the acquisition of sponsorships requiring
responses to public calls, it was mentioned that they were not successful.

Based on Level 1 proposed by Freeman (2023), it can be considered that these two groups do not
possess sufficient knowledge of public call procedures. However, a strong relationship between
"Belorinho" and "Putz Grilla" groups and private stakeholders was noted, emphasizing that in the
vertical identity, the organization exemplifies monetary satisfaction and shared goals with the
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market and the community (King et al., 2010): “a venue [event space, bar, and restaurant] that is a
partner, our sponsor [...]. So, every Tuesday is rehearsal day for the group, and the participants
contribute financially” (Putz Grilla; Belorinho). In this way, the opening of a physical space
supported by a hospitable gathering, enabling accessibility, legitimacy, and the construction of
identity (Rodrigues & Wada, 2022), was perceived. However, according to Freeman (2023), these
groups still show low stakeholder management capacity, as they lack strategic management and
negotiation procedures.

For Level 2 proposed by Freeman (2023), the "Asa de Banana" group was considered to be on the
path to understanding the implicit and explicit processes for the management of its organization.
They formalized themselves as a MEI (Individual Microentrepreneur) to facilitate procedures for
obtaining funding and infrastructure from the government and private companies: “from the
beginning, there was a division of functions [...] so there were marketing groups, administrative
groups. It was like a company without a registration number, Asa always operated in an
organizational, institutional way” (Asa de Banana). Freeman’s (2023) Level 2 procedures have
always guided the group regarding internal management and its relationships with stakeholders.

Level 3 applied to the "Beigo do Wando" group, which currently understands how negotiations are
conducted, how relationships between the organization and stakeholders occur, and whether they
are beneficial for their growth and popularity (Freeman, 2023). The interviewee states that after
forming the company and obtaining the registration number, relationships changed significantly:
“with the registration number, sponsors came looking for us. Oh! We're opening a call here, are
you participating? It kind of flipped the game” (Beico do Wando). Before formalizing as a
company: “We used to ask... Can we participate in the call? Then, it took a long time. Now they
come to us” (Beigo do Wando).

According to Freeman (2023), an organization that understands its stakeholder map begins to adopt
continuous procedures related to the influences that may or may not affect its daily routine and
balance in pursuing its goals: “Now, we can apply for several calls. We applied for direct
sponsorships. Something that, as individuals, we could barely achieve, actually” (Bei¢o do
Wando). The interviewee adds: “we’ve always managed to stand on our own feet, selling shop
products and forming partnerships in pre-Carnival events.” These accounts indicate that the "Beigo
do Wando" group has already achieved high stakeholder management capacity.

Conclusion

During the interviews, it was observed that, for all the respondents, the revelers who follow the
blocs are the primary stakeholders: without the revelers, the blocs would not exist. On the same
level, there is the public sector; security, health, cleaning, and tourism, among others. As secondary
stakeholders, there are other interested parties such as street vendors selling food and drinks,
pharmacies, and supermarkets, who need to be closely monitored during the festivities. To make
the parade happen, they use friendship ties as a strategy to obtain donations and partnerships, and
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they benefit from formalizing as legal entities to participate in public funding opportunities. For
the street carnival blocs of Belo Horizonte, it is the people who make the celebration happen. The
participation of both the local government and private sector came many years later when they
realized that the carnival, which emerged as a natural movement of the population, could generate
profits for the city, commerce, and tourism. They then began to promote and enhance the quality
of this popular festivity.

The respondents provided information that, upon analysis, revealed the transposition of identities
and their legitimization, as well as the exercise of hospitality among the stakeholders. It is
noteworthy that, although some still exhibit a low capacity for strategic stakeholder management,
there is a strong trend toward achieving high stakeholder management capacity. Nonetheless,
regardless of the level of stakeholder management, they rely on the foundations of hospitality to
achieve their goals. It should be understood that the street carnival blocs of Belo Horizonte are
very new compared to those in other cities with a history of great carnivals. However, they have
the advantage of embodying what it means to be hospitable and of leveraging this concept to their
benefit, as stated by Belorinho and Putz Grilla: “Mineiros are very... very open, right? Very
welcoming. That’s why it’s becoming increasingly enjoyable to do carnival here. This year?
5,500,000 people.”

The limitation in conducting the research was due to the acceptance of more blocs being hindered
by work and scheduling issues. For future work, there are many unexplored areas, including
research focused on the organization and infrastructure of the blocos, the actions of public
authorities to ensure the event happens, the perception of revelers' satisfaction, and other aspects
that are making Belo Horizonte-MG one of the best places for this celebration.

Acknowledgement

This study was financed in part by the Coordenacdo de Aperfeicoamento de Pessoal de Nivel
Superior — Brasil (CAPES)

References

Agéncia Minas. (2024). Governo de Minas investe R$ 8,5 mi no Carnaval de BH para sonorizagdo
de avenidas e outras melhorias. https://www.agenciaminas.mg.gov.br/noticia/governo-de-minas-
investe-r-8-5-mi-no-carnaval-de-bh-para-sonorizacao-de-avenidas-e-outras-melhorias

Araneda, M. (2025). Pisar Tierra: Una Invitacion a la Regeneracion desde el Turismo.
https://turismoregenerativo.org/pisar-tierra-una-invitacion-a-la-regeneracion-desde-el-turismo/

Araneda, M. (2017), “Por que a regeneragao?”, disponivel em:
https://turismoregenerativo.org/2017/11/por-que-regeneracion/

Bardin, L. (1977). Andlise de conteudo. Edi¢des 70.

50


https://www.agenciaminas.mg.gov.br/noticia/governo-de-minas-investe-r-8-5-mi-no-carnaval-de-bh-para-sonorizacao-de-avenidas-e-outras-melhorias
https://www.agenciaminas.mg.gov.br/noticia/governo-de-minas-investe-r-8-5-mi-no-carnaval-de-bh-para-sonorizacao-de-avenidas-e-outras-melhorias
https://turismoregenerativo.org/pisar-tierra-una-invitacion-a-la-regeneracion-desde-el-turismo/

The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Cockburn-Wootten, C., & Brewis, J. (2014). Crossing thresholds: hospitality and professionalism
in Aotearoa New Zealand social work. Hospitality & Society, 4(2), 115-133.
http://dx.doi.org/10.1386/hosp.4.2.115 1

Fonseca, A. P, & Carcinelli. (2024). Corparate social responsability and sustentability in a
hospitality family business. Journal of Tourism Futures, 10(1), 6-20. https://doi.org/10.1108/JTF-
04-2023-0107

Haslam, S. A., Cornelissen, J. P., & Werner, M.D. (2017). Metatheories and metaphors of
organizational identity: integrating social constructionist, social identity, and social actor

perspectives within a social. Interactionist Model International Journal of Management Reviews,
v. 19, 318-336. https://doi.org/10.1111/ijmr.12150

Inversini, A., Saul, L., Balet, S., & Schegg, R. (2024). The rise of regenerative hospitality, Journal
of Tourism Futures, 10(1), 6-20,Freeman, E. R., Harrison, J., & Wicks, A. (2007). Managing for
stakeholders: survival, reputation, and success. Yale University Press.

Freeman, E. R. (2023). Stakeholder management: framework and philosophy.
https://link.springer.com/chapter/10.1007/978-3-031-04564-6 3

Filatochev, 1., Agilera, R., & Wright, M. (2020). From governance of innovation to innovations

in Governance. Academy of  Management Perspectives, 34(2), 1-9.
https://doi.org/10.5465/amp.2017.0011

King, B. G., Felin, T., & Whetten, D. A. (2010). Finding the organization in organizational theory:
a meta-theory of the organization as a social actor. Perspective Organization Science, 21(1), 290-
305. http://dx.doi.org/10.1287/0rsc.1090.0443

Klein, P. G., Mahoney, J. T., McGahan, A. M., & Pitelis, C. N. (2019). Organizational governance
adaptation: who is in, who is out, and who gets what. Academy of Management Review, 44(1), 6—
27. https://doi.org/10.5465/amr.2014.0459

Moraes, A., & Mont’Alvao, C. (2003). Ergonomia, conceitos e aplicagoes. 1UsEr.

Rodrigues, V. B., & Wada, E. K. (2022). A hospitalidade nos negocios como moderadora nas
relacdes com os stakeholders na gestdo de crise e na retomada da competitividade. Mketing &
Tourism Review, 8(2), 1-47. https://doi1.org/10.29149/mtr.v8i2.7398

Schénzel, H. A., Brocx, M., & Sadaraka, L. (2014). (Un)conditional hospitality: the host
experience of the Polynesian community in Auckland. Hospitality & Society, 4(2), 135-154.
https://www.researchgate.net/publication/265733049 Unconditional hospitality The host expe
rience_of the Polynesian community in Auckland. Acesso em: 24 mar. 2024.

Souza, C. A. (2010). Responsabilidade social empresarial uma forma de praticar hospitalidade
comercial. Revista Hospitalidade, 7(1), 65-78.
https://www.revhosp.org/hospitalidade/article/viewFile/291/323

51


http://dx.doi.org/10.1386/hosp.4.2.115_1
https://doi.org/10.1108/JTF-04-2023-0107
https://doi.org/10.1108/JTF-04-2023-0107
https://doi.org/10.1111/ijmr.12150
https://link.springer.com/chapter/10.1007/978-3-031-04564-6_3
https://doi.org/10.5465/amp.2017.0011
http://dx.doi.org/10.1287/orsc.1090.0443
https://doi.org/10.5465/amr.2014.0459
https://doi.org/10.29149/mtr.v8i2.7398
https://www.researchgate.net/publication/265733049_Unconditional_hospitality_The_host_experience_of_the_Polynesian_community_in_Auckland
https://www.researchgate.net/publication/265733049_Unconditional_hospitality_The_host_experience_of_the_Polynesian_community_in_Auckland
https://www.revhosp.org/hospitalidade/article/viewFile/291/323

The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Empowering DMOs in Crisis through Knowledge

Ewa Stolarek-Muszynska!, Malgorzata Zieba®

"Doctoral School, Gdansk University of Technology, Poland
2Faculty of Management & Economics, Gdansk University of Technology, Poland

Abstract

Purpose: This conceptual study aims to explore the potential role of knowledge in destination
management organisations activities during crises, specifically examining how these organisations
can utilise various types of knowledge to actively support their collaborating partners.

Study design/methodology/approach: The proposed study is based on a literature review of
selected papers related to the area of knowledge management in the context of crisis management
in tourism.

Results: By synthesizing the knowledge taxonomy by Lundvall and Johnson (1994) with
knowledge management insights from the tourism literature, a conceptual structure of knowledge
for DMOs during crises has been developed. This research output consists of four distinct levels,
namely, know-what, know-why, know-who, and know-how, and offers guidance as to how to
proceed in a particular area, offering support to DMOs in coping with crisis situations.

Originality/value: This study contributes to the body of knowledge by improving the
understanding of knowledge and its role in tourism crisis management by destination management
organisations. It provides DMOs with practical advice on how to leverage internal and external
knowledge to support their collaborating partners.

Keywords: knowledge, crisis management, DMO, tourism
Introduction

Tourism crises are relatively common, having a considerable effect on the functioning of the entire
industry. Even though companies are taking steps to mitigate the impact of crises, the greatest
potential seems to lie in the coordination of these actions. Hence, Destination Management
Organisations (DMOs), are becoming an important player in crisis management (CM). These
institutions have a strategic role within the tourism industry, as they build and stimulate a complex
network consisting of public and private stakeholders, such as: national / regional government,
local authorities, transport providers, cultural organisations, hotels, tour operators, restaurants,
media, etc. (UNWTO, 2007). In a dispersed environment like this, crisis management becomes
heavily relying on knowledge management (KM).

DMOs are in the middle of the entire tourism system. Therefore, especially in a crisis, their role as
a knowledge broker becomes particularly important (Toubes et al., 2021). Knowledge broker
serves as a link between at least two other parties, with the aim “[...] to facilitate the movement of
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ideas and knowledge by bringing people and diverse communities of practice together and
enabling them to create and share new ideas, thereby supporting the creation and flow of
knowledge.” (Blackman et al., 2011). Kir Kuscer et al. (2021) affirm that knowledge in managing
a crisis can improve organisational defence mechanisms, minimise potential negative
consequences, as well as accelerate the recovery. Therefore, it is important to understand what kind
of knowledge can be used by DMOs during a crisis to support companies from the tourism sector
in struggling with hazardous events. This includes both practical, experience-based knowledge
from previous crises, as well as theoretical insights derived from research. By using the right types
of knowledge, DMOs can make informed decisions, coordinate responses more effectively, and
provide timely guidance to tourism stakeholders.

In the literature, there are many knowledge typologies available. One of them is the classification
provided by Lundvall and Johnson (1994) which enables companies to analyse various types of
knowledge that is essential to achieve their organisational objectives. This taxonomy is built on
four types of knowledge: know-what, know-why, know-who, know-how (Lundvall and Johnson,
1994), and it can be used in a situation of crisis when fast actions and efficient decision-making
are required.

This paper integrates the taxonomy by Lundvall and Johnson (1994) with DMOs operations while
facing a crisis. By synthesizing insights from the literature, this study aims to explore the potential
role of knowledge in DMO activities during crises, specifically examining how these organisations
can utilise various types of knowledge to actively support their collaborating partners.

Methodology

This study is conceptual in nature. It is based on a literature review of selected papers related to
the management field. Key articles from knowledge management and crisis management domains
have been reviewed. A reference snowballing technique has been applied to obtain additional
pieces of literature. This method is useful in management science, especially when initial keyword
searches provide limited or scattered results, allowing researchers to find influential but less-
indexed studies (Badampudi et al, 2015). At the same time, the authors of this paper are aware that
this method can introduce selection bias if the initial set of studies is not comprehensive or if
researchers overlook key research due to limited citation links, which may reduce the objectivity
and replicability of the review (Greenhalgh & Peacock, 2005; Badampudi et al., 2015). This bias
has been overcome by cautious search and selection of papers for analysis, both in the field of
knowledge management and crisis management in tourism. Methodological approach in this study
involves an identification of relevant concepts based on a broad search of peer-reviewed articles,
critical analysis of the identified literature and development of theoretical framework.

Results

By integrating the taxonomy of knowledge by Lundvall and Johnson (1994), with KM-related
insights that appear in the tourism literature, a conceptual structure of knowledge, assisting DMOs
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while managing a crisis, has been proposed (Table 1.). Our theoretical approach consists of 4 levels
(namely: know-what, know-why, know-who and know-how) and guidance as to how to proceed
in a particular area.

Know-what

This type of knowledge relates to “knowledge about facts” (Lundvall and Johnson, 1994). DMOs,
as leaders and facilitators of partnerships between government entities (or local authorities) and
the tourism industry companies (Carter & Fabricius, 2006), have access to up-to-date knowledge
concerning for example the scale of the crisis, the steps taken to mitigate the effects of the crisis,
and planned actions. Using their communication channels, such as newsletters and websites, they
can quickly and efficiently share all the relevant information with stakeholders (Orchiston &
Higham, 2016). By collecting data about past events from various stakeholders, DMOs can
aggregate knowledge in the form of a centralised knowledge repository (Racherla & Hu, 2009)
and make it available as a historical database for the sake of tourism companies support. DMOs
may also organise webinars and create collaborative networks based on their know-how and
connect tourism organizations with experts and real-time information (Becken & Hughey, 2013).

Know-why

This stands for understanding the context (Lundvall and Johnson, 1994). Concerning the DMOs’
role as coordinators of operations, which goes in line with a principle that such organisations “[...]
do not control the activities of their partners but bring together resources and expertise” (UNWTO,
2007), destination management organisations can understand the broader context. Having
established relationships and access to many sources of knowledge, they are able to explain and
interpret sudden events more quickly, “connecting the dots” from different sectors. “Why did this
happen?” shall be the foundation for creating procedures and strategies (Bhaskara & Filimonau,
2021) as part of proactive crisis prevention planning. DMOs may help tourism companies in the
analysis of sources of their problems during crises, by collecting feedback and having an overall
view from the sector. Being able to conduct such an analysis, DMOs can come up with solutions
to help tourism entities in times of future crises and be better prepared for the unknown.

Know-who

This concerns the network of contacts and involves recognising stakeholders’ individual
capabilities and expertise (Lundvall and Johnson, 1994). DMOs, given their crucial role in
establishing strong relationships within the market (Negrusa & Coros, 2016), have built a wide
network of partners who can be a source of knowledge needed to solve the crisis-related problems.
Acquaintanceship with key actors (including representatives of the tourism industry and local
authorities), and consequently their active involvement in creating an industry network (Blake et
al., 2019), are of great importance in mitigating the effects of hazardous events. Knowing the right
persons in particular institutions and organisations can speed-up the process of knowledge gain
and dissemination, which is crucial in times of a crisis.
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This refers to the competence level (Lundvall and Johnson, 1994) and can be interpreted from two
perspectives. Firstly, as sharing the knowledge of DMOs’ employees and collaborating experts
regarding for example the ways of mitigating the crisis effects with the use of proven methods and
tools. Secondly, as creating space for knowledge exchange between different stakeholders,
including creating opportunities and connecting representatives of different sectors for best
practices sharing. Know-how knowledge allows DMOs to fulfil the role of an advisory body
providing constant support to tourist service providers (Presenza et al., 2005). This can be done by
application in practice with the set of educational training (Badri & Kazemi, 2021), workshops or
webinars. Additionally, DMOs can integrate crisis management training and scenario planning into
their support programs to foster the resilience and preparedness of local tourism organisations

(Hystad & Keller, 2008).

Table 1. Conceptual structure of knowledge during crisis

Knowledge types

CM- related explanation

Practical representation

Know-what

Knowledge regarding the
current situation and measures
taken.

Knowledge bases, knowledge
repository, newsletters,
websites, trainings in advance
to create resilience

Know-why

Understanding  of  crisis
context, ability to explain and
interpret  sudden  events,
analysis of the past events and
drawing conclusions on the
situations/undertaken
measures

Crisis procedures and
strategies

Know-who

Mapping of stakeholders’
competencies and expertise

Strong network with actively
involved industry and local
authorities’ representatives

Know-how

Competences and practical
skills to handle the crisis

Trainings, workshops,
webinars and best practices

sharing

Conclusion

Sources: Own elaboration based on Lundvall and Johnson (1994).

This theoretical paper is a synthesis of the literature in KM and crisis management in tourism.
Based on the analysis of this literature, it can be concluded that for DMOs, knowledge is important,
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especially during a crisis. The appropriate application of knowledge by DMOs allow them to
effectively support companies in the tourism industry in coping with the effects of crisis situations,
as well as preparing properly for the crises to come on the basis of the previously gained knowledge

This study contributes to the body of knowledge by improving the understanding of knowledge
and its role in tourism crisis management by destination management organisations. It provides
DMOs with practical guidance and advice on how to leverage internal and external knowledge to
support their collaborating partners. It indicates various knowledge types, based on the
classification by Lundvall and Johnson (1994), in the context of crises in tourism. These
knowledge types can be used by DMOs as a guideline for reflections on previous crises and
undertaken actions, as well as a support in managing a current crisis. By analysing various
knowledge types, DMOs may identify knowledge that is of crucial importance in this particular
situation and for future events. They may also identify key actors (know-who), causes and effects
(know-why) and practical ways to overcome crises (know-how).

The proposed study is theoretical in nature, which constitutes a research limitation. This limitation
will be addressed in future studies through the research involving a sample of DMOs from various
regions.
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Abstract

Purpose: The aim of the paper is to investigate the extent to which greater democratization in
decision-making impacts the quality of governance in protected area tourism. The study is based
on a case study of the Batanes Protected Landscapes and Seascapes in the Philippines.

Study design/methodology/approach: The study reviewed quantitative and qualitative data from
a longitudinal research program focused on monitoring the sustainability of tourism in the islands.
Part of the research is the investigation of Protected Area Management Board (PAMB) resolutions
issued from 2014 to 2023. The period covers the time before and after the management board was
expanded in 2018. Interviews were also conducted with key members of the management board,
as well as government leaders and industry players. The data collected were subjected to
quantitative and qualitative data analysis using SPSS and NVIVO, respectively.

Results: Findings reveal that the expansion in the membership of the PAMB is viewed positively
as it has allowed greater representation and has provided some check and balance. On the other
hand, it has been observed that the membership of more politicians in the board has led to the
increased weight for politics, rather than rational-technical bases, in the decisions. Coupled with
external developments such as tourism growth, this has resulted in the PA producing more
resolutions that enhance socio-economic activities (such as tourism) rather than prioritize
biophysical protection and improve governance, a situation that is changing how PA and tourism
sustainability issues are discussed in the province.

Originality/value: The paper contributes to the wider discussion on the value of participatory
governance in decision-making and shows that it may lead to mixed results particularly if some
actors, such as state actors, dominate the process.

Keywords protected area tourism, Batanes, Philippines, participatory governance
Introduction

Participatory governance is seen as an important factor in improving quality in tourism governance
context. The participation of various stakeholders is argued to foster commitment, synergies and
collaboration among key actors and communities towards tourism development (Bua & Bussu,
2021; Bichler, 2021). Even in contexts outside of tourism, for example, protected areas,
stakeholder participation is seen as paramount (Slocum, Wiltshier & Read, 2022). The significance
of this factor is acknowledged by broader policy process theories such as advocacy coalitions
framework and policy network approaches, where sub-system communities and stakeholders are
central elements (Weible, Fischer & Ingold, 2024).
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However, as some scholars argue, a discursive space given to other stakeholders including
community actors result in “wicked problems” even when the space is meant to provide and clarify
directions (Bramwell & Lane, 2011). This is the situation presented by this paper. As the paper
shows, increased participation does not automatically lead to better outcomes for the community.
Rather, intractable issues may ensue and problems can continue to fester, thus affecting ultimately
tourism outcomes.

The context of the paper is the Batanes Landscapes and Seascapes (BPLS) in the Philippines, the
only province that is wholly declared as a protected area (PA) unlike any other province in the
country where only parts are proclaimed. In addition, the province is an ancestral domain area,
thus creating a perfect brew for policy interaction between indigenous peoples and environmental
conservation advocates.

Serving as the highest policy-making body in the islands is the Protected Area Management Board
(PAMB). In 2018, governance of PAs and PAMBs in the country was expanded with the inclusion
of more representatives in the board. Thus, appointed ex-officio members were the regional
director of the Department of Environment and Natural Resources, governor of the province, a
senator, the district representative, mayor(s) of local government units encompassed by the PA,
barangay (village) chairpersons, joined by regional directors of other line agencies such as
agriculture, economic development, science and technology, police, and national defense. Other
PAMB members include NGO/PO representative; at least 1 but not more than 3 indigenous
people’s representative, 1 from the academe, and 1 from the private sector.

It is obvious that where the PA is composed of several political units such as municipalities and
barangays, politicians will form a significant group, much more than other interest groups or
stakeholders. Such is the case for BPLS where the current composition of the PAMB is dominated
by politicians. What has been the impact of the increased representation?

Methods

Analysis of data from a much wider research program to monitor the sustainability of tourism in
the islands provides some insights into this question. This research program started in 2019 and is
focused on monitoring sustainability issues such as governance, economic benefits, solid waste,
wastewater and other issues totaling 11 following the framework of the UNWTO International
Network of Sustainable Tourism Observatories, where the province became an affiliate in 2023.
Part of the research is the investigation of PAMB resolutions issued from 2014 to 2023. The period
covers the time before and after the management board was expanded in 2018. Interviews were
also conducted with key members of the management board, as well as government leaders and
industry players. The data collected were subjected to quantitative and qualitative data analysis
using SPSS and NVIVO, respectively.

Results
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Findings reveal that the expansion in the membership of the PAMB is viewed positively as it has
allowed greater representation and has provided some check and balance. For example, the
presence of IP representatives in the management board is looked upon as a step in the right
direction, so that PAMB priorities can be aligned to the rights and aspirations of the indigenous
community. Tourism's permanent representative to the board, originally not part of the board, has
only recently been added, ensuring that the interest of the sector is served.

On the other hand, it has been observed that the membership of more politicians in the board has
led to the increased weight of politics, rather than rational-technical bases, in the decisions.
Interviewees assert that the political ambition of some members contrast with the overall
conservation agenda of the board. Consequently, the board has found itself identifying mitigating
strategies instead of evaluating projects for clearance, particularly those coming from local
government officials representing the interests of their constituents. Mostly, these projects pertain
to addressing socio-economic goals of PAs. Coupled with external developments such as tourism
growth, this has resulted in the PA producing more resolutions that enhance socio-economic
conditions (such as tourism) rather than prioritize biophysical protection and improve governance,
a situation that is changing how PA and tourism sustainability issues are discussed in the province,
with some calling for more relaxation of strict PA rules, to allow, for example, greater quarrying
of indigenous materials — a particularly intractable issue between cultural heritage protection and
environmental conservation groups.

Conclusion

This paper was concerned with investigating the extent to which greater democratization in
decision-making impacts the quality of governance in protected area tourism. It was observed that
increased participation in decision making leads to a broadening of discussions particularly for
issues represented by sectoral representatives. Nonetheless, the process may be dominated by state
actors, particularly if the institutional arrangement was so designed to enhance their participation.
The result is that political players (particularly those purported to represent the people) and their
values tend to reign it over other actors. One outcome of this process, as shown in the case study,
is that the discourse as far as PA and sustainability could change. Where PAs in the past were
mainly set up to conserve resources, the economic imperative as driven by political-economic
actors who dominate representation in decision-making, is strongly taking root. Will the trend
continue, so that PAs allow more economic activities particularly as tourism recovers from the
pandemic? Or will increased participation from civil society shepherd the PA back to its original
roots? These are important questions and how tourism development is ultimately affected by
participatory processes is definitely an agenda for future research. From a practical point of view,
efforts must be exerted by civil society to counterbalance the hegemony of state actors, perhaps by
banding together into a network, and pushing more for their interests to be included in the agenda
of the board. In this way, governance outcomes are not skewed against them; rather, be much more
equitable and inclusive.
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Abstract

Purpose: This study analyzes the external factors of the Mandalika Special Economic Zone (SEZ),
a priority destination in Indonesia, and recommends marketing strategies to attract tourists and
tourism business investors to enhance the economy in Lombok Tengah Regency.

Study design/methodology/approach: The analysis uses the PESTLE model and SWOT analysis
by IFAS-EFAS to determine the position of marketing strategies.

Results: The results showed that the quadrant points for each element are in quadrant I, which
indicates SO (Strength and Opportunity), which means a Rapid Growth position. The results
showed that the rapid growth strategy proposes marketing expansion by maximizing strengths and
opportunities in external PESTLE factors.

Originality/value: This research is an update and a reliable reference in the marketing of
Mandalika SEZ and contributes to give recommendations for marketing strategies in accordance
with political, economic, sociocultural, technological, environmental and legal factors and
phenomena in Indonesia.

Keywords Mandalika SEZ, PESTLE Analysis, Marketing Strategy, Rapid Growth Strategy
Introduction

Mandalika SEZ is one of the national tourism strategic areas and a super-priority tourism
Destination managed by the central government. Being a concentrated resort, Mandalika SEZ is
expected to trigger economic development and accelerate the economic growth rates in Central
Lombok Regency (I Gusti Lanang Ardana et al., 2020). Along with sports tourism attractions on
the region’s beaches, the Mandalika International Circuit is a fishing hook for massive domestic
and foreign tourists. The realization of Mandalika SEZ's achievements attracted an investment of
IDR 4.79 trillion (Wijanarko, 2023) and enhanced tourism businesses. However, the destination
development process faced challenges, as the economy and tourism highly depend on the
international racing agenda (Rahmatika & Della, 2024) and the event has not supported enough
accommodation (Saef Alfath & Aini Hall, 2024). Marketing strategies highlight external factors
that are key aspects driving destination progress (Mahadiansar & Aspariyana, 2020). This study
focuses on analyzing the marketing strategy of Mandalika SEZ using PESTLE analysis (political,
economic, socio-cultural, technological, legal, and environmental conditions) assisted by SWOT,
and provides marketing strategy recommendations.
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Methodology

This study employs a mixed approach, which combines qualitative and quantitative. The data was
obtained by conducting deep interviews with destination management, the local government, the
community, and tourists. Planning documents and previous studies are analyzed as secondary data.
The analysis uses the PESTLE model (Politic, Economy, Social-cultural, Technology, Law, and
Environment) to identify external factors that require consideration in business development due
to their relatively certain realization. The SWOT analysis by IFAS ((Internal Factor Analysis
Summary) — EFAS (External Factor Analysis Summary) determines the position of marketing
strategies by assessing 60 facts consisting of Strengths, Weaknesses, Opportunities, and Threats.
Seven tourism experts assessed each factor by giving a score. The sum of all scores then generates
the recommended quadrant to determine the marketing strategy.

Results

The study reveals that the external factors of Politics, Economy, Social culture, Technology, Law,
and Environment indicate facts mentioned by respondents, government documents, and previous
studies. It raises 60 facts that are considered in generating strategies, based on the experts’
assessment and counted using SWOT and IFAS EFAS to determine the quadrant position for each
factor as presented below:

1. Politics

SWOT identification through IFAS and EFAS on the economic factors of Mandalika SEZ can be
observed as follows:

Strength

Managed by a State-Owned Enterprise, PT ITDC, so that it is qualified for broader development
with optimal funding

Mandalika Tourism Destination is one of the 5 National Priority Destinations, National Tourism
Strategic Area (KSPN)

Weaknesses

The lack of collaboration between the public and private sectors in creating accommodation is
evidenced by insufficient accommodation at international events to accommodate the surge of
tourists who attend

The different interests of the central and local governments reduce opportunities for
coordination.

Most affected people were not consulted for the Mandalika project.

Opportunities
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The Lombok Tourism Development Masterplan Policy in 2019 integrated inclusive tourism
development with the Key Tourism Area consisting of Gili Senggigi, South Pantau, Mataram,
and Mount Rinjani, opening enormous opportunities for Mandalika SEZ

The replacement of the Republic of Indonesia president in 2024 and the head of the region allows
for a policy change.

Threat

The lack of collaboration between ITDC and the Central Lombok tourism office reduces the
potential for cooperation to increase the role of Mandalika SEZ in Central Lombok tourism

The corruption issues in most provinces in Indonesia and uncertainty affect public and investor
confidence in the government (Al Hazmi, 2024)

SWOT analysis based on the above factors, as follows:

Kuadran II Stability o Kuadran I Growth
'S
Aggressive Stable
Maintenance Growth
Strategy Strategy
Selective
Maintenance Repud Gro“‘m'
Strategy Strategy
w o
Tum Around Conglomerate
Strategy Strategy
Guirelle Concentric
Strategy Strategy
v
Kuadran III Survival T Kuadran IV Diversification

Figure 1. SWOT quadrant matrix of Rapid Growth strategy of Politic factors

2. Economy

SWOT identification through IFAS and EFAS on the economic factors of Mandalika SEZ can be
observed as follows:

Strength

The existence of the Mandalika Circuit, an arena for prestigious international racing events such
as MotoGP and the World Superbike Championship, can increase the local economy by 3.5%
and create transactions of around IDR 4.5 trillion with a surge in tourists

The private sector’s ease in creating accommodation businesses is characterized by a variety of
accommodation and restaurant facilities ranging from standard to exclusive quality, such as
homestays to star hotels

The goods, services, and products of micro, small, and medium enterprises provide income to
the community or business actors
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The increasing value of Central Lombok’s GRDP will reach 2.01 trillion in 2023

Weaknesses

Backpackers with lower expenses dominate foreign tourists

Dependency of the tourism sector on international events

Foreign tourists are dominated by backpackers with lesser expenses

Externalities: tourism leakage

Opportunities

The centralized development of Mandalika SEZ provides extensive opportunities for investors,
especially in tourism, which contributes to regional economic income. For example, the Pullman
Hotel expands employment opportunities

Based on statistics Indonesia 2023, the number of tourists in 2022 reached 91,292, and it is
predicted to increase along with the end of the COVID-19 pandemic, with a total of 63,522
foreign tourists and 27,770 domestic tourists

Most backpacker tourists use cheap homestay services, providing direct income to residents

Developing local products and creative tourism-related industries provides additional economic
opportunities for the community

Threat

The competition of destinations within the island, such as Gili TraMeNa destinations, and inter-
island competition, such as Bali, Sumbawa, Labuan Bajo

The price of land around Mandalika has increased significantly

The price of goods and necessities will soar, such as the price of essential goods

SWOT analysis based on the above factors, as follows:

Kuadran II Stability o Kuadran I Growth
.
Aggressive Stable
Maintenance Growth
Strategy Strategy
Selective
Maisbiagace Rapid Growth
Strategy Strategy
W > 5
Tum Around Conglomerate

Strategy Strategy

Guirelle Concentric
Strategy Strategy

Kuadran III Survival T Kuadran IV Diversification

Figure 2. SWOT quadrant matrix of Rapid Growth strategy of Economic factors
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3. Social culture

SWOT identification through IFAS and EFAS on the socio-cultural factors of Mandalika SEZ can
be observed as follows:

Strength

Cultural tourism that offers Lombok’s cultural attractions, such as the annual event Bau Nyale
and Lombok’s typical attractions or art performances

Various tourist motivations and oriented towards halal/religious tourism, natural tourism
consisting of mountain and marine, sports tourism, and cultural tourism combined with local
products in Lombok attract a diverse segmentation of tourist interests

Weaknesses

Many underage children selling and middle-aged mothers tend to force buyers and reduce
tourists’ comfort in enjoying Kuta Mandalika beach

Various local products from Mandalika are woven, but this type has similarities with the Nusa
Tenggara Timur region

Opportunities

The attraction of Lombok’s distinctive socio-cultural heritage includes most of the population,
the Sasak tribe with a building-type culture cemented with cow dung and bamboo roofs, mass
traditional celebrations such as Bau Nyale, Perang Topat, Nyongkolan, which are still celebrated
primarily in the traditional villages of Sade, and Ende and tourism products in the form of woven
fabrics.

The attitude and behavior of the community, which is already open to tourism activities, are
reflected in the services and provide a sense of comfort for tourists

Threat

Conlflict issues among villages, such as Ketare village and others, influence the lack of security
felt by tourists; besides that, it is difficult to collaborate with fellow villagers

The issue of terrorism crimes in Indonesia reduces the sense of safety and security of tourists and
investors

The conflict between the community and managers regarding the ownership of Mandalika SEZ
lands makes investors consider investing
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SWOT analysis based on the above factors, as follows:
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T

Figure 3. SWOT quadrant matrix of Rapid Growth strategy of Social-culture factors
4. Technology

SWOT identification through IFAS and EFAS on the technology factor of Mandalika SEZ can be
observed as follows:

Strength

The availability of transportation that accommodates tourists from outside the island, which are
Lombok International Airport, Lembar Port, and bus/shuttle terminals from the Hub to the
destination location

The ease of tourists to find basic facilities such as ATMs, banks, hospitals, stable internet
conditions, etc

The Media such as 'go Mandalika', social media, and RRI Mataram in Promoting MotoGP at
Mandalika Circuit (Riyayanatasya et al., 2023) are used to promote tourism in Mandalika SEZ

Weaknesses

Low investment in transportation is indicated by minimal international direct flights, which are
only from Malaysia and Singapore

The payment system still mainly applies cash, and non-cash implementation is lacking

The use of online transportation restrictions from Hub to destination has caused tourists to have
limited transportation options and reduced flexibility in choosing modes

Opportunities

Social media makes information about Lombok tourism easily accessible, allowing potential
tourists to obtain information and monitor the international race event

Information media provides a competitive image of Lombok tourism, offering adventure tourism
with natural and cultural wealth
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Lombok’s tourism image that offers adventure tourism and its natural and cultural beauty attracts
tourists with special interests supported by the concept of “The Ultimate Lifestyle Sportstaiment
Destination” from ITDC

Threat

Increased risk of cybercrime attacks such as ransomware attacks and data theft on tourism
systems

Vulnerable to the spread of Sara issues, hoaxes, or misinformation about Mandalika tourist
destinations

SWOT analysis based on the above factors, as follows:
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Figure 4. SWOT quadrant matrix of Rapid Growth strategy of Technology factor
5. Law

SWOT identification through IFAS and EFAS on Legal factors is as follows:

Strength

ITDC is committed to minimizing negative impacts on local ecosystems, supporting sustainability,
and inspiring eco-friendly practices in Mandalika SEZ to become a role model for responsible
tourism destinations

The legal protection of tourists’ rights in Law No. 10 of 2009 allows tourists to travel freely
without fear of insecurity

Weaknesses

Policies on public transportation management that remain inadequate encourage tourists to prefer
private modes of transportation, which, if allowed, will cause congestion at specific points and
certain times (Andari et al., 2023; Aprianto et al., 2024)

The restriction on online transportation use from the Central Lombok Hub to the Mandalika SEZ
area means that tourists do not have many transportation options.
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Opportunities

Omnibus Law provides convenience for businesses to invest

Easy policy and visa exemption to enter Indonesia

Investment incentives in Mandalika SEZ, among others: Free from VAT and STLG, Ease of entry
and exit of goods, Ease in the field of immigration, import restrictions in PP No. 40 of 2021

Threat

The controversial RKUHP on giving a 1-year prison term for foreign tourists who have sex outside
of

There are still violations of the Job Creation Law, such as hiring salted labor

Laws governing foreign-owned businesses result in high externalities

SWOT analysis based on the above factors, as follows:
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Figure 5. SWOT quadrant matrix of Rapid Growth strategy Law factors
6. Environment

SWOT identification through IFAS and EFAS on environmental factors supporting Mandalika
SEZ can be observed as follows:

Strength

Marine tourism offers natural marine attractions with diverse sports tourism activities such as
diving, snorkeling, surfing, kayaking, etc.

The potential wealth of natural, artificial, and cultural tourism in Mandalika SEZ

Weaknesses

The lack of public awareness of waste and lack of waste management in Kuta Mandalika

Lack of basic facilities found in the attraction, such as clean water and sanitation facilities
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Opportunities

The warm weather conditions and temperature of Nusa Tenggara Barat Province are suitable for
foreign tourists, including from Europe

Mandalika SEZ is geographically close to Bali, making it an option for tourists who have visited
Bali because of its alternative, easy transportation access

Different tourist destinations in NTB province, such as Gili Trawangan, Gili Tramena, Mount
Rinjani, etc., have integrated interconnected access

Threat

The lack of clean water resources (drought) in villages that surround Mandalika SEZ (Suryade
et al., 2022)

The risk of natural disasters such as flash floods, earthquakes, and tsunamis in Lombok, the 2018
earthquake significantly reduced tourists (Statistics Indonesia, 2023).

Unstandardized waste management is incompatible with the increasing number of tourists; waste
piles disturb the aesthetics.

SWOT analysis based on the above factors, as follows:
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Figure 6. SWOT quadrant matrix of Rapid Growth strategy Environment factors

Based on the IFAS EFAS calculation results, the quadrant point is in quadrant I, SO (Strength and
Opportunity), with a Rapid Growth position that utilizes strengths and opportunities. The
Mandalika SEZ environment has the potential for marine tourism, which attracts surfer tourists.
The marketing strategy must facilitate tourists in peak and low seasons by adjusting tourist services
throughout the year. Identify the origin of tourists and the forecast of tourists’ needs and desires.
Ensure valid and updated natural conditions, disaster predictions, and disaster warnings and
signage at vulnerable attractions.

Based on the IFAS EFAS calculation results, the quadrant points for each element are in quadrant
I, which indicates SO (Strength and Opportunity) with a Rapid Growth position. It showed that
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the rapid growth strategy proposes marketing expansion by maximizing strengths and
opportunities in external PESTLE factors. Examining the existing facts through the perspective of
the PESTLE model shows that public and private political stability strengthens Mandalika’s
position, macroeconomic strength in the country, social acceptance by the community and
appreciation of local culture, optimization of the use of technological trends, strength of the
tourism and investment legal system, as well as environmental sustainability and disaster response.
In addition, tourists’ perception of the natural attractions, hospitality, and supporting facilities has
fulfilled their needs, especially in Kuta Mandalika (MPWK and PMK, 2024) should be considered
in arranging the marketing strategies.

The recommended strategy designs optimizing the strengths and opportunities of external factors
(PESTLE) are as follows:

1. Enhance cooperation and collaboration among the manager and local stakeholders of
tourism destinations with competitive and collaborative marketing.

2. Strengthening diplomatic relations and networks in potential countries through the
Ministry of Foreign Affairs

3. Improve the image branding of natural attractions, including sports, cultural, religious, and
artificial tourism, especially optimizing the Mandalika Circuit through adequate facilities
and holding more events.

4. ldentify tourists by segmenting to determine the right target market. Reach out to new
tourists from various sources of special interest tourism by establishing networks with tour
managers of the highest number of foreign tourists.

5. Maintaining community awareness of tourism with community empowerment.

6. Investment in Technology and Innovation: Expanding promotion with social media and
upgrading new technology to improve efficiency and competitiveness

7. Promotion and campaign for legal protection of investors and tourists

Conclusion

Mandalika SEZ development is one of the driving forces of the economy of West Nusa Tenggara
Province, especially Central Lombok Regency. The Mandalika destination potential is an
optimistic situation in encouraging marketing strategies through massive expansion. In addition,
it is important for destination managers to adapt to changes and develop innovative marketing
strategies to remain competitive in the market for an extended period (Gery Azhari Putera & Jerry
Heikal, 2021). Shenzhen Special Economic Zone (SEZ) can be a benchmark in developing
Mandalika SEZ destination-based tourism marketing strategies. The specialized area in the Ad-

71



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

hoc policy expands the manager's capability in making market and investor-friendly policies. The
impact of economic development encourages the growth of foreign investment, including
increased labor, community productivity, and tourist satisfaction of the services with the
technology implementation. In addition, effective marketing must be accompanied by adequate
actual conditions and meet the expectations of investors and tourists visiting the Mandalika SEZ
destination. This study can be applied as a marketing reference for the same case, but it does not
limit the possibility of other marketing strategies.
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QSPM Analysis
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Abstract

Purpose: This study aims to evaluate the birdwatching tourism potential of the Balikdami Wildlife
Protection and Development Area, one of the important wetlands in Turkey.

Study design/methodology/approach: The Internal Factor Evaluation (IFE) and External Factor
Evaluation (EFE) matrices are utilized to ascertain the wetland's strengths, weaknesses,
opportunities, and threats in relation to enhancing birdwatching tourism. SWOT and QSPM
analysis of the Balikdami Wildlife Protection and Development Area are conducted.

Results: The region has a high biodiversity and unique ecological characteristics that present
considerable advantages for attracting tourists. However, existing managerial, infrastructural, and
promotional shortcomings have been identified as significant impediments to fully realizing these
potentials. By developing and implementing a comprehensive roadmap based on the strategies
determined, Balikdami Wetland can be successfully promoted as a sustainable and competitive
birdwatching tourism destination at both national and international levels. Emphasis on the
development of tourism infrastructure, enhancement of promotional activities, establishment of
modern monitoring systems, and reinforcement of community participation are identified as key
factors for achieving these objectives.

Originality/value: To precisely evaluate Balikdami’s potential as a birdwatching destination, it is
essential to analyze its assets, limitations, possibilities, and dangers. However, no studies that
collectively present the mentioned features specifically for Balikdami have been found in the
literature. The results are expected to assist decision-makers and practitioners in reconciling
conservation efforts with tourist development in Balikdami Wetland.

Keywords Birdwatching, Birdwatching Tourism Destination, SWOT analysis, QSPM Analysis,
Balikdami Wetland.

Introduction

Birdwatching refers to recreational activities involving observing birds in their natural habitats,
individually or collectively (Sevindi, 2013). Sekercioglu (2002) also defined birdwatching, which
has an important place in wildlife watching, as “the activity of observing and identifying birds in
their habitats.” Birdwatching tourism, which can be evaluated within special interest tourism
(Cakici & Harman, 2006), is a type of tourism that includes the activity of watching birds in their
natural habitats without harming them. Birdwatching tourism may enhance year-round visitors,
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mitigate environmental stresses through balanced activities, and facilitate a more equitable
distribution of financial benefits (Seven, 2019).

This study is about the evaluation of the birdwatching tourism potential of the Balikdami Wildlife
Protection and Development Area, one of the important wetlands in Turkey. The Balikdami
Wildlife Protection and Development Area is 25 kilometers south of the Sivrihisar district center
of Eskisehir. It provides breeding, feeding, and sheltering areas for both resident and migratory
bird species. Currently, the region serves as a hub for farming and animal husbandry. Although this
region has important potential for birdwatching tourism, it is not known for it today. To precisely
evaluate Balikdami’s potential as a birdwatching destination, it is essential to analyze its assets,
limitations, possibilities, and dangers. However, no studies that collectively present the mentioned
features specifically for Balikdami have been found in the literature. To fill this gap, this study
aims to conduct a SWOT and QSPM analysis of the Balikdami Wildlife Protection and
Development Area. The results are expected to assist decision-makers and practitioners in
reconciling conservation efforts with tourist development in Balikdami.

Methodology

Internal Factor Evaluation (IFE) and External Factor Evaluation (EFE) Matrices are used to find
the most significant internal (weaknesses and strengths) and external (opportunities and threats)
factors affecting the wetland. A Strengths, Weaknesses, Opportunities, and Threats (SWOT) matrix
is then made to compare different strategies using the IFE and EFE matrices. Finally, the
Quantitative Strategic Planning Matrix (QSPM) is used to pick the best ways to promote
birdwatching tourism in Balikdami Wetland.

The Internal Factor Evaluation (IFE) and External Factor Evaluation (EFE) matrices were utilized
to ascertain the wetland's strengths, weaknesses, opportunities, and threats to enhancing
birdwatching tourism. To do this, secondary data, comprising academic studies, government
reports, environmental assessments, and tourism development plans, were meticulously examined
to discern significant indicators (Kotler et 1., 2017; Ritchie & Crouch, 2003). Then, ten academic
experts were selected through purposive sampling to weigh the matrix factors. Secondly, a SWOT
matrix was developed using the results of the first step. Finally, the Quantitative Strategic Planning
Matrix (QSPM) was used to prioritize the extracted strategies (David, 2013).

Results

High biodiversity, an advantageous geographical position, and unique wetland features such as
serving as the last refuge for wild aquatic fauna in Western Asia were identified as major strengths.
On the other hand, managerial, promotional, and infrastructural deficiencies, particularly the
inadequacy of birdwatching facilities and transportation challenges, have been shown to adversely
affect the overall potential of the destination (Table 1). Moreover, while the opportunities presented
by the official conservation status and the growth of ecotourism are promising, they are
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Internal Factor Evaluation (IFE)

Key Internal Factors Weighting Rating Weighted
Score

Strengths
1. The Wetl.and 18 located in the Sivrihisar district and has 0.06 3 0.27
a high tourist appeal.
2. The wetland is close to major tourist centers (such as
Istanbul and Ankara). 0.08 4 0.32
3. There is a bird observation tower. 0.04 3 0.24
4. Birds play an important role in pest control, seed 0.06 3 0.18
dispersal, and as an indicator of ecosystem health. ’ ’
5. Migratory birds use this area intensively, especially in

4 ) 0.07 3 0.21
the spring, the breeding season.
6. The area's reseqrgh identified 210 bird species from 18 0.07 4 0.28
orders and 47 families.
7. Ballkdgml 'Wetland is the West's last stop for 0.08 4 0.32
waterfowl in Asia.
Weaknesses
1. There is only one observation tower, and it is not 0.09 ) 0.18
possible to observe the entire area from this tower. ’ ’
2. Management and control problems arising from the

] 0.05 2 0.1
size of the area
3. Inadequate touristic promotion of the area 0.05 1 0.05
4. Insufficient interest in public institutions in the area 0.07 1 0.07
5. Inadeguate management of the area from a public 0.04 ) 0.08
perspective
6. The road providing transportation to the area is not
0.05 2 0.1

comfortable.
7. Lack of accommodation, food, and beverage facilities 0.07 1 0.07
8. The area is in danger due to intensive use, human
activities, environmental pollution and habitat 0.06 1 0.06
destruction
9. Lack of awareness of local people about bird watching 0.06 2 0.12
Total 1,00 2.65

Table 1. Internal Factor Evaluation Matrix (IFE)
counterbalanced by threats such as habitat destruction and developmental pressures, resulting in a
complex landscape of challenges and capabilities (Kotler et al., 2016; Weihrich, 1982) (Table 2).
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External Factors Evaluation Matrix (EFE)

Weighted

Key External Factors Weighting Rating Score

Opportunities

1. This area has been given a protection status 0,07 3 0.21
2. Ecotourism tours for bird watching have increased in 0,07 2 0.21
recent years '

3. The 210 bird species identified in the study show that 0,08 3

the Balikdami Wetland is a suitable area to be evaluated 0.24
for birdwatching tourism

4. The area is suitable for canoeing thanks to the 0,07 1
meanders, and this already attracts tourists to the area, it

can be combined with birdwatching tours, and the
accommodation period can be extended

5. Bird photography is done in the area and this creates 0,05 2
a tourist attraction

6. Birdwatching tourism in the area is the subject of 0,03 3
academic studies and scientific research projects

Threats

0.07

0.1

0.09

1. Overgrazing, shepherd dogs, and agricultural 0,05 2

machinery pose serious threats to birds and other wildlife, 0.1
especially during the breeding season

2. The possibility of falling behind in potential 0,06 1
competition with wetland destinations that have 0.06
previously started birdwatching tourism

3. Inadequate control of the protection-use balance and 0,07 1
this threatens the sustainability of the area

4. The decrease in bird species over time and this 0,05 1
negatively affects the ecosystem

5. The loss of quality, pollution, and degradation of the 0,05 1
wetland with the development of tourism

6. Although hunting is prohibited, birds are under hunting 0,06 2
pressure due to gunshots

7. Excessive use of water resources for sugar beet 0,06 1
cultivation and water withdrawal for irrigation purposes,

which negatively affects the natural structure of the

region

8. Seasonal workers negatively affect bird life in the 0,04 2
region

9. Opening of new agricultural areas and DSI's Upper 0,06 1
Sakarya Irrigation Project aiming to dry the western part 0.06
of the wetland and convert it into agricultural land

10. The plan to transform the eastern part of the area into 0,07 2
a pond of approximately 500 hectares

11. Bird populations are sensitive to factors such as 0,06 1
climate change and habitat loss

0.07

0.05

0.05

0.12

0.06

0.08

0.14

0.06
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Total

1,00

1.77

Table 2. External Factors Evaluation Matrix (EFE)

Based on this comprehensive analysis, strategies were formulated in four categories: Strength—
opportunity (SO) strategies, Weakness—opportunity (WO) strategies, Strength—threat (ST)
strategies, and Weakness—threat (WT) strategies (Table 3).

Internal Factors

External Factor

Strengths

Weaknesses

S1 The wetland is located in the
Sivrihisar district and has a high
tourist appeal.

S2 The wetland is close to major
tourist centers (such as Istanbul
and Ankara).

S3 There is a bird observation
tower.

S4 Birds play important roles in
pest control, seed dispersal, and as
indicators of ecosystem health.

S5 Migratory birds use this area
intensively, especially in the
spring, the breeding season.

S6 The area's research identified
210 bird species from 18 orders
and 47 families.

S7 Balikdami Wetland is the
West's last stop for waterfowl in
Asia.

W1 There is only
observation tower, and it is not
possible to observe the entire
area from this tower.

W2 Management and control
problems arising from the size of

the area

one

W3 Inadequate touristic
promotion of the area
W4 Insufficient interest of

public institutions in the area
WS Inadequate management of

the area from a public
perspective
W6 The road providing

transportation to the area is not
comfortable.

W7 Lack of accommodation,
food, and beverage facilities
W8 The area is in danger due to
intensive use, human activities,
environmental pollution, and
habitat destruction

W9 Lack of awareness of local
people about bird watching

Opportunities

O1 This area has been
given a  protection
status

02 Ecotourism tours
for birdwatching have
increased in recent

years

Strategy SO

SO1 Create focused advertising
pieces (brochures, digital media)
highlighting  these distinctive
attributes and obtain endorsements
from conservation organizations.
(Se, S7, Ol, 03)
SO2 Coordinate familiarization

Strategy WO
WO1 Augment
activities,
marketing campaigns,
educational and
partnerships with social media
influencers, by collaborating
with academic and research

promotional
encompassing

seminars,
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O3 The 210 bird
species identified in the
study show that the
Balikdami Wetland is a
suitable area to be
evaluated for
birdwatching tourism
04 The area is ideal for
canoeing thanks to the
and this
already attracts tourists
to the area, it can be
combined with
birdwatching tours, and
the accommodation
period can be extended
OS5 Bird photography is
done in the area, and
this creates a tourist
attraction

06 Birdwatching
tourism in the area is
the subject of academic

meanders

excursions and media tours to
enhance visibility in the primary
markets of Istanbul and Ankara.
(S2, 02)
SO3 Improve the current bird

observation tower by

integrating facilities for avian
photography  and interactive
educational exhibits, targeting
niche  markets. (S3, O5)

S04 Collaborate with academic
institutions to organize birding
festivals, scientific gatherings, and
biodiversity research initiatives
that concurrently advance tourism
and conservation funding. (S6,
06)

organizations to enhance public
awareness of wetland bird
species and their ecological
importance. (W3, 06, O3)
WO2 Address infrastructural
deficiencies by  including
observation points and offering
facilities and dining options for
birdwatching and canoeing. Plan
a phased development strategy
to seek conservation grants and
public-private partnerships.
(W1, W7,02, 04)

WO3 Work with local officials
to improve transportation and
infrastructure using the
wetland's protected status. (W6,

W7, ol)
WO4  Initiate =~ community
outreach  and  educational
initiatives to enhance local

understanding and engagement
in birdwatching, transforming

studies and scientific citizens into advocates for
research projects sustainable tourism. (W9, O6)
Threats Strategy ST Strategy WT

T1 Overgrazing, | ST1 Engage with environmental | WT1 Create a multi-stakeholder
shepherd dogs, and | authorities and research institutes | task ~ force ~ with  local
agricultural machinery | to implement ongoing monitoring | government, tourism experts,

pose serious threats to
birds and other wildlife,
especially during the
breeding season.

T2 The possibility of
falling  behind in
potential competition
with wetland
destinations that have
previously started
birdwatching tourism

systems and enforce regulations.
(S4,S6,T1, TS)

ST2  Establish
initiatives aimed at safeguarding
migratory
waterfowl populations to mitigate
possible decreases due to habitat
degradation and climate change by
launching extensive research
projects and obtaining legal
protections  to the

conservation

and distinctive

guarantee

and conservationists to develop
and implement comprehensive
management and promotion that
and

addresses administrative

infrastructural issues and
controls tourism growth to avoid
overuse and environmental
degradation. (W2, W3, T3, T10)
WT2 Create a partnership to
coordinate infrastructure

upgrades, environmental
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T3 Inadequate control
of the protection-use
this
threatens the
sustainability of the

balance and

area.
T4 The decrease in bird
species time
negatively affects the
ecosystem.

TS The loss of quality,

over

pollution, and
degradation of the
wetland  with  the

development of tourism
T6 Although hunting is
prohibited, birds
under hunting pressure
due to gunshots.

T7 Excessive use of
water for
sugar beet cultivation
and water withdrawal
for irrigation purposes,
which
affects  the
structure of the region
T8 Seasonal workers
negatively affect bird
life in the region

T9 Opening of new
agricultural areas and
DSI's Upper Sakarya
Irrigation Project
aiming to dry the
western part of the
wetland and convert it
into agricultural land
T10 The plan to
transform the eastern

arc

resources

negatively
natural

stability of avian populations. (S5,
S7, T4, T11)
ST3 Collaborate with lawmakers
to advocate for more rigorous
enforcement of environmental
legislation.  Utilize  scientific
information and the designation of
the region as protected to advocate
for more stringent regulations that
prohibit detrimental agricultural
practices and restrict large-scale
developments that alter the
landscape. (S6, O1, T7, T9)

monitoring, and sustainable
tourist practices to acquire
finance, technical help, and
regulatory  enforcement  to
overcome infrastructure
shortages and avoid (W4, W8,
T5, T9)

WT3 Implement community-
based management to establish
local training programs,
volunteer monitoring
organizations, and incentives for
community members to assist in
conservation initiatives. This
will enhance local stewardship
and mitigate the harm caused by
unregulated human activities
and seasonal labor on avian
populations. (W9, T1, TS8)
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part of the area into a
pond of approximately
500 hectares

T11 Bird populations
are sensitive to factors
such as climate change
and habitat loss

Table 3. SWOT Matrix

The results obtained from the QSPM analysis have indicated that, among the various strategies
presented, the WO2 strategy achieved the highest attractiveness score. The implementation of this
strategy emphasizing the correction of infrastructural deficiencies through the addition of
observation points and the establishment of reception facilities and canteen services could result
in a significant transformation in the Balikdami Wetland tourism market, provided that adequate
support is obtained from governmental and private institutions as well as sufficient financial and
technical resources are secured. In parallel, the SO1 and SO2 strategies are expected to raise public
awareness and attract both domestic and international tourists by enhancing promotional efforts
and organizing introductory tours. Additionally, the ST1 and ST2 strategies are projected to play a
key role in countering environmental threats by establishing monitoring systems and reinforcing
conservation measures. The WT strategies, which are based on multi-stakeholder cooperation and
community participation, are anticipated to serve as important complementary measures to further
improve management and address the existing weaknesses (Weihrich, 1982; David, 2017) (Table
4 and 5).
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Table 4. Quantitative Strategic Planning Matrix (QSPM)
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Rank Strategy Sum of total attractiveness scores (STAS)
1 W02 2.06
2 SO1 1.85
3 SO2 1.63
4 ST1 1.59
5 WOl 1.54
6 W03 1.45
7 ST2 1.36
8 SO3 1.30
9 WTI 1.29
10 W04 1.26
11 WT2 1.21
12 ST3 1.13
13 SO4 0.92
14 WT3 0.86
Table S. Prioritization Table for Strategic Alternatives
Conclusion

This study has provided a detailed analysis of the status and potential of Balikdami Wetland in the
realm of birdwatching tourism through a multi-dimensional approach and the utilization of
validated analytical tools. The findings indicate that the region’s high biodiversity and unique
ecological characteristics present considerable advantages for attracting tourists. However,
existing managerial, infrastructural, and promotional shortcomings have been identified as
significant impediments to fully realizing these potentials. The analyses based on the IFE and EFE
matrices have clarified the necessary grounds for formulating strategies to exploit opportunities
and remedy weaknesses. In this context, the SWOT analysis has provided a framework for deriving
SO, WO, ST, and WT strategies, each aimed at enhancing the tourism profile of the region
(Weihrich, 1982; Kotler et al., 2016).

In summary, the findings in this study indicate that by developing and implementing a
comprehensive roadmap based on the WO2, SO1, SO2, ST1, and ST2 strategies, Balikdami
Wetland can be successfully promoted as a sustainable and competitive birdwatching tourism
destination at both national and international levels. Emphasis on the development of tourism
infrastructure, enhancement of promotional activities, establishment of modern monitoring
systems, and reinforcement of community participation are identified as key factors for achieving
these objectives. Moreover, continuous monitoring, performance evaluation, and periodic updates
to the implementation programs are considered essential for ensuring the long-term success and
sustainability of the proposed strategies.
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Abstract

Purpose: This study maps the intellectual landscape of immersive tourism research through
bibliometric analysis of keyword co-occurrence patterns to identify dominant themes, research
connections, and emerging frontiers.

Methodology: A bibliometric analysis was conducted on 164 Scopus-indexed articles (2015-2025)
using VOSviewer to analyse keyword co-occurrence networks, centrality measures, and temporal
evolution patterns. Keyword clustering and temporal overlay visualisation revealed thematic
structures and evolutionary trajectories.

Results: Four distinct thematic clusters were identified: technological foundation (virtual reality),
marketing frontier (tourism, destination), heritage dimension (cultural heritage, storytelling), and
sustainability paradigm. The field has evolved from technology-centric (2015-2019) to experience-
focused (2020-2022) to strategic application research (2022-2025). The "metaverse" emerged as
the keyword with the highest burst strength, signalling new research directions.

Originality/Value: This analysis provides the first comprehensive mapping of immersive tourism's
conceptual landscape, identifies emerging research frontiers, and introduces the Immersive
Tourism Research Integration Model (ITRIM) to guide future research and practice.

Keywords: immersive tourism, bibliometric analysis, virtual reality, metaverse, tourism futures
Introduction

Immersive technologies—Virtual Reality (VR), Augmented Reality (AR), and Mixed Reality
(MR)—have transformed tourism from passive sightseeing into multi-sensory journeys that
transcend physical limitations (Tussyadiah et al., 2018; Kim et al., 2024). These technologies
address persistent challenges in tourism, including overtourism, accessibility barriers, and
sustainability concerns (Stankov & Filimonau, 2024), while creating entirely new tourism
possibilities, such as historical recreations and digitally enhanced environments (Orellana et al.,
2024).

Despite the rapid expansion of immersive tourism research, a comprehensive understanding of its
intellectual structure, dominant themes, and emerging frontiers remain limited (Chen &
Navaneethakrishnan, 2024). Previous reviews have focused on specific isolated applications
(Loureiro et al., 2020; Yung & Khoo-Lattimore, 2019) without mapping the conceptual ecosystem
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as a whole. This gap is significant given the accelerating pace of technological innovation and its
transformative potential for tourism's future (Cui et al., 2023).

Bibliometric analysis provides a powerful lens for visualising and analysing research field
structures through quantitative analysis of published literature (Zupic & Cater, 2015). By
examining keyword co-occurrence patterns, researchers can identify central themes, emerging
topics, and interconnections defining the intellectual landscape of a field (van Eck & Waltman,
2014).

This study aims to delineate the intellectual landscape of immersive tourism research by (1)
identifying dominant conceptual pillars through cluster analysis, (2) discovering connections
between research themes through network analysis, (3) tracking the temporal evolution of research
priorities, and (4) developing an integrated theoretical framework to guide future research and
practice.

Methodology

This study employed co-word analysis using the VOSviewer methodology (van Eck & Waltman,
2010), focusing on keyword co-occurrence patterns to reveal the conceptual structure of immersive
tourism research. The Scopus database was searched in March 2025, using Boolean terms
"immersive" AND "fourism" within the title, abstract, and keywords fields for the period 2015-
2024.

The initial search yielded 884 records, which were systematically filtered following PRISMA 2020
guidelines to focus on peer-reviewed journal articles in English. After exclusions based on
publication type, language, relevance, and accessibility, the final corpus comprised 164 articles. A
comparative analysis between excluded and included articles confirmed no significant differences
in publication years (¥*>=7.42, p=0.59) or journal distribution (y*=12.84, p=0.38), suggesting
representativeness.

Author keywords were extracted, harmonised, and standardised to eliminate variants. A co-
occurrence network was constructed, where nodes represent keywords and connections indicate
their co-appearance in articles. Keywords appearing at least five times (n=89) were included in the
final analysis. Multiple centrality measures, including degree, betweenness, and eigenvector
centrality, were calculated. VOSviewer's clustering algorithm (resolution 1.0) identified naturally
occurring thematic communities, while temporal overlay visualisation and burst detection analysis
revealed chronological evolution patterns.

Results
1) Keyword Frequency, Centrality, and Network Metrics

Table 1 revealed "virtual reality" as the dominant technological platform in immersive tourism
research (114 occurrences, link strength: 326), with the highest betweenness centrality (0.47) and
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eigenvector centrality (0.82). Similarly, "tourism" functioned as a conceptual anchor (87
occurrences, link strength: 264), linking technology-focused and experience-orientated research
streams.

Table 1: Top 10 Keywords in Immersive Tourism Research with Network Metrics

Burst
Occurr | Link Betweenness | Eigenvector | Strength
Rank | Keyword ences Strength | Centrality Cegntrality (2022-g
2024)
1 Virtual Reality 114 326 0.47 0.82 0.71
2 Tourism 87 264 0.39 0.79 0.43
3 Augmented 36 89 0.21 0.54 0.62
Reality
Tourist
4 .. 26 115 0.18 0.41 0.37
Destination
5 Immersive 25 95 0.25 0.53 0.44
6 Cultural Heritage | 23 67 0.11 0.32 0.38
7 Metaverse 23 55 0.11 0.26 3.42
8 Tourism 20 88 0.09 0.4 0.92
Development
9 Tourist Behavior | 19 77 0.15 0.37 0.78
10 Virtual Tourism 17 49 0.13 0.28 1.24

2) Four Domains of Immersive Tourism Research

Cluster analysis revealed four distinct yet interconnected thematic domains (Figure 1):

1.

Technological Foundation (red cluster): Centred on enabling technologies, including
virtual reality, augmented reality, and metaverse platforms.

Marketing Frontier (green cluster): Focused on how immersive technologies reshape
tourism marketing and consumer psychology, including tourist destinations, behaviour, and
development.

. Heritage Dimension (blue cluster): Examining applications in cultural heritage,

storytelling, and interpretive approaches.

Sustainability Paradigm (yellow cluster): Exploring contributions to responsible tourism,
including sustainability and COVID-19 resilience strategies.
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Figure 1: Clustered Network Visualisation of Immersive Tourism Research Keywords
3) Temporal Evolution: From Technology to Experience to Strategy

Temporal analysis revealed a clear evolutionary trajectory in immersive tourism research from
2015 to 2024 (Figure 2):

e First Generation (2015-2019): Characterised by foundational technological exploration,
with strong burst patterns for "virtual reality" (burst strength: 2.17) and "augmented reality"
(burst strength: 1.92).

e Second Generation (2020-2022): Expanded beyond technology to experiential
dimensions, with significant bursts for psychological concepts like "user experience" (burst
strength: 1.38) and "presence" (burst strength: 1.56).

e Third Generation (2022-2025): Characterised by next-generation platforms like the
"metaverse" (burst strength: 3.42), integration with pandemic response strategies, and
deeper exploration of sustainability applications.
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Figure 2: Temporal Overlay Visualisation of Immersive Tourism Keywords (2015 -2025)

Conclusion

This bibliometric analysis reveals immersive tourism as a dynamic research field that has evolved
from technological fascination to sophisticated strategic application. Virtual reality's dominant
position confirms its foundational role, while the emergence of metaverse-related keywords

(highest burst strength: 3.42) signals a potential paradigm shift toward persistent, social virtual
environments.

The temporal evolution from technology-focused to experience-focused and finally to strategically
orientated research highlights a maturing field. Recent research increasingly investigates how
immersive technologies can address fundamental tourism challenges, including overtourism,

accessibility, and sustainability, suggesting a transition from technological novelty to purposeful
application.

Based on these patterns, this study proposes the Immersive Tourism Research Integration Model
(ITRIM), Figure 3, which conceptualises immersive tourism research as comprising three
interconnected layers: technological affordances,

experiential dimensions, and strategic
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applications. This framework offers researchers a structured approach to positioning their work
and identifying connections with other research streams.

The Immersive Tourism Research Integration Model (ITRIM)

Marketing Heritage
Applications M| Preservation

Virtual Augmented Mixed Metaverse
Reality Reality Reality

R
.go
\otb
e Technological Affordances Layer
&
2015 « » 2025
Technology focused Experirnce focused Strategy-focused
(2015-2019) (2020-2022) (2022-2025)

Figure 3: The Immersive Tourism Research Integration Model (ITRIM)

The study's limitations include focusing on Scopus-indexed articles and relying on author-provided
keywords. Future research should incorporate multi-database approaches, examine citation
patterns alongside keyword co-occurrence, and develop frameworks that address the unique
characteristics of metaverse environments for tourism.
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Abstract

Purpose: This study examined the various techno stress factors affecting the customers' experience
in food and beverages (F&B) through the lens of socialization. As service encounters transform
through digitalization, understanding the impact of technology-induced stress on customer
satisfaction and engagement should be pivotal in examining dining experiences.

Study design/methodology/approach: The study uses a systematic review of the
literature to analyze technology-induced stressors affecting customers' experiences in

restaurants and bars. An analysis of the various technology-induced stressors contains usability
failures, privacy concerns, lack of human interaction, system reliability issues, and a plethora of
digital overload issues. The study demonstrates how technology is oftentimes a double-edged
sword: it can either distract from or enrich a seamless experience.

Results: Through an understanding of techno stress, F&B businesses can better optimize their
digital interfaces, enhance their customer service strategies, and scale digital interface approaches
that balance automation and personalization. Ultimately, the excellent design and implementation
of technology can enhance customer satisfaction by reducing stress.

Originality/value: This study adds to the contemporary debate on techno stress situated within the
F&B industry, offering insights into how businesses can maximize technology use while leaving
customer comfort and engagement intact.

Keywords Experience Stress Technology Food and Beverage Restaurant
Introduction

The culinary world has experienced tremendous transformation in contemporary times,
spearheaded by the fast embrace of technology in the whole process of dining. Online menus,
mobile ordering applications, Al-driven recommendations, and touchless payment systems have
transformed how patrons engage with restaurants, bars, and cafes. While these innovations bring
more convenience and efficiency, they also introduce new problems and concerns for customers.

Kim and Qu's (2021) study acknowledges that while technology has enhanced service delivery, it
can also lead to frustration and anxiety among some consumers who cannot cope with the fast rate
of evolution of digital technologies. Challenges in learning new systems, fear of data security, and
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potential technical failure can also complicate the dining experience. Likewise, Beldona et al.
(2018) observed that customers experience 'technology stress' when they use self-service
technologies, particularly when the systems are not user-friendly. Moreover, a move towards
technology-facilitated interactions has a tendency to diminish the human touch, a very critical
aspect of the hospitality sector. Tussyadiah and Park (2018) observe that reducing personal contact
in service experiences has a tendency to create a feeling of isolation and decline in customer
satisfaction.

This literature review examines the technology-based stressors that influence customer
experiences within the food and beverage sector. With an in-depth examination of the literature
that is available, it identifies the key themes and implications and provides practical
recommendations on how firms can create and enact technological interventions that contribute
to, rather than detract from, the overall dining experience.

Methodology

This study employs a systematic literature review method to examine technology-driven stressors
in customers' dining and drinking experiences. The review aims to find, categorize, and synthesize
the literature on the impact of technology on customer stress in the food service industry.

Data Sources and Search Strategy

An extensive search was carried out on academic databases including Google Scholar, Scopus,
Web of Science, and ScienceDirect. The search process included keywords such as:

"technology-related stress" AND "food and beverage industry"
"customer experience" AND "digitalization" AND "stress"
"technostress" AND "restaurant" OR "hospitality"
"self-service technology" AND "consumer dissatisfaction"

It only considered peer-reviewed journal papers, conference papers, and authentic industry reports
between 2000 and 2024.

Inclusion and Exclusion Criteria

Studies were included based on the following criteria:

-Published in English.

-Investigated technology-induced stress in food and beverage settings.
-Measured consumer attitudes, affective reactions, or behavioral outcomes.

-Empirical or theoretical research with a well-founded methodological approach.
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Exclusion criteria included:

-Research that concentrated only on employee-based stress.
-Look into non-food and beverage industries.

-Papers lacking empirical evidence or theoretical frameworks.
Restrictions

This review is constrained by its concentration on English-language research and use of secondary
sources. Also, given the pace at which technology is advancing, some findings could be outdated
in the future. Future studies can include primary data gathering to corroborate findings. By
employing this methodological framework, the present literature review offers a systematic
comprehension of the food and beverage sector's technology-based stressors, thus creating
additional value for academic discussion as well as real-world usefulness to service providers.

The Role of Technology in the Food and Beverage Industry

Technology is now a part of the food and beverage sector, impacting how customers find, purchase,
and experience their meals. The growth in internet websites, mobile apps, and online platforms has
established a synchronized and unified food system. Platforms like OpenTable and Yelp simplify
customer reservations and review reading, whereas food ordering sites like Uber Eats and
DoorDash allow customers to order and receive food with minimal effort (Kimes, 2008).
Moreover, restaurants are now embracing self-service kiosks, QR code menus, and Al-powered
chatbots to streamline and enhance customer interactions (Buhalis & Sinarta, 2019).

Though these innovations have enhanced efficiency and usability, they also introduced at the same
time complexities that may cause customer stress. The next sections elaborate on the key
technology-related stressors found in the literature.

1. Information Overload and Decision Fatigue

One of the most potent stressors in the modern digital landscape is information overload. The
spread of online websites, virtual menus, and food ordering applications has raised the level of
available choices to customers, sometimes to a bewildering degree. Schwartz (2004) referred to
the "paradox of choice," the notion that more choices can be freeing but also lead to decision
fatigue and stress.In the food and beverage sector, consumers are usually faced with very large
menus, many customization options, and a very large amount of online reviews, making it even
harder to choose. Chernev et al. (2015) discovered that consumers exposed to too much choice in
menus experienced increased stress and dissatisfaction. Likewise, Moe and Schweidel (2012)
underscored the notion that excessive review and rating can lead to confusion, as consumers find
it difficult to determine credible sources. This overabundance of information can eventually
deteriorate satisfaction and generate a feeling of frustration.
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2. Data Security and Privacy Concerns

The mass application of technology requests personal information, such as credit card information,
geographic location, and food preferences, from customers in the food and beverage sector. While
information definitely provides improved personalization and ease of transaction, it may also
expose the customer to privacy and security risks. In particular, Smith et al. (2011) remark that
risks such as identity theft, data breach, and misuse of information are increasingly worrying
consumers. An example of this phenomenon is in mobile payment systems, or loyalty programs,
which often require users to set up accounts and share sensitive personal information. Customer
anxiety may occur as a result of their belief that their information is not being adequately protected,
and a customer unwillingness to engage with such technologies may be evident (Belanger &
Crossler, 2011). Furthermore, insufficient transparency regarding data collection and usage
processes could undermine consumer trust even further.

3. Technical and Usability Challenges

Usability of technology is also a key driver of stress. Poorly intuitive interfaces, slow system
performance, and technical faults can disrupt transactions and frustrate consumers. Nielsen (2012)
emphasizes the importance of user-centered design in creating intuitive and productive digital
experiences. Where technology falls below these standards, it has the potential to negatively affect
brand impression and consumer satisfaction. Parasuraman and Grewal (2000) discovered that
shoppers who found it hard to use self-order kiosks or mobile order applications would abandon
their purchase and find a substitute. Technical glitches, including app breakdown, payment issue,
or incorrect orders, are likely to trigger elevated anxiety levels, especially among shoppers who
have limited time or availability.

4. Loss of Human Interaction

Despite the benefits technological advancements bring, a significant population of patrons hold
personal interaction with high priority as they enjoy eating out. Automation and digital processes
may lead to alienation despite the benefits technological advancements bring. Bitner et al. (2000)
argue that interactive relationships are fundamental in building excellent and memorable dining
experiences. For example, QR code menus and self-service kiosks reduce direct contact with
employees, resulting in an aspect that might be perceived as impersonal by certain clients. Lu et
al. (2020) find customers who had contact with employees during their meal were more satisfied
than customers who only used technology. Additionally, the lack of human contact can cause it to
be challenging for customers to obtain assistance when something goes awry, resulting in increased
frustration.

5. Adjustment to New Technologies

The pace at which technology evolves necessitates that consumers continuously learn new tools
and platforms. Although younger generations, being technologically inclined, will adopt these
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developments, older or less technologically inclined consumers may find them daunting. This
disparity in technical competencies will cause stress and anxiety in the individuals who feel either
bombarded by or left out of technology-driven systems. For instance, the shift to contactless
payment methods and digital menus amidst the COVID-19 pandemic was tricky for most
consumers, especially the elderly (Kim et al., 2021). Struggling to get through these technologies
may cause frustration and feelings of insufficiency. It is, therefore, crucial that companies take into
account the varying needs of their clientele and introduce technology in a way that is inclusive and
accessible.

6. How Technological Advancement Impacts Consumers' Expectations

With evolving technology, customer expectations evolve as well. Current consumers require
smooth, personalized experience, and quick services, which are difficult for firms to deliver
consistently. Inability to achieve such high expectations, as cited by Kimes (2008), results in stress
for both customers and service providers. At the same time, food delivery delays or mistakes in
web orders create dissatisfaction and frustration, particularly if consumers anticipate perfect
service founded on past experiences. Moreover, artificial intelligence-driven personalization and
custom-tailored offers can occasionally have unexpected side effects. Consumers can become
uneasy or feel their privacy invaded if they believe that their preferences are scrutinized to an
inappropriate degree (Ascarza et al., 2018). Achieving a proper balance between personalization
and privacy is critical in sustaining customer trust.

7. Coping Strategies and Mitigation Mechanisms

To manage the stressors linked to technology within the food and beverage sector, companies ought
to adopt measures focused on customer wellness and satisfaction. One of the useful strategies is
simplifying the user experience by limiting the variety of options and making decisions easier.
Also providing personalized menus according to customers' preferences can assist in alleviating
information overload (Chernev et al., 2015). Further, putting money into easy design and robust
technical infrastructure will minimize usability issues. Good instruction, tutorials, and readily
accessible customer support can help customers easily navigate new technology (Nielsen, 2012).
Maintaining a balance between technology and human touch is crucial as well—companies must
integrate digital tools in a way that augments but does not replace human service.

Conclusion

Technological innovations in the food and beverage sector have completely changed the dining
experience, with mostly advantages in form of efficiency, personalized service, and convenience.
However, such advantages also come with new challenges that could potentially curtail the
customer experience. Some of the major issues pointed out in several academic studies include
information overload, privacy concerns, usability issues, less human interaction, adaption toward
technology would be difficult, and higher expectations from customers. As an example, Wang et
al. (2020) reported that a plethora of digital menus or the recommendation systems may confuse
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consumers and result in decision fatigue. Similarly, Parasuraman et al. (2005) stated that usability
problems become the main cause of annoyance to the customers.

To combat these challenges, businesses will need to find a middle ground while adopting
technology into their operations. In this regard, creating user-friendly designs; providing correct
training and support provided to the omnichannel experience; and ensuring adequate transparency
regarding credit card and data use can serve to improve customer satisfaction and trust. Guttentag
et al. (2018) argue that companies that tend to focus on accessibility and usability of any product
or service are more likely to provide the customers with positive experiences. The business should
strive to keep a hybrid, where the warm-hearted experience and personalized service, which the
guests enjoy, may continue.

Future research should continue to explore the interactive relationship between technological
innovation and consumer satisfaction, particularly with the advent of innovations such as virtual
reality dining and Al-enabled personalization. Buhalis and Sinarta (2019) argue that the hospitality
industry's fast-changing technology continuously evaluates customer stress levels and satisfaction.
Because will address this timely and proactively, this will ensure that customers don't fault
technology for an unpleasant experience in the restaurant, ultimately leading to an enjoyable
experience for all.
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Abstract

Purpose: This study aims to reveal the problems and challenges faced by micro-entrepreneurs
providing services on the sharing economy platforms in the tourism and hospitality (T&H)
industry.

Study design/methodology/approach: To reveal the problems and challenges faced by micro-
entrepreneurs providing services on the sharing economy platforms in the T&H industry.
Qualitative data was collected by interviewing five Airbnb hosts in Tiirkiye. Following the
purposeful sampling method, a semi-structured interview form was used, and the collected data
was analyzed using the thematic analysis method.

Results: The thematic analysis reveals three main dimensions, including problems with guests,
problems with platforms, and legal challenges regarding the problems and challenges faced by
micro-entrepreneurs providing services on the sharing economy platforms in the T&H industry.

Originality/value: This study contributes significantly to the literature by empirically examining
the problems and challenges encountered by micro-entrepreneurs providing services on sharing
economy platforms in the tourism and hospitality industry. In addition, as a practical inference, it
presents knowledge about the issues encountered by micro-entrepreneurs who provide services to
large sharing economy actors (Airbnb, Uber, etc.) on the platform.

Keywords: Sharing Economy, Tourism Sharing Economy, Entrepreneurship, Micro-
Entrepreneurship, Entrepreneurship Challenges

Introduction

There are various entrepreneurial challenges as well as opportunities for micro-entrepreneurs.
Studies on entrepreneurship challenges in the SE (Alrawadieh & Alrawadieh, 2018; Hajli et al.,
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2024; Karlsson et al., 2017; Kapoor & Tucker, 2017; Liu, 2006; McNamara, 2015; Ruilin & Xin,
2021; Tussyadiah, 2015; Tussyadiah & Park, 2018; Vermeulen & Seegers, 2009; Zhang et al.,
2019); however; to the best of authors knowledge, no studies has focused on the problems and
challenges faced by micro-entrepreneurs providing services on the SE platforms in the T&H
industry. Based on this gap, this preliminary study aimed to reveal the problems and challenges
faced by micro-entrepreneurs operating in the SE in the T&H industry to contribute to the
literature. In this direction, three main themes (problems with guests, problems with platforms,
and legal challenges) were revealed regarding the problems and challenges faced by micro-
entrepreneurs.

Methodology

To gain an in-depth understanding of the problems and challenges faced by micro-entrepreneurs
providing services on the SE platforms in the T&H industry, because of the lack of a solid
framework to reveal the problems and challenges faced by micro-entrepreneurs, using the
purposive sampling method was deemed appropriate. Through purposeful methods, Airbnb hosts
were reached through the online collaboration platform, where they share Airbnb hosts. Given its
preliminary nature, this study included a sample of only five participants. Semi-structured
interviews with five hosts operating on the Airbnb platform in Tiirkiye were conducted via phone
and video calls and transcribed verbatim. The interviews lasted 34 minutes on average. Interview
data were analyzed using the thematic analysis method, so themes intentionally stated by
participants were selectively coded (Braun & Clarke, 2012). Original quotes taken from the
original interview transcripts were used to increase the data's reliability and help better understand
the findings (Elo & Kyngis, 2008).

Table 1. Profiles of Participants

Participa | Sex Age | Marital | Education Profession Sharing
nt Status | Level Economy
Activity
P1 Male |67 | Married | Bachelor Mechanical Airbnb Host
Degree Engineer
P2 Woma | 52 Married | Bachelor Banker Airbnb Host
n Degree
P3 Male |30 Single Bachelor Pool Company | Airbnb Host
Degree Owner
P4 Woma | 60 | Married | Bachelor Retired Airbnb Host
n Degree
P5 Male |35 Single Bachelor Tourism Airbnb Host
Degree
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Results
As a result of the thematic analysis, three main themes and eight sub-themes emerged.

Figure 1. Theme and Sub-Themes

Problems and Challenges

Problems with Guests Legal Challenges

Problems with Platforms

Cleanliness, Airbnb Law,
Non-compliance with Rules, Uncertainty of VAT Rates,
False Statement Uncertainty of Company Status

Customer Bias,
Lack of Transparency

Problems with Guests

Zhang et al. (2019) revealed that as micro-entrepreneurs in the SE, emotional stress caused by
guest reviews. This study revealed that, unlike the emotional stress caused by guest reviews during
the micro-entrepreneurship stage, micro-entrepreneurs faced different problems with guests
(cleanliness, non-compliance with rules, and false statements) after becoming entrepreneurs.
Participants stated that they had problems with cleanliness regarding guests. (P1) stated the
following on this issue:

"I had a problem with the guests. I had four single male guests. They left it very dirty. I also had a
female guest with three children. They left it very messy because of the children. "

Participants also stated that problems were caused by the guests not following the rules. (P3) stated
the following on this issue:

"Although we wrote on our Airbnb profile that noise should not be made after midnight, we faced
problems 4-5 times due to guests making noise after midnight."
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Participants stated that the guests made false statements. (P2) stated the following on this issue:

"I have had a few problems there due to communication problems with guests from abroad
regarding check-in times. I encountered a guest who bad-mouthed the house by falsely claiming it
was dirty, despite it being spotless, to get a refund ."

Problems with Platforms

Although there were no challenges related to platforms among the challenges faced during the
entrepreneurship stage (Alrawadieh & Alrawadieh, 2018; Hajli et al., 2024; Ruilin & Xin, 2021;
Tussyadiah & Park, 2018; Zhang et al., 2019), this study revealed that micro-entrepreneurs faced
various problems (customer bias and lack of transparency) with platforms after becoming
entrepreneurs. The opinions of participants who have problems with platforms are as follows :

’

"Airbnb does not stand behind the host in any way. It always puts the customer in the right place.’
(P2)

"Airbnb's commission rates are not fully transparent. While it shows 100,000 TL on my screen
when the customer comes to the payment screen, it says it is 110,000 TL. It needs to be clearer .”

(P3)

"Airbnb refunds the guest if they complain for an unethical reason. Airbnb customer
representatives accept the customer's statement as real. They immediately deduct 30% and send
the remaining amount to the host as a penalty. They are not being fair in this regard.” (P5)

Legal Challenges

Alrawadieh & Alrawadieh (2018) and Hajli et al. (2024) revealed that legal challenges are an
important obstacle for entrepreneurs in the entrepreneurship phase in the SE. This study revealed
that micro-entrepreneurs who faced legal challenges in the entrepreneurship phase also faced
different legal challenges (Airbnb law, uncertainty of VAT rates, and uncertainty of company
status) after becoming entrepreneurs. The participants' opinions about the challenges they faced
are as follows:

"I asked a tax office, and they told me 10%. In short, there is uncertainty. If this law sees us as a
tourism business, why don't we pay 10% VAT instead of 20% VAT?" (P1)

"Regarding the Airbnb law, getting permission from all the hosts in the building where Airbnb will
be built is very difficult.” (P4)

"The Tax Office says we have to pay 20% VAT. However, hotel businesses pay 10% VAT. If they
see us as a commercial business, why do they want us to pay accommodation tax and tourism
share?" (P5)
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Conclusion

Many studies have been conducted on the challenges faced by entrepreneurs in the
entrepreneurship phase in the SE however, the problems and challenges faced by micro-
entrepreneurs providing services on the SE platforms in the T&H industry has been ignored.
Therefore, this study made a significant contribution to the literature by revealing problems and
challenges faced by micro-entrepreneurs.

Furthermore, this study also provides knowledge about the problems and challenges faced by
micro-entrepreneurs serving on platforms (Airbnb) serving in the SE platforms in the T&H. As in
every study, there are limitations to this study. Since this study reveals the problems and challenges
faced by Airbnb hosts serving on the Airbnb platform, the problems and challenges of micro-
entrepreneurs serving on platforms other than the accommodation area of the SE platforms in the
T&H (transportation, food and beverage, and tourist guidance) could not be determined.

References

Alrawadieh Z., & Alrawadieh Z. (2018). Exploring entrepreneurship in the sharing
accommodation sector: Empirical evidence from a developing country, Tourism Management
Perspectives,28, 2211-9736. https://doi.org/10.1016/].tmp.2018.09.001

Braun, V., & Clarke, V. (2012). Thematic analysis. In H. Cooper (Ed.), APA handbook of research
methods in psychology (pp. 57-70). American Psychological Association.

Elo, S., & Kyngis, H. (2008). The qualitative content analysis. Journal of Advanced Nursing 62:
107-15. https://doi.org/10.1111/j.1365-2648.2007.04569..x.

Kapoor, A., & Tucker, C. (2017). How do platform participants respond to an unfair rating? An
Analysis of a Ride-Sharing Platform Using a Quasi-Experiment. Retrieved from.

Karlsson, L., Kemperman, A., & Dolnicar, S. (2017). May I sleep in your bed? Getting permission
to book. Annals of Tourism Research 62, 1-12.

Liu, Y., (2006). Word of mouth for movies: its dynamics and impact on Box office revenue. Journal
of Markting 70 (3), 74-89.

McNamara, B., (2015). Airbnb: a not-so-safe resting place. Journal of Telecommunications and
High Technology. Law 13(1), 149-170.

Nick Hajli, N., Irina Baydarova 1., & Tahir Nisar T. (2024). Digital Pages 148-157, ISSN 0278-
4319,

Tussyadiah, IP. (2015). An exploratory study on drivers and deterrents of collaborative
consumption in travel. In: Tussyadiah, 1., Inversini, A. (Eds.), Information and Communication
Technologies in Tourism. Springer, Cham, pp. 817-830.

Tussyadiah, IP., & Park, S. (2018). When guests trust hosts for their words: Host description and
trust in the sharing economy. Tourism Management 67, 261-272.

103


https://doi.org/10.1016/j.tmp.2018.09.001

The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Vermeulen, IE., & Seegers, D. (2009). Tried and tested: the impact of online hotel reviews on
consumer consideration. Tourism Management. 30 (1), 123—127.

Wang Ruilin & Jiang Xin.(2021). Analysis of bike-sharing enterprises' accounting and risk
decision-making. Trade fair

Zhang T., Bufquin D., & Lu C. (2019). A qualitative investigation of microentrepreneurship in the
sharing economy, International Journal of Hospitality Management, 79.

104



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

The Use of Artificial Intelligence Applications in Tourism Education

Nihan Ugur

Istanbul Nisantag1 University Turkey, Department of Tourism Management

Abstract

Purpose: This study explores the use of artificial intelligence (AI) applications in education, with
a particular focus on their role in tourism education. Al in education (AIE) is becoming
increasingly prevalent; however, there are different perspectives regarding its application in both
education and research.

Study Design/Methodology/Approach: This research is based on secondary data and consists of a
literature review. It synthesizes findings from primary sources to provide a comprehensive
overview of Al applications in education. The study was conducted by analyzing scholarly articles
on Al and examining recent technological advancements.

Results: Al can process educational, psychological, and social data, making it a valuable tool for
both students and educators. Al applications enhance the efficiency of educational systems by
streamlining tasks and improving learning outcomes. As universities strive to remain competitive,
they increasingly adopt Al technologies to attract students and enhance their academic offerings.
In tourism education, practical training is essential for gaining industry experience; however, it
may create time management challenges for students. Al applications support students
academically by offering personalized learning and flexible study options.

Originality/Value: There is limited research on Al in tourism education, making this study a
valuable contribution to the literature. By providing insights into Al applications in tourism
education, this research helps bridge the gap and supports future studies in the field.

Keywords Artificial Intelligence in Education, Educational Sciences, Tourism, Tourism Education

Introduction

There is an opinion that the first scientific discussion about a machine close to human intelligence
was made by Alan Turing (Turing, 1950). He raised the question, "Can machines think?" Although
Turing discussed the concept of artificial intelligence (Al) broadly, he did not specify what should
be done to achieve artificial intelligence. Newell and Simon (1954) were the first to work on
creating a computer program with general intelligence (McCarthy, 2007). The term "artificial
intelligence" was first used by McCarthy at the Dartmouth Conference in 1956 (Digital
Transformation Office, 2023).

Algorithms used in computers were developed in the 20th century. As they developed, machines
were built to mimic human intelligence according to specific rules. Artificial intelligence has been
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defined as the science and engineering of making smart machines (Ng, Leung, Chu, and Qiao,
2021). However, there is no widely accepted definition. The term artificial intelligence has been
used in different ways in various fields. The general definition of artificial intelligence now
includes learning and performing cognitive tasks with technological innovations such as neural
networks, machine learning, and natural language processing (Wang, 2019).

Machine learning and artificial intelligence are related but not the same. Machine learning refers
to a method where a computer learns from the data stored in its memory. Machine learning helps
the computer to have artificial intelligence. Al, on the other hand, is defined as the ability of a
computer or a robot controlled by a computer to perform tasks typically associated with intelligent
beings. The term artificial intelligence is used to describe adapting human-like features such as
reasoning, understanding, learning from past experiences, and making generalizations to
computers (Copeland, 2023).

To explain artificial intelligence in the tourism sector, Huang et al. (2022) used the Diffusion of
Innovations theory. Developed by Rogers (2003), the Diffusion of Innovations theory mentions
five characteristics in the adoption of new technologies in the tourism sector. These characteristics
are "compatibility," " relative advantage," "trialability," and "observability."

nn

complexity,

Devices with Al simplify people's lives with the data they collect and their updatable, customizable
programs. Al is used in image processing applications such as facial recognition, security, tagging
photos on social networks, synthetic images, and generating fake photos and videos. It also handles
voice processing tasks like voice assistants, response systems, music recognition, and converting
speech to text and text to speech. Al enables translation, online chat and assistant applications,
software fixes, and text processing applications. It is also used in data processing tasks such as
advertisements, music, and campaign recommendations, weather forecasting, route planning,
game engines, performance evaluation, and periodic maintenance reminders. In addition to
supporting health-related applications and autonomous vehicles, Al is used in big data analytics,
fraud detection, damage management, cybersecurity, agriculture, and livestock support (Digital
Transformation Office, 2023). Al applications have entered people's daily lives in many ways, such
as through smartphones, Google applications, smart assistants, and smart home devices. In
addition to being used in many sectors to improve user experience and increase efficiency, its use
is also becoming widespread in the field of education (Ng et al., 2021).

The research is based on secondary data. Studies conducted in the literature have been compiled.
The research in primary sources is summarized (Okumus, 2018). Articles related to Al have been
researched, and recent developments in the field of education have been examined.

(Luckin et al., 2016) stated that Al can be adapted to learning sciences, showing how learning
occurs by providing personalized education. (Altinpulluk, 2018) mentioned that Al is used in smart
learning environments together with Internet of Things applications. (Swiecki et al., 2022)
highlighted its use in grading and accessing materials. (Lund et al., 2023) pointed out its role in
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producing written content, while (Skavronskaya et al., 2023) discussed its use in spelling and
grammar checks.

There are studies in the literature on the use of artificial intelligence (Al) in education. Isler and
Kilig (2021) explored the purposes of using Al to develop students' personal learning. Chiu (2021)
focused on the application of Al in the curriculum of K-12 schools. Wong et al. (2020) discussed
where Al should start in education and teaching. Arslan and Kiirsat (2020) examined its
contributions to education. Yang (2019) highlighted the different uses of Al in education. Nelson
and Hoover (2020) studied the collaboration between processors and Al, and deep learning. Garrett
et al. (2020) worked on how universities should hire Al-experienced individuals to develop Al
Touretzky et al. (2019) explained the role of Al in K-12 education and its use in new curricula.
Hao (2019) discussed the rapid impact of Al in teaching and its effect on students' futures. Eaton
et al. (2018) addressed ethical issues in the use of Al

According to the findings from studies in the literature, Al facilitates reaching results by quickly
analyzing big data, and can assist in analyzing data from devices that communicate with each other
through the Internet of Things. Al can also help identify students' abilities in virtual worlds created
with virtual reality. Providing education related to robotics and using tools like ChatGPT can
contribute to students' academic development. This study aims to examine the use of Al
applications in education and determine their potential contributions to tourism education. By
identifying the effects of Al applications on the tourism education process, it is believed that the
study will contribute to the literature.

Artificial Intelligence in Education

The use of artificial intelligence (Al) in education is an important and popular topic in educational
sciences. Research on Al in education dates back about 30 years. Al and adaptive learning
technologies are considered significant developments in education. The 2018 and 2019 Horizon
reports by Educause predicted that Al use in education would increase. As educators explore the
pedagogical benefits of Al for supporting students, the development of Al also requires ethical
practices and carries certain risks (Zawacki-Richter, Marin, Bond, & Gouverneur, 2019).

In online courses, Al-powered robots explaining lessons to students have raised concerns among
educators. Al applications may cause worries about data protection and student privacy. Russel
(2010) emphasized the importance of ethical practices in Al research. Computers can perform
many tasks as if they have human-like understanding and intuition. However, even though they
may appear to reason like humans while completing a task, they do not actually have
comprehension or awareness.

With Al it is possible to create intelligence at a human level, which could lead to significant
changes in people's lives. The abilities that computers gain through Al might reach a level where
they could threaten human freedom and autonomy (Russell, 2010).
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The primary goal of using artificial intelligence in education (AIE) is to make precise calculations
related to educational, psychological, and social information. This helps determine how students
are affected by technology, as well as socio-economic and psychological factors. Al-powered
computers interact using human-like abilities. With AIE, precise calculations generate information
to enable the most effective learning (Luckin et al., 2016). Computers associated with human
cognition can perform learning and problem-solving tasks. The image categorizes Al in education
(AIE) into three main areas (Baker ve digerleri, 2019):

Student-Centered AIE:

e Adapts learning materials to students' needs
e Identifies students' strengths, weaknesses, and gaps
e Provides feedback

e Facilitates collaboration among students
Teacher-Centered AIE:

e Automates tasks
e Provides information on student and class progress

e Supports innovation and experimentation
Education System-Centered AIE:

e Assists in decision-making

e Facilitates data sharing

e Identifies deficiencies

e Manages schedules

e Supports evaluation
Baker et al. (2019) stated that student-centered Al in education (AIE) applications are "smart,"
"personalized," and "differentiated." These applications can identify students' needs and create
engaging and customized learning materials. Al can also detect students' strengths and
weaknesses, helping them overcome their deficiencies through personalized study programs.
Additionally, it provides feedback to support learning.

Al in education (AIE) enhances the teacher's role by automating tasks. These applications assist
with grading, plagiarism detection, feedback, and administrative work efficiently. Additionally,
Al allows teachers to track both class and individual student progress (Baker et al., 2019).

Al in education (AIE) benefits both education system administrators and school management.
With AIE, schools can share information, and updates about the education system can be quickly
distributed to all institutions (Baker et al., 2019).

Al in education (AIE) aims to address all aspects of learning. Research focuses on enabling
machines to use language, form concepts, and understand abstract ideas (Zawacki-Richter et al.,
2019). There are various studies in the literature related to AIE.
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Isler and Kilis (2021) researched the role of Al in students' personal development. They found that
Al enables personalized learning, improves academic success, makes online education more
effective than self-learning, and helps teachers save time.

Chiu (2021) studied Al integration into K-12 curricula. He identified key Al components,
including Al knowledge, content, processes, student engagement, teacher-student interaction, and
application flexibility.

Wong et al. (2020) discussed how Al can encourage students' curiosity in learning.

Arslan and Kiirsat (2020) explored Al applications in exploratory learning, data mining, article
analysis, and education for special needs children.

Yang (2019) and Touretzky et al. (2019) examined Al's role in K-12 education and its integration
into new curricula.

Nelson and Hoover (2020) studied Al collaboration with computing systems and deep learning'.
Garrett et al. (2020) analyzed how universities contribute to Al development by hiring Al experts.

Hao (2019) discussed the rapid impact of Al in teaching and its effects on students' futures. In his
study, he mentioned that students followed lessons through laptops and listened to the lessons
using headphones in the school he used as an example.

Eaton et al. (2018) emphasized the ethical use of Al. They stated that educational institutions
should benefit from Al's interdisciplinary use. They highlighted the importance of training on Al
to get the maximum benefit from it.

Artificial Intelligence in Tourism Education

The benefits brought by technology have become important for institutions providing tourism
education. Software that can help students gain hands-on experience while learning can be used to
create plans aimed at increasing students' knowledge and experience. With Al applications,
learning methods enhance students' knowledge and assist in developing their skills. By involving
students dynamically in education, it moves them away from a passive role (Ali, Nair, and Hussain,
2016). Developments in technology, such as thinking machines and artificial intelligence, have
caused changes in the education system (Chow, 2013). Students' educational needs and
expectations have changed, and they are now seeking different options. As students' expectations
have increased, universities have tried to compete and improve their attractiveness. They have
developed their education systems by benefiting from technological advancements (Jackson et al.,
2013).

" Deep learning is similar to machine learning, but instead of relying on predefined rules, the computer
organizes and adjusts data patterns on its own (Kaspersky, 2023).
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Studying tourism at vocational schools and universities helps train qualified workers and supports
the growth of a country's tourism industry (Kruss, 2004). Practical training and internships help
students gain experience and understand the industry better (Busby, 2005). However, financial
difficulties may force students to work part-time while studying. This can cause tiredness,
absenteeism, and time management challenges (Littlejohn & Watson, 2004).

Since tourism is a service-based industry, learning on the job helps students gain experience and
apply their education in real life. However, working while studying may also make it harder to
focus on classes. New technologies, such as Artificial Intelligence in Education (AIE), can support
students' academic success by offering personalized learning, study assistance, and smart tutoring
systems.

As technology advances, educational institutions have started using big data, the Internet of Things
(IoT), simulations, 3D modeling, artificial and vertical system integration, cloud computing,
cybersecurity networks, virtual reality (VR), augmented reality (AR), and robotics. The internet,
mobile devices, social media communication, and online courses have begun transforming tourism
education (Avgeli et al., 2020).

Methodology

The research was conducted by compiling secondary data. Review studies help provide a general
perspective on a topic by analyzing previous research in the literature. In such studies, the
researcher does not present original data but examines and interprets existing research
(Datamining, 2024).

In this study, literature was reviewed based on the keywords artificial intelligence, tourism, and
education.

Results

In the digital age, Al-powered applications are becoming part of tourism services. However, there
are relatively few studies in the literature on the relationship between tourism education and
artificial intelligence.

Ivanov and Soliman (2023) stated that ChatGPT can enhance tourism education and should be
integrated into the learning process. ChatGPT can reject inappropriate requests, generate
responses, and track users' previous searches. Although the accuracy of its information is
sometimes debated, ChatGPT is a time-saving tool. Tourism students can use it to support their
research on specific topics (Anders, 2022).

Skavronskaya et al. (2023) researched the academic effects of ChatGPT. They found it useful for
case studies, exploring specific topics, and working on projects. However, they also emphasized
the importance of considering ethical issues.
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Avgeli et al. (2020) researched the role of Al in tourism education. They highlighted that Al is used
in small-class seminars, social media integration, and online courses. They emphasized the need
for students to be trained with cutting-edge technologies.

However, they also pointed out that in tourism services—where empathy, communication,
teamwork, and customer relations are crucial—Al and robotic management models might
overshadow human skills.

Conclusion

The concept of "artificial intelligence" emerged for computers that, by adapting human-like logic,
the ability to draw conclusions from past experiences, and generalize, can evaluate data recorded
in their memory through machine learning (Copeland, 2023).Al applications have started being
used in education, and adaptive, personalized learning technologies are becoming more
widespread. While there are studies in the literature on Al and Al applications in tourism, research
on the use of artificial intelligence in tourism education is relatively limited. Artificial Intelligence
in Education (AIE) is used to assess how students are affected psychologically, educationally, and
socially. AIE applications help determine materials based on the student's needs, identify their
strengths and weaknesses, and provide feedback. They also facilitate collaboration among
students. Teachers and educators can automate administrative tasks, monitor the status of the class
and students, and implement innovations with the help of AIE applications. These applications are
used in administrative decision-making, data sharing, identifying weaknesses in the education
system and institution, scheduling, and further evaluations (Baker et al., 2019). AIE facilitates
information sharing between schools, allowing even schools with limited financial resources to
access necessary materials. It also provides educational opportunities for students from
disadvantaged groups. Through inter-school knowledge exchange, tourism students can transfer
the courses they take in online programs to count toward their graduation credits (MicroMasters,
2024). Through the use of AIE applications, the education system in tourism faculties and
vocational schools is improving. Hsu (2018) stated that learning with robots will become more
common in schools offering tourism education, and the shift toward a blended learning model will
require the use of teaching assistants. He also suggested that as AR and VR applications are
increasingly used in tourism education, there will be changes in the roles of educators. Universities
are trying to increase their appeal by leveraging technology. They store big data in the cloud and,
with the help of Al, can quickly analyze the data. Through AIE programs, tourism data science
programs can be developed, and students can take courses to analyze the large data obtained (Hsu
C. H., 2018).

The research has led to the following recommendations:
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o AlIE applications can help assess educators' psychological and social skills, as well as their
communication abilities.

e Academics can benefit from using ChatGPT in their research to save time.

o AlE applications can offer personalized education and research opportunities on topics that
interest students.

e Assignments can be tailored to students' interests.

e With the introduction of robots in the tourism sector, it is essential to highlight human
empathy in the course content. Creating course content that helps students learn to work in
harmony with robots can provide them with a competitive advantage in the future.

o Gamification applications can allow students to virtually visit hotels, helping all tourism
students, especially those studying guiding, learn about historical sites and destination-
specific cultures.

e In food and beverage-related courses, virtual presentation lessons can make it easier for
students in their future careers.

o In Al-supported virtual reality applications for ticket or tour sales, students can engage in
dialogue with customers.

Limitations

This study investigated the use of artificial intelligence in tourism education. While there are
relatively more examples of Al use in educational sciences, the information available on Al in
tourism education is limited. The limitation of the research at this stage is the inability to gather
opinions from students and instructors regarding the use of artificial intelligence applications. The
changes brought about by Al applications in tourism education, such as virtual reality, the effects
of robots on services and employees, and the influence of ChatGPT on research, cannot be clearly
determined. In the future, researchers may conduct studies on the use of Al applications in
educational institutions and academia. They can compile user opinions on Al applications.
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Abstract

Purpose: Generative Artificial Intelligence (GenAl) has the potential to advance inclusion and
sustainability in digital tourism by improving the accessibility of tourism experiences for people
with disabilities (PwD). However, GenAl’s expansion and versatility simultaneously create
challenges as tourism stakeholders must consider various factors and make numerous decisions
while exploring the possibilities. To manage this complexity, this paper aims to create a conceptual
framework for guiding tourism stakeholders in the process of creating accessible, digital, and
sustainable tourism services that actively leverage GenAl’s capabilities at every stage.

Study design/methodology/approach: The conceptual framework was formed by reviewing the
literature on digital accessibility, sustainable tourism, and GenAl applications to identify the stages
for developing accessible digital and sustainable tourism services and ways to integrate GenAl.

Results: The findings highlight a preliminary framework that outlines its guiding principles and
key stages, allowing the effective integration of GenAl at different phases of the development
cycle.

Originality/value: This paper provides a novel framework that guides tourism stakeholders in
strategically integrating GenAl tools to develop and deliver services that address the unique needs
of PwD while contributing to the broader goals of digital inclusion and sustainable tourism.

Keywords Generative Artificial Intelligence (GenAl), People with Disabilities, Conceptual
Framework, Digital Accessibility, Sustainable Tourism, Smart Tourism, Assistive Technologies

Introduction

Sustainable tourism promotes inclusivity and utilizes technology as a key enabler to achieve its
broader goals (UNWTO, 2021). One such transformative technology is Generative Al (GenAl),
particularly in the form of Large Language Models (LLMs), which offers a range of capabilities
(Dwivedi et al., 2023). GenAl can enable a gamut of personalized and adaptive tourism
simultaneously addressing the needs of people with disabilities (PwD). Beyond enhancing existing
tourism applications and services, GenAl can also aid in creating them, an aspect that has not been
adequately explored.
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Although the tourism industry already takes advantage of Al and GenAl-powered applications,
mainly as chatbots and virtual assistants, the degree of adoption is low, differs across tourism sub-
sectors, and neither addresses accessibility nor sustainability issues (OECD 2024). This can be
attributed to various parameters, including the technology’s early stage and the necessity to make
significant investments in financial, technical, and human capital. Further compounding this
situation is the lack of frameworks guiding tourism stakeholders in understanding the process and
the tradeoffs involved in developing GenAl powered applications. Therefore, businesses face
significant risks with only a few capable of absorbing potential losses.

To the best of our knowledge, existing frameworks in the tourism literature focus on evaluating
the effect of GenAl on customer experience and perceptions (Gaji¢ et al., 2024; Vena-Oya et al.,
2024), marketing strategies (Khan and Khan, 2024; Abrokwah-Larbi, 2023), or specific
applications (Ilieva et al., 2024). This observation highlights the absence of a structured approach
to facilitate broader GenAl adoption. Towards this end, this paper formulates a conceptual
framework integrating GenAl into the development cycle of inclusive tourism experiences aiming
to strengthen sustainable e-commerce, augment inclusivity, and create an equitable and sustainable
digital environment.

Methodology

The paper’s conceptual research involved scanning the literature for content, including the
following search terms: ‘“sustainable tourism,” “digital accessibility,” “Generative Al,” and
“inclusive tourism”. Key databases such as Scopus, Web of Science, Google Scholar, IEEE Xplore,
MDPI, and Springer were utilized to gather relevant academic articles, policy documents, and
industry reports. The collected literature (26 academic articles, 1 policy document, and 1 industry
report) was analyzed regarding the technologies employed in tourism, technologies that promote
accessibility for PwD, how Al, particularly GenAl, is utilized, and finally, the steps involved in
developing accessible digital services.

Results

The literature review highlighted numerous technologies employed in the tourism industry,
including the Internet of Things (IoT), Artificial Intelligence (Al), Robotics, Big Data, Blockchain,
Virtual and Augmented Reality, Speech and Facial Recognition, Chatbots, and Social Media
(Buhalis et al., 2024). Furthermore, according to OECD (2024), the tourism industry leverages
Al-powered solutions in marketing, sales, and business administration with 11% of firms in the
travel agency and tour operator sector having used at least one Al technology while the percentage
of businesses in accommodation and food services is at 4%.

The multitude of Al-powered applications focuses on improving customer experience and business
operations. Customer-wise, examples include 1) personalized and cost-effective destination
suggestions (Mukhopadhyay et al., 2022) based on tourists’ travel history and other travel-related
services, 2) travel itineraries optimization based on contextual information (Santamaria-Granados
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etal., 2021), 3) tourist guide applications providing real-time navigation and information (Chen et
al., 2020) and 4) translation applications of written or spoken text to assist tourists with language
obstacles (Bulchand-Gidumal, 2022). Business-wise (OECD, 2024), Al can be used to 1) automate
internal processes, 2) optimize price/cost through predictive maintenance and resource allocation
and 3) manage visitor flows with real-time data and automated decision-making.

Accessibility-wise, the few existing applications aim to improve the experience phase of tourism
by helping tourists immerse themselves in their activities. Examples of such assistive technologies
include autonomous indoor and outdoor navigation applications for people with visual disabilities
and blindness (Meliones and Sampson, 2018; Theodorou et al., 2022a, 2022b), and for the deaf
and hard of hearing (Milicchio and Prosperi, 2016), Al-powered wearable systems supporting
audio-based navigation, obstacle detection and avoidance for individuals with visual and kinetic
disabilities (Iakovidis et al., 2022), mobile applications that present points of interest (Ponciano et
al., 2021), enable remote navigation in museums (Jacobe et al., 2021) and provide augmented
reality exploration of cultural places (Constantinou et al., 2022).

The review revealed, also, that the developing process of such accessibility-enabling applications
is iterative and consists of various stages (Theodorou et al., 2022a, 2022b; Theofanous et al., 2024).
These stages include the transformation of the requirements of PwD into a design, the
implementation and evaluation of the solution in terms of the initial requirements and user
feedback, and the solution’s refinement after multiple repetitions of the process. Critical to both
the effectiveness of the process and of the generated artifact is the integration of stakeholders into
the development cycle (Theodorou & Meliones, 2022), as technological innovation and adherence
to established guidelines are not sufficient on their own (Theodorou et al., 2024a, 2024b).

GenAl provides opportunities to improve the process outlined above. However, given its versatile
capabilities, it is critical to identify where and to what extent it can be integrated into the
development process with inclusion and sustainability as priorities. Thus, a preliminary conceptual
framework is proposed to serve as the guiding foundation for these efforts (see Figure 1).
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Figure 1 - Conceptual Framework

As illustrated, sustainability, digital inclusion, and Al are the foundational pillars of the framework.
It adopts established guidelines (Theofanous et al., 2024) for sustainability and digital inclusion
while promoting Al literacy among the stakeholders, and Al technologies that are human-centric
and responsible towards society and the environment (Daswin de Silva et al., 2024). In addition to
the core principles, the framework incorporates the development cycle stages to generate a
specialized GenAl-enhanced process for developing a digitally accessible and sustainable
application.

The framework emphasizes gaining awareness of the available tools and their capabilities,
exploring potential use cases, and defining a strategy to access key resources, including computing
platforms and Al models required to accomplish its objectives. This will allow stakeholders to
tailor GenAl’s integration based on their available resources, technological expertise, and
operational capacity. Therefore, organizations with extensive resources will be able to implement
advanced GenAl solutions across multiple stages of the development cycle while those with
limited resources can adopt a more incremental approach, prioritizing GenAl opportunities that
can provide immediate benefit.

These opportunities are different in scope and results. Starting from the design phase, GenAl can
help to extract accessibility requirements for PwD and promote stakeholder co-creation by
facilitating better communication, streamlining the ideation process, and assisting in project
management. The implementation phase can leverage GenAl along with other technologies, such
as IoT devices, smartphones, and narrow Al, to create an accessible and sustainable product.
Simultaneously, GenAl can help develop effective personalized marketing strategies. The last
phase of continuous evaluation and refinement can leverage GenAl to test and gather feedback
from the user base to verify goal alignment. Specifically, GenAl can summarize user feedback,
identify patterns and sentiments, and facilitate the collaboration of stakeholders by generating clear
documentation of evaluation findings and suggested improvements. Finally, the framework
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emphasizes adopting short iteration cycles to keep up with the rapid technological progress and
the intense competition in the field. This framework will allow organizations to remain agile,
preserve high stakeholder engagement, adapt to emerging trends, and maintain a competitive edge.

Conclusion

This paper presented a conceptual framework that allows stakeholders and organizations to
navigate the space of GenAl solutions and customize the stages of the development cycle of
accessible applications based on the organization's resources and the opportunities GenAl offers
for each stage. The framework, although in the preliminary stage, suggests numerous ways to
integrate GenAl into the development cycle and emphasizes fast iteration cycles to keep up with
technological advances and the competition. Finally, a limitation of this study is the preliminary
nature of the conceptual framework; however, in the near future, it will be further refined and its
value validated with a use case.
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Abstract

Purpose: The study investigates the perceptions and experiences of managers regarding digital
transformation (DT) in the tourism and hospitality industry. By analyzing their adaptation to and
competence with digital technologies, the research aims to provide empirical insights into the
integration of digital tools in daily managerial tasks and strategic operations. The study focuses on
understanding how digital technologies influence managerial practices, including their knowledge,
adaptation, and operational use. It addresses the question: "What are the perceived and experienced
digital technologies at the managerial level in the tourism and hospitality industry?" Using a
stakeholder approach, it examines how DT has revolutionized hotel operations and managerial
experiences, drawing on current real-life business practices in North Cyprus.

Methodology: A qualitative research design is employed, incorporating in-depth interviews with
department heads and participant observations at selected hotels. A case study approach enables
an in-depth exploration of DT processes and their practical implications.

Originality: This research bridges significant gaps in the existing literature by offering empirical
insights into DT in hospitality. It provides actionable recommendations for practitioners while
advancing academic understanding of DT’s role in fostering innovation and competitiveness in the
sector.

Keywords Digital transformation, hospitality industry, managerial experiences, tourism
innovation, technological adoption

Introduction

In an era defined by globalization, businesses face relentless pressure to adapt to rapid
environmental changes, driven largely by technological advancements. The rapid integration of
digital technologies into all aspects of business operations and societal interactions highlights
digital transformation (DT) as a critical and emerging area to study which is driven by the need
for organizations to adapt to the profound changes brought about by globalization and
technological advancements. Due to globalization, businesses have been under increasing pressure
to adapt themselves to changes in their environment in recent decades (Kraus et al., 2021).

The tourism and hospitality (T&H) industry are chosen for this study, with its diverse segments
and far-reaching economic and social impacts, continuing to be a critical sector for global
economies. As it evolves in response to technological advancements and changing consumer
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behaviors, understanding its dynamics becomes increasingly important for both practitioners and
researchers. Digital transformation in tourism has significantly impacted the economy and society,
altering how enterprises compete and how tourism services are perceived, consumed, and accessed
(Kindzule-Millere & Zeverte-Rivza 2022).

The study aims to provide empirical analysis of the perceptions and experiences of managers by
understanding their level and competency of technological integration under the digital
transformation (DT) framework. The research will provide a scientific source to understand the
impact of existed digital technological tools at the business and impacts of those tools on their
daily business tasks and responsibilities by collecting data from managers. The goal of the study
is to comprehensively explore and analyze the digital transformation process in the tourism and
hospitality industry, focusing on understanding managers' experiences, technological adaptation,
and strategic frameworks that can enhance organizational competitiveness and innovation in the
digital age.

The current study designed to examine the main research question; What are the perceived and
experienced digital technologies in the T&H industry at the managerial level?”” For instance, the
study is designed to examine to ‘What are the current and ongoing practices by managers in terms
of their technology usage and its reflection to their business (daily routines’ The study will provide
current real-life business data in this context. The research question of the study directly addresses
the study's focus on understanding the level of knowledge, adaptation, and experiences of
managers during their current ongoing daily business actions and responsibilities. The research
employs a stakeholder/ people approach to analyze ‘how digital transformation has fundamentally
altered hotel operations and manager’s experiences’, and ‘how digital transformation is
revolutionizing hotel operations and management practices’. Examining how managers view DT
in relation to their operational management is the main goal of the study.

Scholars put their attention that the current literature on digital transformation reveals significant
research gaps that warrant further investigation (Rupeika-Apoga et al., 2022; Plekhanov et al.,
2023; Iranmanesh et al., 2022; Enholm et al., 2022; Alphun et al., 2024; Konopik et al., 2022;
Loureiro & Nascimento, 2021). In the evolving landscape of hospitality digital transformation
(DT), significant research gaps persist that demand scholarly attention (Peng et al., 2024; Busulwa
et al., 2022; Fan et al., 2024; Zhou et al., 2024). Furthermore, there is a knowledge gap since there
is still a dearth of empirical study on the factors driving digital transformation, despite its growing
significance (Rupeika-Apoga et al., 2022). Iranmanesh et al., 2022 added that existing studies
predominantly utilize quantitative approaches (secondary sources) without empirical data, limiting
the depth and generalizability of insights, particularly in sectors like hospitality and tourism. The
last but not least the slower pace and scope of digital transformation (DT) in the hospitality industry
compared to other sectors highlight the need for future research to address industry-specific

obstacles and explore technologically advanced hospitality companies through case studies (Peng
et al., 2024).
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Methodology

A case strategy method was applied in this research. The case study method is very helpful to
apply when trying to understand a topic, event, or phenomena in depth and in the context of real-
world experience. (Crowe, et al., 2011). Given that the objective of this research is to obtain
insights into the hospitality business under DT framework in north Cyprus, the case study approach
is well-suited for this purpose. This is because the case study approach allows for an in-depth
exploration of the subject matter.

A qualitative research method will be used for collecting data from the study. The study results
will be achieved by in-dept interviews with the head of the main departments of the hotel business.
Selected research methods will be applied to understand the level of digital knowledge and
experiences of managers with existing digital technologies of the hospitality business.
Furthermore, a case strategy method was applied in this research. Given that the objective of this
research is to obtain insights into the hospitality business under DT framework in north Cyprus,
the case study approach is well-suited for this purpose. This is because the case study approach
allows for an in-depth exploration of the subject matter. The method of the study will be completed
with interview sessions and participant observations at the selected hotels. Interview sessions will
held at the close and separated rooms at hotels where interviewers feel more relaxed and sharing
their thoughts and experiences objectively. Interview questions of the study are created based on
the literature foundations.

Conclusion

In conclusion, digital transformation in tourism and hospitality is reshaping operations, consumer
engagement, and strategic frameworks. This study, using a qualitative case approach in North
Cyprus, highlights managerial perceptions and the extent of technological integration in business
routines. This study aims to dive into technological or digital transformation that has been taking
place for a long time in hospitality business such as what and how and which technologies are
applied. Findings into literature indicate knowledge gaps and uneven adaptation, emphasizing the
need for enhanced digital literacy and workforce upskilling. Therefore, this study is designed to
determine the actual and present use of technology in the hospitality industry. Currently, no
research has been conducted using actual empirical data for such reasons. The goal of the study is
to produce useful information for practitioners as well as scientific research for academics.
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Abstract

Purpose: This study investigates the impact of digitalised tourism supply chains on value co-
creation and performance improvement in small, micro, and medium enterprises (SMMEs) in the
tourism industry within the KwaZulu-Natal and Eastern Cape provinces of South Africa. It aims
to providle SMMEs with actionable insights on leveraging digital technologies to enhance their
supply chain efficiency and value co-creation capabilities.

Study design/methodology/approach: The research design for this study is a quantitative research
survey. Data was collected through an online questionnaire administered to the study participants.
The data was analysed using descriptive statistics and inferential statistics to identify the impact
of digitalised tourism supply chains on value co-creation in SMMEs

Results: The results validate the findings by Ivanov and Dolgui (2021), who found that value co-
creation was more often instrumental in enhancing SMME efficiency, thereby creating critical
synergies deemed pertinent to the business. Besides, this kind of setup will further improve
information flow and expedite processes regarding business-client interaction.

Originality/value: the study underscores the significance of value co-creation as important in
driving the tourism supply chain network within SMMEs. The results of this study offer a new
perspective relating to the role of value co-creation towards enhancing business efficiency through
digitalisation. This mediated test presented in this study enhances our understanding of how and
under what circumstances value co-creation can influence supply chain networks toward improved
business performance.

Keywords Value co-creation, Digital supply chains, Supply chain networks
Introduction

Small, micro, and medium enterprises (SMMEs) are vital to South Africa's economy, contributing
significantly to employment and economic growth, whilst fostering social and political justice in
the nation (Ramsuraj, 2023). SMMEs provide self-sufficiency and enterprise entrance for those in
disadvantaged segments of society as well as serve as a breeding ground for innovation and

129



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

entrepreneurship (Rungani & Potgieter, 2018). SMMEs play a vital role in new product
development and technological innovation, driving industrial renewal and economic growth.
However, these enterprises face numerous challenges, including resource constraints, competitive
pressures, and dynamic market demands (Abid, Ceci & Aftab, 2024). Mhlongo and Daya (2023)
conducted a study on SMMEs in Gauteng which revealed that SMMEs consistently suffer from
relatively high levels of failures and lower performance levels caused by a lack of entrepreneurial
leadership skills, financial resources, financial education, infrastructure constraints, training, and
digital technologies. However, digital technologies and automating the tourism supply chain
enable SMMEs to improve supply chain efficiency, speed up processes, provide better insights,
and cut down manual errors, which all help to reduce total acquisition costs (Huser, 2024).
Digitalised tourism supply chains offer a significant competitive advantage for enterprises. For
example, decision-making is made easier and faster with the use of new disruptive technologies
(Big Data, Internet of Things, Artificial Intelligence, etc.). Fundamentals for this is the dynamic
capabilities theory (DCT) which has emerged as both an extension to and a reaction against the
inability of the resource-based view (RBV) to interpret the development and redevelopment of
resources and capabilities to address rapidly changing environments (Bleady, Ali & Ibrahim,
2018). The DCT is highly relevant to understanding the impact of digitalization on tourism supply
chain networks and value co-creation among Small, Medium, and Micro Enterprises (SMMEs).
This theory, rooted in strategic management, posits that an organisation’s ability to integrate, build,
and reconfigure internal and external competencies is crucial for achieving and sustaining
competitive advantage in rapidly changing environments (Teece, Pisano & Shuen, 1997).

In the context of digitalization within tourism supply chain networks, DCT suggests that SMMEs
must develop dynamic capabilities to effectively leverage digital tools and technologies. These
capabilities include sensing market opportunities, seizing those opportunities through the
deployment of digital resources, and transforming or reconfiguring their operations to maintain
competitiveness. The study sought to address failures by SMMEs to effectively integrate
digitalisation into their operations, which can limit their competitiveness. This study presents the
following hypothesis;

H1: Digitalisation has a positive impact on tourism supply chain networks

H2: Enhanced value co-creation through digitalisation leads to improved overall performance of
SMME:s supply chain networks

Methodology

A literature review was conducted to identify the existing research on value co-creation and
digitalised tourism supply chains in SMMESs. The research design for this study is a quantitative
research survey that aims to investigate the impact of digitalised tourism supply chains on value
co-creation in SMMEs. There are 2.4 million SMMEs in South Africa, with 381742 in KwaZulu
Natal, and 232367 in Eastern Cape (SEDA, 2021). The research method used in this study is a
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survey questionnaire developed by the authors, and it was administered to 288 SMMEs in
KwaZulu Natal and Eastern Cape. The study participants were 288 SMMEs, including 126 from
KwaZulu Natal and 162 from the Eastern Cape. The inclusion criteria for this study were SMMEs
that had implemented digitalised supply chain practices and were willing to participate in the
survey. The exclusion criteria for this study were SMMEs that did not have digitalised supply chain
practices or were not willing to participate in the survey. The data was collected through an online
survey questionnaire that was administered to the study participants. The data was analysed using
descriptive statistics and inferential statistics to identify the impact of digitalised tourism supply
chains on value co-creation in SMMEs. Regression analysis was used to test hypotheses. This
enabled researchers to explore relationships between identified concepts.

Results

The descriptive and inferential statistics analysis of the data was undertaken and presented thereof.
A five-point Likert scale questionnaire was developed and distributed. The questionnaire was
assessed for internal and external consistency. The data was collected from a sample size of 288
respondents.

Table 1: Reliability test

Constructs Item-test | Cronbach’s
correlation | test
Digitalisation 0.8752
D1 Big data to interact with suppliers 0.7675
D2 Different platforms to interact with government services | 0.7048
online
D3 Customer relationship management system 0.6893
D4 Analytics tools (e.g., Google Analytics, etc) 0.6897
D5 Computerised customer reservation system (web | 0.7910
booking engine)
D6 Mobile app 0.6735
D7 Chat/ instant online advice 0.6369
D8 Generative Al such as ChatGPT 0.6832
D9 Online professional/ community networks 0.7308
Value Co-creation 0.8195
VCCl1 Information (financial, production, design, etc.) is shared | 0.6261
with our suppliers.
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VCC2 We exchange information with our supplier frequently. 0.6102

VCC3 Any event or change that might affect the other party is | 0.6404
immediately communicated to the other.

VCC4 Information provided assists in building capacity to | 0.6745
contribute, or offer modified or different models of
engagement.

VCCs In our organisation, we deal flexibly with our partners 0.6216

VCCo6 We create value through interactions and are purposeful | 0.6226

VCC7 Our roles in different phases form part of co-creation; 0.4813

VCC8 Our digital tools impact value creation and consider | 0.4822
everyone in the supply network

VCC9 Data sharing platforms we use generate, acquire, and | 0.5058
store data to support the creation of value

VCC10 | We use a data sharing platform to enable and incentivise | 0.5591
stakeholders to make valuable interactions.

VCCI1 | We keep each other informed 0.5442
VCC12 | We listen to each other’s concerns 0.4817
VCCI13 | We consider insights, and provide feedback on our | 0.4567
decisions
Supply Chain Networks 0.7987
SCN1 We outsource widely available areas of expertise 0.5280
SCN2 We have a variety of different backgrounds and | 0.6296
experiences

SCN3 The resources or SMME:s in this community complement | 0.5930
each other

SCN4 We have skills and abilities that complement each other | 0.5938

SCN5 We regularly organize formal, strategic, or operational | 0.5881
meetings among our community.

SCN6 We also periodically organize informal social occasions | 0.5951
among our partners.

SCN7 The entrepreneurs themselves are usually involved in | 0.6098
these meetings.
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SCN8 In our network, partners’ staff are often involved in | 0.5341
teamwork with colleagues of the other partner firms.

SCNO9 In our network, we often organize training courses and | 0.6182
seminars for the partner entrepreneurs.

SCN10 In our network, we often organize joint training courses | 0.6738
and seminars for the employees of all partners

The reliability test, validity test, and item correlation analysis were conducted. All items were
found suitable for further statistical analysis. Table 1 shows that all constructs scored Cronbach’s
alpha coefficients above 0.7. It measures the internal consistency of the items on a scale. Further,
results show a positive relationship amongst study constructs with coefficients ranging from a
moderate positive relationship of 0.4813 to a strong positive relationship of 0.7910 respectively.
This signifies a positive relationship between digitalisation, value co-creation, and supply chain
networks.

Regression Analysis
Table 2: Number of observations
Number of observations 288
F(6, 281) 31.83
Prob > F 0.0000
R-Squared 0.4047
Adjusted R-Squared 0.3920
Root MSE 1.8783
Table 3: Parameter annotated output.
Supply Chain | Coefficients | Standard | t-value | p-value 95% CIE
Network error
Digitalisation | -.0026468 | .0459988 | -0.06 0.954 -.0931928 .0878992
Value  Co- | .2724437 0415999 | 6.55 0.000 1905566 .3543308
creation
Mediation -.0072009 |.0033075 |-2.18 0.030 -.0137115 -.0006902
effect of
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value co-
creation

Constant 17.60559 3654252 48.18 | 0.000 16.88627 18.32491

As shown in Table 2, the R-squared is 0.4047 indicating that approximately 40.47% of the variance
in the dependent variable (supply chain network) is explained by the independent variables in the
model. The adjusted R-squared (0.3920), which accounts for the number of predictors in the model,
is slightly lower at 39.20%, suggesting a modest adjustment for the number of predictors. The root
mean square error (RMSE) of 1.8783 provides a measure of the standard deviation of the residuals
or prediction errors. However, from the annotated output in Table 4, the results show that value
co-creation statistically predicts the tourism supply chain network, but the same cannot be said
with digitalisation which was found not to possess any prediction effect on the outcome variable.
For example, the results indicate that value co-creation had a significant predictive effect on the
tourism supply chain network. The relationship was statistically significant (B = 0.2724437; p =
0.000).

The results validate the findings by Ivanov & Dolgui, (2021) who found that value co-creation was
more often instrumental in enhancing SMME efficiency thereby creating critical synergies deemed
pertinent to the business. This includes external critical synergies embedded in the dynamic
capabilities streams. Besides, this kind of setup will further improve information flow, and
expedite processes regarding business-client interaction. The digitalisation variable did not have a
predictive effect on the tourism supply chain network. The relationship was not statistically
significant (B=-.0026468; P=0.954). However, the outcome is in contrast with findings by Sigala
(2018) who state that digitalisation was a key driver in promoting tourism supply chain networks
through stakeholder collaborated efforts. They facilitate real-time information, data sharing, and
communication through different digital channels. Further, regression analysis was used to test
the hypothesis that value co-creation had a mediating effect between digitalisation and the tourism
supply chain network. The findings also present a statistically significant mediating effect of value
co-creation on digitalisation and tourism supply chain networks with an F-statistic value of 31.83,
which is statistically significant with a p-value of 0.030 at 95% confidence. In essence, dynamic
capabilities enable SMME:s to be flexible, innovative, and strategically respond to external and
internal environment thereby enhancing sustainable competitiveness toward value co-creation
(Teece, Pisano & Shuen, 1997).

Conclusion

From the research findings, it could be concluded that value co-creation enhances the functioning
of tourism supply chain networks deemed crucial for attaining sound business performance.
Inversely, digitalisation did not have a predictive effect on tourism supply chain networks. instead,
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its predictive effect only came when the mediation effect of value co-creation. However, the study
underscores the significance of value co-creation as important in driving the tourism supply chain
network within SMME:s. The results of this study offer a new perspective relating to the role of
dynamic capabilities theory in promoting value co-creation towards enhancing business efficiency
through digitalisation. This mediated test presented in this study enhances our understanding of
how and under what circumstances value co-creation can influence tourism supply chain networks
toward improved business performance. Digitalisation in place alone may be inadequate, the
system should be tailor-made to meet the needs of various stakeholders, hence the need for SMMEs
to constantly engage with stakeholders within the value chain.
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Abstract

Purpose: The objective of this study is to examine how hospitality and leisure in the context of the
metaverse have been addressed in scientific publications in tourism since 2022, when this topic
emerged in society.

Study design/methodology/approach: This article presents a systematic literature review
combined with a narrative review.

Results: A multitude of extant studies have indicated that the metaverse is redefining hospitality
and leisure by offering immersive virtual spaces with digitally customizable services.

Originality/value: The concept of hospitality and leisure in the metaverse is frequently linked to
the recreation of conventional experiences within a highly immersive virtual environment,
incorporating innovative components such as avatar-based interactions and customized services.

Findings/conclusions: The concept of hospitality and leisure in the metaverse encompasses not
only the extension of conventional practices but also the potential for their reinvention, through
the integration of technology, culture, and innovation. This integration fosters the creation of
tourist experiences that transcend the boundaries between the physical and virtual realms, thereby
establishing a phygital environment.

Keywords: Metaverse, Metaverse Tourism, Hospitality and Leisure, Hospitality Tourism,
Metaverse Hospitality, Immersive Experiences.

Introduction

The accelerated growth of tourism has given rise to the phenomenon of overtourism. This phenomenon
has been extensively documented in the extant literature (Gossling et al., 2019; Go & Kang, 2023),
with a particular emphasis on its impact on the environment and the socio-economic challenges
confronting local populations. In response to these challenges, novel approaches and alternatives to
tourism have been considered, and the metaverse has emerged as one of them.

The metaverse is a digital immersive space that utilizes advanced technologies, to facilitate social
interactions and generate customized experiences (Filimonau et al., 2022). This emerging
technological frontier holds the potential to transform the way tourists experience the world,
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offering immersive experiences that are independent of physical presence at a destination.
Consequently, this investigation aims to examine the manner in which hospitality and leisure
within the metaverse have been addressed in scientific publications in the domain of tourism since
2022, a significant year in the emergence of this theme in society. To this end, the systematic
literature review method was adopted, focusing on the last three years, 2022 to 2024, associated
with a narrative review.

The extant literature (Pizam & Tasci, 2019; Filimonau et al., 2022; Buhalis et al., 2023; Koo et al.,
2023), suggests that the metaverse has the potential to serve as an innovative alternative to physical
tourism. Alternative viewpoints, advocate for metaverse tourism to be regarded as a
complementary modality to physical tourism, thereby enriching and diversifying tourists'
experiences without supplanting the prevailing paradigm (Ramkissoon et al., 2024). Studies such
as that by Filimonau et al. (2022) underscore the significance of incorporating cultural factors,
technological accessibility, and personalization of experiences in the metaverse. Almeida (2023)
underscores its significance in regional development, a domain with a robust association with
tourism. This discourse underscores the emergence of the research domain and the manifold
possibilities for the tourism industry. Thus, it is crucial to acknowledge that immersive virtual tourism
should not be regarded as a substitute for physical tourism; rather, it should be regarded as a
complementary alternative.

The novelty of this study lies in its exploration of hospitality and leisure in the context of the metaverse,
a recent topic in scientific tourism publications, with particular attention to the emergence of this
approach from 2022 onwards. While traditional tourism has been extensively studied in relation to
sustainability and social and environmental impacts, the metaverse offers an innovative and disruptive
perspective that merits further investigation.

This work begins with the presentation of the central themes of the study, advancing to the review
of the literature and methodology. Afterwards, the results and discussions follow and, finally, the
conclusion is summarized.

Literature review

Metaverse

According to Stephenson (1992), the term "metaverse" has its origins in narrative fiction,
representing a three-dimensional universe where individuals transcend their physical limitations
by interacting with avatars in a shared virtual reality. Initially confined to the domain of science
fiction, this concept has evolved to become a prominent feature of the contemporary digital
landscape. The metaverse is defined as a continuously evolving digital domain that integrates
virtual reality (VR), augmented reality (AR), a technologically advanced internet, and
semiconductors, thereby enabling individuals to experience personal and professional interactions
at an increasingly immersive and realistic level. In this paradigm, the physical and digital domains
are converging, enabling users to seamlessly navigate between these environments for various
purposes, including work, health, education, personal interests, and social interaction.
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The metaverse is a unification of various immersive technologies, distributed recording, spatial
computing, and other digital innovations, which collectively enable a more interactive, engaging, and
realistic digital experience for the user when consuming tourism products and services. This integration
underscores the significance of cognitive, affective, social, and sensory aspects as foundational
components of the user experience (Pizam & Tasci, 2019; McKinsey & Company, 2022).

The metaverse exerts a substantial influence on the customer experience with tourism companies,
encompassing the various phases of the journey: pre-trip, during the trip, and post-trip. In the pre-
trip phase, the metaverse contributes to the inspiration, planning, and booking of tourism products
and services. This technology enables customers to explore tourist attractions in destinations, such
as museums, parks, and local heritage sites, and to visualize and interact with the destination's
landscapes. Furthermore, it allows them to virtually experience the services offered by traditional
hotels and restaurants (Pizam & Tasci, 2019; Gursoy et al., 2022; Ramkissoon, 2022, 2024b;
Buhalis et al., 2023).

In the subsequent phase, the metaverse encompasses all the customer's interactions with tourism
products and services during the trip. At this stage, the metaverse provides the customer with the
opportunity to acquire in-depth knowledge about the importance, origin, and evolution of tourist
attractions through textual data or audiovisual information on destinations, which can enrich their
understanding of these places. Furthermore, it has the potential to enhance the tourist experience
by incorporating educational and entertainment resources, rendering the visit more engaging and
informative (Gursoy et al., 2022; Ramkissoon, 2022, 2024a; Buhalis et al., 2023).

In the post-trip phase, the metaverse offers the potential to facilitate the recollection of events and
the documentation and sharing of user-generated content. The expansion of knowledge and
engagement with individuals who have experienced similar things become significant factors in
socializing and exchanging information. The metaverse facilitates the revisiting and reliving of
past moments, as well as the sharing of content, knowledge, and resources with one's closest social
circles. This contributes to an impactful experience and memorable satisfaction (Gursoy et al.,
2022; Ramkissoon, 2022, 2024b; McKinsey & Company, 2023; Buhalis et al., 2023).

Hospitality and Leisure

Contemporary literature indicates a shift towards a new paradigm, emphasizing the necessity of
incorporating the social, natural, and cultural dimensions to accurately comprehend the consumer
experience in the hospitality environment and the services provided (Pizam & Tasci, 2019). A
notable milestone in this evolution is the transition from conventional services to a more digital
model, marked by the integration of live broadcasts, the adoption of interactive websites, and the
increasing implementation of artificial intelligence (Al) in the hospitality sector (Ji et al., 2024;
Yin et al., 2023).

The interaction between different cultures has been shown to have a significant influence on the
manner in which services are provided to consumers, thereby impacting the expectations that are
generated by their use. These disparities are particularly evident in the hospitality sector. In this
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context, adopting a multidimensional approach to creating immersive virtual spaces that are both
respectful and representative of cultural and religious values presents a wide range of opportunities
to enhance the experiences provided by the metaverse in the hospitality sector. Furthermore, this
approach contributes to the advancement of marketing literature by broadening the discussion on
the configuration of an emerging metaverse environment that is more favorable to the development
of services aligned with the needs of specific markets (Hall & Prayag, 2020; Dwivedi et al., 2022).
It is imperative to acknowledge that emergent trends are inextricably linked to perpetual evolution,
influenced by a myriad of factors including government policies, market demand, and the
dynamics of social systems. Within the domain of leisure and recreation, for instance, experts
engage in analysis of prevailing development trends, addressing their underlying causes and
ramifications. However, classroom teachers face the challenge of empowering students to identify
these trends autonomously. The cultivation of these competencies enhances students' analytical
capacity and fosters more sustainable benefits in their training and professional performance
(Gursoy et al., 2022; Ramkissoon, 2017; 2022; McKinsey & Company, 2023; Buhalis et al., 2023).
Proficiency in acquiring knowledge about emerging trends plays a pivotal role in teaching, as it
underscores the ability to carry out a holistic and systematic analysis of the dynamics in the leisure,
tourism, hospitality, recreation, and sport (LTHRS) sector. In extant research and pedagogical
materials concerning the evolution of the LTHRS industry, the emphasis has been on elucidating
and deliberating contemporary trends (Claveria & Poluzzi, 2018).

Research methodology

This study employs a hybrid approach, integrating a systematic literature review (SLR) with a
narrative review. The initial stage meticulously adheres to the standards of a systematic literature
review (SLR), implementing the PRISMA protocol to ensure a structured and transparent process
for selecting and analyzing relevant studies. The RSL facilitates the identification of significant
scientific contributions within the metaverse tourism and hospitality domain, underpinned by a
robust methodological framework founded on systematic inclusion and exclusion criteria (Guedes
& Borschiver, 2005; Marques, 2010; Costas, 2017; Wolfram, 2017).

Due to the limited number of studies analyzed (nine in total, with only six articles investigated in
depth), the second part of the study employs a narrative review, providing a more in-depth and
reflective analysis of each author's findings. This methodological approach enabled a
comprehensive exploration of the selected studies, taking into account both the prevailing context
and the emerging challenges pertinent to the subject matter. Additionally, it facilitated a reflective
examination of how diverse approaches can contribute to a more profound comprehension of
tourism within the metaverse.

A systematic approach was employed, entailing a search of the Scopus database utilizing the search
string ["metaverse AND tourism hospitality”; "metaverse AND “tourism hospitality” AND leisure].
Given the recent emergence of this subject area, documents were exclusively identified from
2022,2023,2024, due to the interest in more contemporary issues in the last 3 years. The inclusion
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criteria encompassed studies that explored the impact of the metaverse on hospitality and leisure,
encompassing the analysis of objectives, methodologies, and outcomes. We therefore use the following
PRISMA protocol:
1. Identification
o Database used: Scopus
e Search period: 2022 to 2024
e Search terms:
o "metaverse AND tourism hospitality" (9 documents)
o "metaverse AND tourism hospitality AND leisure" (2 documents)
e Records identified in the databases: 11 documents
2. Screening
e Records after duplicate removal: 9
e Records deleted after reading titles and abstracts: 0
e Records eligible for full review: 9
e Open access documents: 4
3. Eligibility --- Articles read in full: 4
4. Inclusion
e Studies included in the systematic review: 11
e Studies analyzed in the narrative review: 4

The search was conducted in the Scopus database, encompassing the period from 2022 to 2024,
and employed a set of key terms. Following a thorough screening and analysis of the documents,
nine studies were selected for inclusion in the review, offering a comprehensive overview of the
intersection between metaverse, tourism, hospitality, and leisure. However, it should be noted that
the researchers' access to the full corpus of studies was restricted, as the remaining studies were
subject to restrictions that precluded their full inclusion in the review.

Subsequently, the narrative review method was adopted, which allowed for a more in-depth
analysis of the selected studies. This approach offered the advantage of contextualizing the authors'
findings within emerging trends in the field of tourism and hospitality in the metaverse, facilitating
the identification of research gaps and areas that require further investigation. This methodological
approach facilitated a critical and interpretive examination of the results, thereby complementing
the systematic structure of the RSL with a more dynamic and nuanced understanding of the
subjects addressed.

Studies investigated

The study by Ramkissoon, Singh, and Igbal (2024) presents an exhaustive analysis of the potential
impact of the growth and expansion of the metaverse on smart tourism and other immersive
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technologies, such as virtual reality (VR) and augmented reality (AR). The article provides an
extensive academic review of these topics, highlighting how the metaverse can transform the
tourist experience by providing more immersive and personalized interactions, as well as
facilitating remote access to tourist destinations. The authors explore the benefits of the metaverse
in creating immersive experiences, suggesting that it can complement physical tourism, reducing
negative impacts such as overtourism, while offering new opportunities for tourists.

However, the study also underscores the necessity for additional research to comprehensively
understand the long-term implications of metaverse integration in tourism sectors, particularly in
relation to accessibility, cultural concerns, and the consumer experience. A salient issue that merits
attention is the challenge of balancing the use of immersive technologies with the preservation of
the cultural authenticity of tourist destinations. Ensuring the sustainability of digital tourism is
contingent upon addressing this critical issue.

This article makes a significant contribution to the field of smart tourism by offering a
comprehensive analysis of the implications of the metaverse for tourism. However, the article also
raises crucial questions for future research, such as the role of artificial intelligence (Al) and the
personalization of experiences in the metaverse. In exploring these themes, the authors posit the
necessity for a more robust framework for the effective and sustainable integration of these
technologies into the tourism sector. The authors further posit that the metaverse can serve as a
pivotal strategy for mitigating the adverse impacts of conventional tourism. However, a more
thorough examination of the implementation of these technologies in an accessible and ethical
manner is imperative to substantiate these claims.

Filimonau, Ashton, and Stankov's (2022) study provides a thorough examination of the emergence
of virtual spaces as novel consumer scenarios within the domains of tourism, hospitality, and
events. Through the integration of technologies such as the metaverse, virtual reality (VR), and
augmented reality (AR), the authors underscore the opportunities and challenges presented by
these technologies to the tourism industry. Notwithstanding certain limitations, the study provides
a solid foundation for future research into how these technologies are shaping practices and
experiences in the tourism and events sector. It is imperative for companies looking to adapt to a
digital future. The advent of virtual spaces is precipitating a paradigm shift in the manner in which
consumers experience tourist destinations, hospitality services, and events, given the mounting
demand for digital experiences. Consequently, the integration of these emerging technologies is
inaugurating an unprecedented era in consumption, offering experiences that are more
personalized, immersive, and interactive. Consequently, the accessibility and adaptation of these
technologies pose challenges for the tourism and events sector, necessitating innovations in the
design and delivery of services. This scenario underscores the mounting imperative for regulatory
frameworks and ethical considerations in the integration of these technologies, with a particular
focus on safeguarding consumer privacy and ensuring security measures are in place.

The study by Meena et al. (2024) posits that the integration of goods and experiences within the
metaverse can serve as a strategic conduit for diversifying tourism resources and fostering
sustainable tourism practices. This integration offers profitable and innovative alternatives, thereby
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contributing to the enhancement of tourism sectoral sustainability. The authors emphasize that this
viewpoint enhances the discourse on sustainability in the tourism sector by incorporating digital
technology as a means to mitigate the environmental and social ramifications of conventional
tourism. The metaverse has the potential to offer virtual experiences that complement physical
visits, thereby reducing pressure on popular tourist destinations and providing new sources of
revenue without the costs associated with traditional tourism. A thorough examination of these
benefits within the framework of sustainability underscores the necessity for additional research
to ascertain the efficacy of immersive virtualization as a strategy for harmonizing the advancement
of the tourism industry with environmental, cultural, and economic challenges.

The study by Gau et al. (2024) presents the results of two "exploratory orientation" projects that
employed methodologies based on artificial intelligence (Al) and compared them with the results
obtained using the conventional method of content analysis. Additionally, the research explores
two supplementary projects in the context of "confirmatory verification," examining the
effectiveness of Al techniques in relation to traditional content analysis approaches.

A thorough examination of the case studies reveals that while Al can offer significant benefits,
such as rapid processing of large volumes of data and the identification of complex patterns, it is
not without its limitations. While traditional content analysis methods retain a valuable role in
research, Al offers a more dynamic and modern approach, especially in large datasets and
emerging research areas such as metaverse tourism.

The authors' contributions to the extant literature are twofold: first, they explore the impact of
emerging technologies, such as Al, in the field of tourism and hospitality; and second, they suggest
that future research should consider a deeper integration of these new tools, balancing them with
traditional practices. The utilization of Al, particularly in the domain of large-scale data analysis,
has the potential to enhance the comprehension of the dynamic facets of tourism.

The study by Noor et al. (2024) makes several notable contributions to the extant literature on tourism
in the metaverse, with a particular focus on the halal market and the specific needs of Muslim travelers.
The paper introduces the concept of "experienscape" as a service landscape model applicable to the
halal metaverse, identifying the need to create immersive and cultural experiences suitable for this
audience in the digital context. The proposed "experienscape" model represents an adaptation of the
traditional service landscape model, tailored to accommodate the cultural and religious particularities
of Muslim consumers in the virtual environment. This innovative approach offers a novel framework
for the development of tourist services in the metaverse.

The authors of the research paper propose the "5 Ps of the halal metaverse," which address the
fundamental aspects of catering to the needs of Muslim travelers in the metaverse. These aspects
include personalization, privacy, protection, service delivery, and purpose. This model underscores
the distinctive challenges and opportunities inherent in adapting the metaverse to a particular
market, emphasizing the necessity of aligning with the cultural, religious, and social expectations
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of travelers—a critical aspect frequently disregarded in the development of emerging technologies.
The "5 Ps" framework emerges as a pragmatic instrument to facilitate the development of more
inclusive and culturally sensitive virtual tourism experiences.

In conclusion, the study makes a significant contribution by developing a service landscape model
for the halal metaverse. This model integrates relevant digital media components with the cultural
and religious needs of the target audience. This model provides a theoretical and practical
foundation for the design of experiences in the metaverse targeting the halal market. It proposes a
unique framework that can be utilized by companies and professionals in the tourism industry to
develop and offer services that are more aligned with the demands of this specific audience. The
study underscores the imperative for meticulous and culturally sensitive development of the

metaverse to cater to specific cultural markets, thereby unveiling novel prospects for digital
inclusion in metaverse tourism (Table 1).

Table 1. Summary of the studies investigated

Authors Title Year Relevance to the Study Categories
Ramkissoon A Research Agenda 2024 Discusses the impact of the Metaverse, Smart
H., Singh for Tourism, metaverse on tourism and Tourism,
R., Igbal J. Hospitality and the hospitality, addressing future Immersive
Metaverse research questions. Technologies.
Filimonau Virtual spaces as 2022 He analyzes how the Consumption,
V., Ashton the future  of metaverse can  change Metaverse,
M., Stankov consumption in consumption practices in the Events,
U. tourism, hospitality tourism and hospitality Hospitality
and events sector.
Gau L.-S., Innovative 2024 It presents use cases of Al in  Artificial
Chu H.-T., Teaching of Al- tourism, comparing it with Intelligence, Data
Pham D.T., Based Text Mining traditional data analysis Analysis, Tourism
Huang C.- and ChatGPT methods.
H. Applications  for
Trend Recognition
in Tourism and
Hospitality
Noor N., Halal servicescape 2024 Explores the concept of Halal  Tourism,
Sharifonnas in the metaverse "experienscape" for halal Metaverse,
abi F., tourism in the metaverse, Service
Nallarasan focusing on the inclusion of Landscape
N.K. cultural needs.
Meena Role of Metaverse 2024 Presents a bibliometric study Metaverse,
M.K., in Future of on the role of the metaverse Tourism,
Kumar S., Tourism, in tourism and hospitality. Bibliometrics,
Valeri M. Hospitality, and Hospitality
Events: Insights
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from Bibliometric

Review
Morrison Marketing and 2023 It analyzes the management Marketing,
A.M. Managing Tourism of  tourist  destinations, Destination
Destinations: Third relevant to understanding Management,
Edition how marketing applies to Digital Tourism
digital tourism and the
metaverse.

Source: Authors.

The categories in Table 1 reveals the presence of two overarching themes that serve as the guiding
principles for the analysis of the studies. Immersive Technology and Application Sectors.

a) Immersive Technology: This category encompasses the metaverse, immersive technologies, and
artificial intelligence. These elements signify the technological innovations that are reshaping the
tourism experience and its promotion. The metaverse, for instance, introduces novel forms of
interaction and immersion for tourists, while artificial intelligence (Al) facilitates personalization
of experiences, process optimization, and real-time data analysis.

b) The following list enumerates the application sectors: The studies encompass pivotal domains
such as tourism, hospitality, events, destination marketing, and halal tourism. These fields
represent areas in which emerging technologies, particularly the metaverse, are being applied, each
with its own set of challenges and opportunities.

The two central themes of technology and sectors of application facilitate comprehension of the
impact of emerging technologies on various dimensions of tourism. In this regard, the study by
Gau et al. (2024) is noteworthy for its proposal of an alternative method for trend analysis. Similarly,
Noor et al. (2024) make a significant contribution by exploring the intricacies of culturally sensitive
tourism. Ramkissoon et al. (2024) and Meena et al. (2024) adopt a more profound theoretical stance
on the impact of the metaverse. Additionally, Gau et al. (2024) underscore a significant lacuna in the
evaluation of the impact of Al on consumer behavior in tourism.

Results and discussions

The findings suggest that the metaverse has the potential to facilitate virtual visits to cultural and
natural heritage sites, thereby complementing in-person experiences and redistributing tourist
flows to lesser-explored destinations. Furthermore, the gamification and interactivity of digital
environments have the potential to encourage more sustainable behavior among tourists, thereby
preparing them for more responsible in-person experiences. However, it is imperative that the
metaverse fosters inclusivity, ensuring that users with varying degrees of technological familiarity
can access and derive enjoyment from its offerings, as highlighted by Ramkissoon et al. (2024).
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Another salient issue pertains to the existence of the illiterate metaverse user (Almeida, 2023), i.e.,
an individual who, while acquainted with digital technologies, still requires the development or
enhancement of skills to effectively interact in immersive environments. This predicament
underscores the imperative for digital inclusion and specialized training, underscoring the
necessity for the implementation of educational strategies that facilitate accessible and continuous
learning. In the context of tourism and hospitality, this gap can directly influence the user
experience, underscoring the need for companies and destination managers to invest in intuitive
interfaces, technical support, and training programs. These investments ensure that a broader
audience can capitalize on the opportunities provided by the metaverse.

Furthermore, the design of interactions and services in the metaverse must prioritize users'
individual preferences, creating experiences that include a sense of belonging. By taking into
account the unique needs and expectations of each user, it becomes feasible to construct a more
engaging and personalized digital environment that fosters a profound emotional connection with
the destination or service offered. As Rather (2023) emphasizes, the alignment of personalization
with the user's interests and values is instrumental in fostering loyalty and continuous engagement.
These scenarios are also essential for creating memorable experiences, as well as for the success
of the "metaverse territorial brands" (Almeida, 2024) of tourist destinations.

For Kang (2023), metaverse tourism can be based on the development of immersive tourism
products and experiences, with significant potential to support sustainable tourism. This approach
has the capacity to transform consumer attitudes and behavior, directly affecting their purchasing
decisions, influencing their choice preferences, consumption patterns, perceived value, and
decision-making processes. This impact is especially salient in the context of tourism, where
adapting to novel digital models has the potential to redefine tourists' expectations and promote
more sustainable practices in the sector (Gursoy et al., 2022).

A fundamental aspect of the discourse surrounding the metaverse pertains to the development of
increasingly immersive and interactive experiences. In this context, the level and type of
interaction with customers plays a crucial role in defining the experience. The integration of
advanced technology and sensory elements in novel interaction modalities holds the potential to
transform consumer perceptions and interactions with services, thereby broadening their
expectations and enriching the overall user experience (Koo et al., 2023; Gursoy et al., 2022).
However, significant challenges emerge as the metaverse expands in the tourism sector, including
technological barriers, digital inclusion, and the need for robust infrastructure to ensure its large-
scale adoption (Koo et al., 2023; Gursoy et al., 2022). The lack of accessibility for different user
profiles, especially in contexts with less connectivity or technological limitations, still represents
an obstacle. To facilitate the effective implementation of the metaverse, there is a necessity for
investment in advanced technologies and the establishment of an inclusive digital ecosystem.
Despite its nascent state, the metaverse demonstrates considerable potential in mitigating the
effects of overtourism by facilitating a more equitable distribution of tourist flows and offering
virtual alternatives that attract visitors without overloading physical destinations. Therefore, the
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metaverse has the potential to function as a strategic instrument for the promotion of tourism that
is more balanced, sustainable, and accessible for both tourists and local communities.

Final considerations

This study examined the impact of emerging technologies, particularly the metaverse and
immersive technologies, on the tourism sector. A comprehensive review of six seminal studies was
undertaken to identify the predominant trends and challenges associated with the integration of the
metaverse in tourism. These challenges encompass a wide range of issues, from the application of
artificial intelligence to the creation of inclusive and culturally sensitive tourism experiences.

The objective of this study was met, allowing for the investigation of how hospitality and leisure in the
context of metaverse tourism has been addressed in scientific publications in tourism since 2022, a
relevant moment for the emergence of this topic in society. The analysis of this research has enabled
us to examine the implications of the metaverse for tourism and related sectors. The study identified
two overarching themes: technology and application sectors. The study's primary findings include the
escalating significance of immersive technologies, such as the metaverse and Al, in the enhancement
of tourist experiences.

Theoretical contributions include the expansion of knowledge regarding the impact of the
metaverse and other emerging technologies on consumer behavior and the provision of tourism
services. From a social perspective, the study underscores the significance of crafting more
inclusive and diverse tourism experiences. From a practical standpoint, the findings underscore
the necessity to adapt tourism services to the emerging technological landscape, including the
challenges posed by nascent technologies. The implications for destination marketing and
hospitality practices necessitate innovations that consider the integration of Al and the
development of immersive experiences in the metaverse.

A notable limitation of the study was the relatively small number of studies that were analyzed. While
these studies offer a relevant overview, they do not fully capture the full potential of metaverse tourism.
Consequently, subsequent research endeavors may benefit from expanding the sample of studies,
incorporating more empirical approaches and field data.

This study provides a comprehensive overview of the transformation of tourism driven by the
metaverse and other emerging technologies. It highlights the opportunities and challenges that
arise from this innovation. As the metaverse continues to evolve, it is imperative for the tourism
industry to persist in exploring its potential, adapting its practices, and creating increasingly
interactive and accessible experiences. The metaverse's advent has given rise to novel dynamics
in the portrayal of destinations as tourism products, a shift in the competitive landscape of
destinations, and the promotion of the sustainability of existing resources.
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Abstract

Purpose: This study investigates and analyses the collaborative pathways between tourism
education and industry in fostering digitalization and entrepreneurship through an Afrocentric
approach like Ubuntu—that can enhance academic-industry partnerships, promote inclusive
growth and address systemic challenges within the South African tourism sector.

Study design/methodology/approach: This study adopts a qualitative research design and peer-to-
peer dialogue to explore collaborative pathways in tourism education and industry among six
facilitators from different institutions, 45 postgraduate students, and six industry leaders. The
methodology integrated primary and secondary data collection methods, ensuring a
comprehensive and nuanced analysis. Semi-structured interviews with key stakeholders helped to
capture experiences, insights, and perspectives on digitalization and collaborative practices.

Results: Findings underscored the importance of digital innovation, creative teaching tools, and
direct engagement with industry practitioners in preparing students for dynamic careers. Adopting
an Afrocentric lens grounded in Ubuntu enriches the discourse on tourism collaboration by
embedding principles of empathy, solidarity, and shared humanity. This approach aligns with the
cultural values of South Africa whilst providing a universal model for fostering meaningful
partnerships and sustainable development in the global tourism education landscape.

Originality/value: Framed within the Ubuntu philosophy, which is an Afrocentric framework
emphasizing interconnectedness and mutual support, it provides a strong theoretical foundation
for exploring collaborative pathways in tourism education and industry in fostering digitalization
and entrepreneurship.

Keywords Tourism education, entrepreneurship, digitalisation, collaborative pathways
Introduction

Tourism is a cornerstone of Africa's economic growth and cultural preservation (Pinto, Odoi,
Nogueira & Viana, 2025). This study investigates and analyses the collaborative pathways between
tourism education and industry in fostering digitalization and entrepreneurship, through a form of
collaborative session that brought together stakeholders from academia and industry, aiming to
prepare students for future tourism roles. The session addressed critical issues in aligning tourism
education with industry needs by exploring entrepreneurial opportunities, digital tools, and
interdisciplinary learning. The intersection of tourism education, digitalization, and
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entrepreneurship represents a critical area of research, particularly in preparing future-ready
graduates who can navigate the complexities of the modern tourism landscape. The sector faces
challenges stemming from digital disruptions and evolving workforce demands. This study
examines key scholarly perspectives on the role of digitalization, interdisciplinary collaboration,
and entrepreneurship in enhancing tourism education and aligning it with industry demands.
Studies embedding ubuntu leadership concepts in travel and tourism management are limited
(Sifolo, 2020). This study is grounded within Ubuntu Philosophy, which is the Afrocentric
framework emphasizing interconnectedness and mutual support which provides a strong
theoretical foundation for exploring collaborative pathways in tourism education and industry.
Translated as "I am because we are," (Adeola & Kimbu, 2024); Ubuntu aligns with the paper's
focus on bridging academia, digitalization, and entrepreneurship. According to Banerjee and Khan,
(2024), embracing the concept of Ubuntu (I am because we are) can enhance tourism sustainability
through digitalisation. It emphasizes community-centred collaboration, inclusivity, and shared
growth, which is particularly relevant in addressing systemic inequalities (Banerjee & Khan,
2024), not only in South Africa's tourism sector, but in the African continent.

Despite the growing importance of collaboration between academia and the tourism industry in
fostering digitalization and entrepreneurship, significant gaps remain in aligning educational
practices with industry needs. In South Africa, where the tourism sector is a critical contributor to
economic growth and job creation, the lack of cohesive academic-industry partnerships hampers
the development of digital skills and entrepreneurial competencies among students (Abrahams,
2019). Additionally, systemic inequalities and limited access to digital technologies exacerbate
these challenges, particularly for small, micro, and medium enterprises (SMMEs) in the tourism
sector. This disconnect hinders the sector's ability to adapt to technological advancements,
innovate, and remain competitive in a rapidly evolving global market. Furthermore, the absence
of culturally relevant frameworks in collaborative efforts limits inclusivity and community
empowerment. The research problem, therefore, lies in understanding how academia, industry, and
entrepreneurship can collaboratively leverage digitalization to address these challenges and
promote inclusive, sustainable growth within the South African tourism sector.

Methodology

This research study adopts a qualitative design emphasizing peer-to-peer interactions and
relationships. Breuer, Witz, Skerlj, Braun, Bak, Naceri, Tigard, Haddadin, Buyx, Eisenberger and
Miiller (2024: 3) state that the term ‘peer-to-peer relationship’ is used to describe the trusting and
collegial connections that can develop between academic peers from different disciplinary
backgrounds. This approach is well-suited to exploring the complexities and interrelationships
between tourism education, industry collaboration, and the role of digitalization and
entrepreneurship. The research adopts a comprehensive data collection approach, incorporating
both primary and secondary data sources to investigate and analyse the collaborative pathways
between tourism education and industry in fostering digitalization and entrepreneurship.
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A free, open-source JavaScript library for visualizing data was used to develop Figure 1, which
presents the methodology applied in this study whilst prioritizing a deep understanding of
collaborative pathways, fostering mutual learning and actionable recommendations for
strengthening ties between tourism education and industry practices.

Participant Industry
Peer-to-Peer
Observation Practitioners
Dialogues Academics
Semi-Structured
Interviews
Data Key Students
Eocts Collection Stakeholders
Groups
Research
Methodology
Framework
Thematic
Data
Analysis Out Frameworks
Analysis Yieoimas for
Collaboration
Narrative
Analysis
Dodianont Entrepreneurial
Review Insights on Skills
Digitalization o

Results

There were 3 sessions held. Session 1delved into entrepreneurship insights in the African tourism
context. Discussions underscored the need for adaptive strategies to leverage local opportunities
and global trends. This session highlighted the potential of digitalization to transform the sector.
The participants collaboratively identified digital innovations such as blockchain for secure
transactions and social media for marketing needed by entrepreneurs in developing countries.
Session 2 focused on Human Resources and Skills Development, especially equipping students
with future-ready skills through creative teaching tools. Facilitator 2 demonstrated the potential of
unconventional platforms like TikTok to enhance student engagement and inspire research
innovation. The discussions revealed that integrating such tools into the curriculum can foster
critical thinking, creativity, and industry readiness among students. Session 3 was the final
collaborative session. The session focused on the practical expectations of tourism industry
employers. Industry practitioners shared insights on the effective use of digital tools and provided
advice on collaboration strategies. Students were encouraged to align their career aspirations with
industry requirements and proactively engage with professionals in their chosen fields. Academic
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institutions are pivotal in preparing students to navigate and innovate within the tourism sector.
Tourism programs can drive sustainable growth and empower graduates to excel in a rapidly
evolving landscape by fostering interdisciplinary collaboration and bridging the gap between
education and industry.

Academia
Research & Knowledge

Collaboration

Central connecting element

Entrepreneurship Digitalization
Economic Growth Innovation Tools

Figure 2 presents the conceptual framework of collaborative pathways in Tourism Education that
is driven by the philosophy of Ubuntu. Figure 2 illustrates the interplay between academia,
digitalisation, and entrepreneurship which is the vital force that connects all other elements;

1. Academia: Provides theoretical knowledge and research.

2. Digitalization: Offers tools for innovation and engagement.
3. Entrepreneurship: Drives innovation and economic growth.
4. Collaboration: Acts as the central element.

The central red circle represents ‘Collaboration’, academia, digitalization, and entrepreneurship.
Three interconnected nodes surround the centre, with academia (teal) - labelled with ‘Research &
Knowledge’, followed by digitalization (blue) - labelled with ‘Innovation Tools’ and
Entrepreneurship (green) - labelled with ‘Economic Growth’. The connecting lines between all
nodes represent the continuous flow of knowledge, resources, and innovation between these
sectors. This visualization emphasizes that successful innovation ecosystems rely on the synergy
between academic research, digital capabilities, and entrepreneurial drive, all facilitated through
active collaboration.

Conclusion

By integrating digitalization, entrepreneurship, and industry engagement into academic programs,
educational institutions can foster a workforce capable of driving sustainable growth in the sector.
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The insights from this session provide a roadmap for enhancing tourism education and aligning it
with industry needs, ensuring that students are well-equipped to thrive in a rapidly evolving global
landscape.
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Abstract

Purpose: The objective of the study is to analyze strategies employed by tourism destinations in
the metaverse, based on case studies of multiple destinations. The research seeks to understand
how these strategies are developed, what technologies are used, and what social, economic, and
cultural impacts emerge from this process.

Methodology/approach: The methodological approach is qualitative, with a multiple case study
that analyzes tourist destinations such as the Colosseum in Italy, the Dubai Frame in the United
Arab Emirates, the Eiffel Tower in Paris, Seoul City in South Korea, and Thailand.

Results: The findings suggest that the strategic implementation of the metaverse by tourism
destinations has proven effective in reaching a broader and more diverse audience, while
concurrently offering innovative experiences. Destinations such as Seoul and the Eiffel Tower
employ augmented reality to integrate historical and cultural elements into virtual tour, while Seoul
utilizes digital twins for interactive simulations.

Originality/value: This work offers an original contribution by exploring the intersections between
tourism and the metaverse, presenting a comprehensive analysis of technological strategies applied
to the branding and promotion of destinations. The research underscores the significance of the
metaverse as an innovation instrument in the tourism sector, demonstrating its potential to enhance
accessibility, engagement, and sustainability of destinations. The incorporation of multiple case
studies provides a global perspective on the implementation of these strategies, facilitating the
identification of common trends and challenges.

Keywords: Metaverse tourism, Tourist destinations, Destination management, Technological
strategies, Territorial brand, Technology in tourism.

Introduction

The metaverse, also referred to as Web 3.0, has emerged as a technological frontier that facilitates
transformation in the manner of interaction between individuals and spaces, thereby promoting the
development of alternative forms of cultural, social, and economic connection. Despite the absence
of a universally accepted definition, the metaverse is widely regarded as a highly immersive virtual
environment where individuals can engage in real-time interactions with other users and the digital
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environment, either concurrently or in a complementary manner, through the integration of
physical and digital elements (Almeida, 2023; Liu et al., 2023; Martins et al., 2023). In this context,
the phygital environment integrates the physical world and virtual reality, enhancing each other's
capabilities. Liu et al. (2023) explore the use of the metaverse in tourism destination marketing,
highlighting its ability to offer immersive and interactive experiences that transform the way
destinations communicate with tourists, mainly through gamified elements. In this sense, the
metaverse has the potential to fortify branding strategies at the territorial level, fostering more
compelling connections with the public in a context of accelerated global transformation.

The objective of this research is to analyze the strategies employed by tourist destinations in the
metaverse, based on case studies of multiple destinations. The objective is to comprehend the
evolution of these strategies, the technologies utilized, and the social, economic, and cultural
ramifications that emerge from this process. To this end, the researchers have adopted the multiple
case study approach proposed by Yin (2018).

In the context of tourism, the metaverse presents destinations with the opportunity to establish a
global presence, thereby facilitating the creation of immersive experiences that integrate virtual
reality, augmented reality, and digital twins (Auslander, 2022; Almeida, 2023; Liu et al., 2023).
These technologies empower visitors to explore historical, cultural, or natural site even before a
physical trip, or as a substitute in cases of geographical or economic limitations. A notable
illustration of this phenomenon is the Colosseum in Rome, which has developed a digital replica
of the historic site. This virtual representation, known as the Colosseum Metaverse, offers visitors
a virtual experience that emulates the grandeur of the Colosseum in its prime. This development
has given rise to a new form of tourism, termed metaverse tourism, which leverages advanced
technologies to provide visitors with alternative and immersive experiences. Furthermore, the
Colosseum employs augmented reality (AR) technology, enabling visitors to observe a digital
reconstruction by simply pointing their smartphone or tablet at the architectural structure. This
study explores the manner in which tourist destinations employ the metaverse and its associated
technologies to create differentiation, engage visitors, and enhance their territorial brands.

A prevailing challenge in this field pertains to the prediction of how tourist destinations might
leverage immersive digital experiences, such as the metaverse, to promote more sustainable and
conscious behaviors. From this perspective, destination management organizations can utilize the
metaverse to educate potential "tourists" by providing them with innovative educational
environments where they can "live" various types of sustainable experiences (Martins et al., 2023).

In the immersive reality of the metaverse digital environment, destination marketers have the
capacity to supply users with sight, sound, hearing and even smell, facilitated by emerging
technology (Auslander, 2022). The advent of immersive virtual reality tourism signifies a novel
technological frontier with the potential to be mainstreamed, showcasing renowned landmarks
such as the Louvre, the Taj Mahal, the Great Barrier Reef, the Eiffel Tower and the London Tower
Bridge. Within the virtual space, globally recognised locations are transformed into art exhibitions,
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concerts or social spaces. Furthermore, travellers interested in historical sites can access notes from
old records as part of a self-guided tour, enabled by the metaverse. Furthermore, a specific
attraction can be viewed from various angles as if it were live in an immersive virtual environment.
Once inside the metaverse, travellers have the capacity to create their avatars, participate in gaming
activities, engage in e-commerce, socialise with acquaintances, and explore exotic or traditional
destinations worldwide (Auslander, 2022). It is important to note that the metaverse is not intended
to replace physical travel; rather, it aims to integrate the digital world into consumers' everyday
lives.

It is important to acknowledge the significant advancements in global connectivity, mobile
technologies and digital literacy that have led to a notable increase in the relevance of this
initiative. The technological field has expressed its intention to move towards the development of
immersive virtual spaces that serve as a social, productive and recreational extension of
individuals, taking into account three fundamental elements: interactivity, corporeality and
persistence (Bautista, 2022). City managers have also articulated their commitment to propel and
enhance their public diplomacy processes by leveraging immersive virtual platforms through
functional replicas (digital twins). In these virtual spaces, individuals not only interact with each
other but also gain deeper insights into the cities, their public services and heritage offerings, and
the range of activities and services available in the digital realm. A notable illustration of this
phenomenon is the metaverse city developed by the South Korean city of Seoul in 2022, which
offers public services in a highly immersive and interactive virtual environment (Almeida, 2023).
However, there has also been the phenomenon of building and developing "cities" or "settlements"
in the metaverse, with very particular aesthetics and synergies, especially in decentralised
proposals in blockchain systems, such as Decentraland or The Sandbox. This scenario
demonstrates the emergent nature of the metaverse and the diverse approaches that have been
adopted for its utilisation over time. Bautista (2022) asserts that there is a paucity of
experimentation with the metaverse in relation to its potential, and that the objective has been to
develop thematic digital extensions of certain strategic areas of physical cities, such as historic
centres.

Digital immersion provides a medium through which individuals can engage in historical
exploration, facilitating the experience of virtual encounters with the past, space exploration, and
perilous natural phenomena such as volcanic eruptions. These environments offer a range of
applications, including professional, educational, financial, and social activities. Furthermore, the
metaverse has the potential to facilitate awareness, positioning, and destination branding, as well
as coordination and management, through digital twins. This immersive virtual territory presents
opportunities to support travel planning, interaction, and engagement, effectively transforming
user-consumer behavior. According to Buhalis et al. (2023), visiting and engaging with virtual
destinations serves to motivate physical travel rather than supplant it. The study by Almeida (2023)
and Almeida and Almeida (2021) emphasizes that the metaverse will not replace travel, but rather
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serve as a complement, allowing visitors to enjoy the best of both worlds, the physical and the
immersive virtual, thereby giving meaning to the term "phygital."

According to Pero (2022), the metaverse is comprised of two distinct population types: metaverse
natives and metaverse settlers. "The metaverse natives are typically under the age of 21 and have
been exposed to interactive online games throughout their lives [....] They exhibit a high level of
comfort, or even superiority, in socializing in digital spaces compared to the real world.
Conversely, the settlers of the metaverse inhabit the opposite side of this digital divide. These
individuals perceive a dichotomy between the digital and physical worlds, with the former being
perceived as a more confined domain relative to the latter" (Pero, 2022, n.p.). These divergent
perspectives give rise to disparate behaviors, influencing the societal acceptance of the metaverse
in contemporary times.

Despite the recent surge in research on metaverse attributes (Pero, 2022), the concept of metaverse
tourism remains under-explored within the tourism literature. This oversight has prompted the
formulation of four metaverse tourism propositions. Primarily, the predominant technologies of
metaverse tourism will elevate user immersion to an augmented level. Secondly, metaverse tourists
can develop more realistic expectations in the pre-trip stage. Thirdly, researchers should consider
the multi-identity profiles of metaverse tourists. Finally, metaverse tourism offers a new business
model in a digitalized economy. It is therefore imperative that tourism researchers develop a
comprehensive understanding of the metaverse tourism ecosystem and investigate the experience
of travelers at all stages—before, during, and after the trip—in order to develop more accurate and
relevant studies (Koo et al., 2022).

The metaverse is defined as an interconnected network of immersive and interactive virtual
environments where users, through digital avatars, experience a heightened sense of presence. This
immersion, which has been demonstrated to occur on both psychological and physiological levels
(Jones, 2021), facilitates real-time interactions with other participants and with virtual objects. As
such, it is a recent development that demands in-depth understanding within the travel and tourism
industry. Tsai's (2022) study explores the integration of concepts related to enactive cognition and
positive psychology, proposing and verifying a theoretical framework. The study's findings suggest
that the simultaneous effect of perceiving a holistic presence, comprising subdimensions of spatial
presence, social presence, and self-presence, along with holistic happiness, which incorporates
hedonia and eudaimonia, serves to strengthen the actual intention to visit a tourist destination
within the metaverse context. This study makes a significant contribution to the field by offering
a novel perspective on the potential of metaverse tours for travel and tourism marketing, a topic
that has been previously explored by Almeida and Almeida (2021). These researchers raised the
question of whether the metaverse should be regarded as a tourism strategy or a tourism marketing
action.

Research methodology
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The methodological approach employed is that of a multiple case study (Yin, 2018) with a
qualitative orientation, encompassing a systematic analysis of five distinct tourist destinations: The
Colosseum in Italy, the Dubai Fountain in the United Arab Emirates, the Eiffel Tower in Paris,
Seoul City in South Korea, and Thailand were selected for analysis. The research was structured
in three main stages:

a) The identification and selection of cases is the foundation of this study. The selection of
global tourist destinations was based on consolidated or innovative initiatives in the
metaverse, which constitute the central focus of this study. Specifically, destinations that
have adopted metaverse-related technologies and have an established territorial brand were
analyzed, including: These include the Colosseum in Italy, the Dubai Frame in the United
Arab Emirates, the Eiffel Tower in Paris, Seoul City in South Korea, and Thailand.

b) Data Collection: The research involved a meticulous examination of documents and a
systematic observation of immersive virtual environments on the official websites of each
destination. The data considered in this study was exclusively publicly available data
obtained through a meticulous combination of documentary research and direct
observation of the metaverses.

c) Data analysis: The initiatives of each destination were analyzed based on eight categories:
country, destination, strategies, technologies used, social, economic and cultural impacts,
and the presence of a territorial brand. These categories are based on theories and models
of territorial marketing and destination branding, as well as the literature on metaverse
tourism, which investigates how destinations build and promote their identities and what
the implications of these strategies are, including their insertion in the metaverse (Almeida,
2018; Auslander, 2022; Bautista, 2022; Koo et al., 2022; Buhalis et al., 2023; Ioannidis &
Almeida, 2023; Tsai, 2024). Accordingly, a table was formulated according to the analytical
framework, thereby systematizing and verifying the data. The formulation of the table was
based on a series of criteria, including but not limited to technological innovation, the
presence of the territorial brand, and the contribution of each destination to the sustainable
development of tourism.

Results and Discussion

As illustrated in Table 1, an analysis of the strategies developed by tourist destinations in the
metaverse is presented, with consideration given to the technologies utilized and the social,
economic, and cultural impacts thereof.

Table 1. Metaverse destinations
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The destinations examined in Table 1 are prominent figures in the global tourism landscape,
boasting a substantial presence in the sector. An observation was made that the nature of the
territorial brand in these destinations varies between visual (with a logo), discursive (without a
logo), or mixed (with a logo and a planned discourse), depending on the strategies adopted. This
finding aligns with Almeida's (2023) observations, underscoring that the metaverse does not
inherently replicate the same consolidated territorial brand dynamics as physical tourist
destinations.

The strategies employed by these destinations encompass a range of approaches, including the
promotion of tourist events, the creation of virtual employment opportunities within the digital
economy, the facilitation of self-guided tours in three-dimensional virtual reality, the utilization of
non-fungible tokens (NFTs), blockchain technology, and the development of digital twins (Table
1). It is evident that a singular strategy for the metaverse is nonexistent; rather, there exists a
multitude of approaches that are adapted to the needs and interests of the various social actors
involved. For instance, in Seoul, the emphasis was placed on metaverse governance, encompassing
the expansion of public services and augmented citizen participation. At the Colosseum,
augmented reality technology was employed to recreate the experience of how the Colosseum
looked in ancient times, providing a historical immersion. These examples demonstrate the
potential of the metaverse to reach a broad and diverse audience, offering innovative and
immersive experiences facilitated by advanced technologies.

The technologies employed in this context are diverse and frequently adapted in response to the
release of novel updates and innovations, as evidenced by the emergence of virtual and augmented
reality. However, the implementation of technologies such as blockchain is often hindered by their
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technical complexity and the substantial economic costs associated with their integration. Non-
fungible tokens (NFTs), popular in the context of the metaverse, have not been widely adopted in
tourist destinations, suggesting a lack of familiarity with their use or a limited understanding of
how these digital assets can be effectively integrated into tourism.

The social impacts of metaverse tourism in the destinations examined are notable for the creation
of new forms of social interaction and educational engagement, with an emphasis on more
innovative experiences. Regarding economic impacts, the sector is expected to experience
significant job growth, along with a surge in ticket sales and the stimulation of the digital economy.
New monetization opportunities, such as the sale of tickets for visits to metaverse destinations, are
also anticipated. From a cultural standpoint, the emphasis has been on enhancing access to cultural
events and promoting local culture, thereby contributing to the globalization of cultures through
virtuais tours that incorporate historical elements. These examples underscore the multifaceted
potential of the metaverse, extending beyond its role as a promotional platform to encompass
revenue generation and social inclusion, particularly in remote communities.

An analysis was conducted of the contributions of each tourist destination in the metaverse to the
sustainable development of tourism. The analysis was based on the digital strategies employed by
each destination, the technologies they used, and the resulting impacts. The analysis also took into
account the factors that promote the sustainability of tourism. These aspects include the reduction
of environmental impacts through the minimization of physical travel, the promotion of inclusive
and accessible experiences for diverse audiences, and the generation of new sources of income for
local communities. As illustrated in Table 2, each destination employs a distinct approach,
emphasizing digital innovation, the creation of economic opportunities, and the expansion of
access to sustainable tourism experiences.

Table 2. Analysis of sustainable development in metaverse tourism

Sustainable Development in Tourism promoted by metaverse tourism
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Reducing the need Diverse cultural New business opportunities, both physical and
for physical travel, experience digital, including virtuais jobs and stimulating
reducing  carbon . . the digital economy.
emissions and the H1st0r1ca} and cultural ' ' '
impact of Preservation. Boosting the local economy in a sustainable
. ) ) way, with lower operating costs compared to
overtourism on [nteractive educational hysical tourism P & P
destinations. and cultural phy )
engagement, without The integration of NFT and blockchain in the
geographical or tourism industry opens up new monetization

financial limitations.

possibilities, promoting digital tourism and
attracting investment for the development of

162



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Environmental immersive experiences and virtual products,
education. which boosts the digital economy in a
sustainable way.

An analysis of the aforementioned destinations reveals that the metaverse is employed as a tool to
reduce environmental impacts, promote the social inclusion of a wider public, strengthen digital
economies, and preserve cultural heritage. The metaverse presents a more sustainable approach to
tourism, offering virtual experiences that diminish the necessity for physical travel, while
generating new economic and social opportunities by connecting individuals from diverse global
regions. This dynamic contributes significantly to the promotion of sustainable practices in the
sector, helping to preserve natural and cultural resources, while offering new forms of engagement
and access to tourist experiences. Each of these destinations employs strategies that promote
sustainability in tourism, including the reduction of the environmental footprint of traditional
tourism, the expansion of cultural and educational access through digital platforms, and the
generation of economic benefits for local communities. These destinations exemplify the potential
of the metaverse to be a transformative instrument for advancing inclusive, accessible, and
sustainable tourism.

However, it is imperative to acknowledge the challenges and limitations associated with the
metaverse, as discussed in Table 3.

Table 3. Challenges of metaverse tourism

Country Destination Challenges of metaverse tourism

Despite the evident advantages offered by "Metaverse Seoul" in
terms of digital inclusion and augmented access to public services
and tourist events, the absence of complete immersion may
potentially curtail the authenticity of the experience. The transition
to the metaverse could potentially lead to a disconnection from

Seoul physical reality, potentially causing virtual tourists to become
detached from the authentic cultural and historical essence of Seoul.
Furthermore, an excessive reliance on technology may create an
immersive digital divide by excluding individuals who lack the skills
to navigate this digital environment.

South Korea
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United Arab Emirates

Dubai

The "Dubai Metaverse Strategy" is a commendable initiative that
fosters a remarkable digital transformation. However, it is imperative
to acknowledge the potential challenges that may arise from the
exclusion of specific social groups. The high cost of cutting-edge
technology and the barrier to entry for those without access to
suitable devices or technical knowledge can restrict the experience
to a limited audience, which may not represent the global diversity
of tourists. Furthermore, Dubai's relentless pursuit of innovation in
the metaverse could potentially result in a deviation from its
traditional cultural values, thereby leading to a dilution of its local
authenticity in pursuit of a globally-oriented, digitally-centric image.

France

Eiffel Tower

The "Eiffel Tower Effect" experience offers a unique and immersive
way to explore the Eiffel Tower. However, the lack of connection
with the real context has the potential to diminish the cultural and
historical value of the site. While virtual immersive experiences have
the potential to enrich the visitor experience, they can also result in
a dilution of the true beauty and significance of the site, as the digital
representation may overshadow the experience of the physical
environment. Furthermore, the excessive virtualisation of the Eiffel
Tower experience has the potential to divert tourists from the
physical experience, which can have a negative impact on the local
economy, particularly in terms of commerce and services in the
vicinity of the monument.

Italy

Colosseum
of Rome

The recreation of the Colosseum in virtual reality offers a promising
avenue for both the preservation of history and the enhancement of
educational access. However, this technological advancement also
carries inherent risks, particularly the potential commodification of
cultural experiences. The transition of historical sites to virtual tour
can potentially diminish their cultural and emotional significance,
which is often intrinsic to physical visits. Furthermore, the restriction
of access to individuals lacking the technological and infrastructural
capabilities to partake in the virtual experience could potentially
exacerbate existing digital exclusion and limit the dissemination of
this innovation.
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The integration of blockchain and non-fungible tokens (NFTs) in the
development of virtual tourism experiences constitutes a noteworthy
innovation. However, this development concomitantly gives rise to
concerns regarding the economic sustainability and environmental
impact of the underlying technologies. While blockchain's efficacy
in tracking transactions and digital assets is evident, its substantial
energy consumption, particularly the intensive utilization of
Thailand computing resources, gives rise to concerns regarding its
environmental sustainability. Moreover, the overreliance on the
digital economy and the commercialization of virtual assets (NFTs)
can create a misleading perception of sustainability, while neglecting
to address the pressing environmental and social challenges that
sustainable tourism is meant to tackle.

Thailand

One of the most significant challenges associated with the integration of the metaverse into the
tourism sector pertains to the provision of a genuinely authentic experience. While the metaverse
has the potential to enhance access to and visibility of destinations, it does not substitute for the
physical experience. Furthermore, it is incapable of replicating the intricacies and nuances of the
cultures and environments it seeks to emulate. This discrepancy can lead to a disconnection
between the immersive digital experience and the physical reality of the destination, while
concurrently generating positive experiences (real or otherwise) for individuals with mobility
impairments.

While virtual platforms within the metaverse have the potential to democratize access, there is a
risk of digital exclusion, particularly for individuals lacking access to virtual reality devices, high-
quality internet, or the technical proficiency necessary to navigate these platforms. This scenario
has the potential to amplify existing disparities, leading to the emergence of a form of digital
tourism that is primarily accessible to a niche audience or those with substantial financial
resources. This phenomenon, as Almeida (2023) terms it, "metaverse illiteracy," stands in contrast
to the concept of "virtual illiteracy."

The metaverse presents solutions with the potential to curtail the carbon emissions associated with
physical tourism. However, the technologies that underpin it, such as blockchain and virtual reality,
have substantial implications for energy consumption and natural resource utilization. The energy
consumption of the digital infrastructures that support the metaverse can, paradoxically, contribute
to the tourism sector's carbon footprint. Consequently, while the metaverse offers numerous
advantages in the tourism sector, it is imperative to critically assess its limitations and challenges,
which are inherent to this nascent technology. Excessive or imbalanced utilization can result in the
commodification of cultural experiences, social and digital exclusion, and unplanned
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environmental consequences. To ensure the sustainability of the metaverse in the tourism sector, it
is imperative to develop approaches that not only prioritize technological innovation but also
adhere to the principles of respect for local cultures, social inclusion, and environmental
preservation. These approaches should aim to enhance the accessibility of immersive virtual
platforms, thereby fostering a more balanced and sustainable integration of the metaverse into the
tourism industry.

Final Considerations

It is noteworthy that the metaverse is shaping a new paradigm for tourist destinations by allowing
them to transcend geographical and mobility barriers, thereby creating immersive and memorable
experiences. Consequently, the metaverse emerges as a strategic digital instrument to support
sustainability in tourism by offering solutions that harmonize technological innovation,
accessibility, and environmental preservation. However, it is imperative that tourist destinations
adopt a balanced approach, ensuring that the implementation of the metaverse does not exclude
segments of the population or create new digital inequalities.

The objective of the study was met and allowed for the analysis of the strategies employed by
tourist destinations in the metaverse, based on case studies of multiple destinations. By examining
these strategies in depth, researchers unraveled the developmental processes behind these
strategies, identified the technological underpinnings, and elucidated the multifaceted social,
economic, and cultural ramifications that ensued. The study's findings indicated that the most
successful destinations in leveraging the metaverse are those that align innovative technologies
with their cultural narratives, promoting both the attractiveness of the destination and the evolution
of the technology itself.

The primary findings suggest that the implementation of the metaverse by tourist destinations has
been a deliberate strategy to expand their reach, targeting a more diverse audience, while
concurrently offering innovative experiences in pursuit of destination sustainability. A notable
finding was the duality in the use of the metaverse for tourism. On the one hand, the digital
experience's disconnection from physical reality is perceived as a challenge; on the other hand, the
potential for creating inclusive experiences for individuals with mobility impairments or
challenging geographical access is regarded as a significant opportunity. This observation is
particularly salient in the context of sustainable tourism development, as it underscores the
potential of immersive technologies to bridge the accessibility gaps that physical tourism often
faces. This suggests that the metaverse can be a valuable tool for promoting social inclusion and
equal access to tourism experiences, which is an important contribution to research into tourism in
the metaverse.

The study's findings contribute to the development of a more sustainable and responsible tourism
model, one that considers the reduction of environmental impacts, the preservation of heritage,
and the promotion of sustainable regional development. By enhancing the comprehension of
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emerging technologies, tourism managers can formulate more informed and innovative decisions
that ensure the long-term sustainability of tourism and the destinations examined.

From a theoretical standpoint, the study makes a substantial contribution to the extant literature on
metaverse tourism, a nascent field with limited academic production. The research underscores the
necessity to broaden the understanding of how immersive virtual technologies, such as the
metaverse, have the potential to transform the tourist experience. The study proposes novel
conceptual frameworks that elucidate the dynamics between tourists and destinations within the
metaverse, underscoring its potential to enhance the experiential aspect of tourism by offering a
more immersive, accessible, and interactive environment. Moreover, by examining the potential
of the metaverse in the context of tourism, the study underscores the necessity of integrating
theories of destination branding and territorial marketing with the emerging digital dimensions,
thereby fostering a more comprehensive and innovative approach to the study of tourism. This
approach enhances our understanding of how emerging technologies can be applied to augment
the appeal of destinations and enrich the tourist experience, not only in physical spaces but also in
the digital realm, where the metaverse emerges as a strategic element and a tool to support
sustainability in tourism.

The practical implications for tourism managers are twofold: first, to adapt marketing and
territorial branding strategies, and second, to consider the unique promotion and visibility
opportunities that the metaverse offers for tourist destinations. The integration of the metaverse
into strategic frameworks enables managers to extend their reach to a more expansive audience,
encompassing individuals from diverse geographical locations, thereby obviating the necessity for
physical travel. This development has the potential to augment the value of the territorial brand
and enhance the efficacy of tourism campaigns through a more sustainable approach.

Furthermore, policymakers may be influenced by the potential of the metaverse to promote
inclusive and accessible tourism. The study ensures that marginalized communities and people
with disabilities have access to tourism experiences, regardless of their location or financial
conditions, by providing data on how the metaverse can be used to integrate these groups.

The study's limitations stem primarily from its exclusive focus on global tourist destinations that
have already established a strong territorial brand. This restriction restricts the generalizability of
the findings to a specific group of destinations. This focus may limit understanding of the impact
of the metaverse on smaller-scale tourist destinations or those in the early stages of digital
development. To broaden the understanding of the impact of the metaverse on tourism, future
research could expand the analysis to include a wider range of destinations, including those with
different territorial brand profiles, sizes, budgets, and stages of implementation of emerging
technologies. This would provide a broader view of how the metaverse can influence tourism
dynamics in different contexts.
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Despite the challenges presented by the metaverse, there is considerable potential for this tool in
the long term, as it enables the concept of an "immersive digital society." This study makes a
valuable contribution by exploring the use of the metaverse as an innovative strategy for
territorially branded tourist destinations, highlighting its essential role in promoting sustainability
in tourism. The metaverse's potential impact on society, whether positive or negative, is contingent
on the comprehension and practical implementation of this concept by social actors in destinations.
This implementation may yield varying degrees of social inclusion and sustainability. The
metaverse will not replace existing promotional and attraction strategies; rather, it will serve as a
complementary element, fostering positive expectations.

The study's strength lies in its ability to anticipate future trends and provide direction for the
sustainable integration of the metaverse in tourism, making it a crucial resource for understanding
the evolving dynamics shaping the global tourism industry.
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Abstract

Purpose: The aim of this study is to explore how digital technologies, especially augmented reality
(AR), can be applied to the preservation and promotion of the historical heritage of the Pyramids
of Giza in Egypt and its territorial brand.

Methodology/approach: The research adopts a qualitative approach, using the case study method
to analyze the use of augmented reality in the Pyramids of Giza, as well as exploring the connection
between this case and the territorial brand.

Results: The results suggest that the application of digital technologies at the Pyramids of Giza
provides an immersive and educational experience for tourists and helps preserve the heritage by
preventing physical damage to the site, leading to sustainable practices. In addition, AR has a
positive impact on the territorial brand of Egypt's pyramids and the brand of the country itself.

Originality/value: This study is innovative in exploring the use of AR to preserve and promote
historical heritage. The research contributes to the integration of new technologies into sustainable
cultural tourism, providing another way of interacting with world heritage and opening up new
avenues for tourist engagement, digital preservation and the use of territorial brand.

Keywords Territorial Brand, Digital Cultural Tourism, Sustainable Tourism, Emerging
Technologies, Augmented Reality.

Introduction

In recent years, significant advancements in digital technologies, such as augmented reality (AR)
and 3D modeling (Carmigniani et al., 2011; Berryman, 2012; Arena et al., 2022), have broadened
the scope of possibilities for interaction in the tourism industry, particularly in accessing cultural
and historical heritage sites (Yan et al., 2024; Yin et al., 2024). The integration of these
technologies signifies a substantial milestone, not only in the realm of tourist experience, but also
in the preservation and enrichment of destinations' historical and cultural heritage. However,
historical heritage is confronted with mounting challenges, including the repercussions of
overtourism, climate change, and the absence of effective conservation strategies (Almeida, 2023;
Yan et al., 2024; Yin et al., 2024).
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In this context, digital technologies have emerged as innovative solutions, enabling the digital
preservation of historical sites of high cultural and tourist value, such as the Pyramids of Giza,
without compromising their physical integrity (Yan et al., 2024; Yin et al., 2024). In addition to
facilitating remote access, these innovations promote other forms of interaction and education,
contributing to more sustainable and conscious tourism (Stankov et al., 2024). Furthermore, these
innovations have the potential to bolster the territorial brand of destinations, enhancing their
symbolic value and extending their global reach (Almeida, 2018; 2024).

In view of the foregoing, the present study aims to explore the potential of digital technologies,
with a particular focus on augmented reality (AR), in the preservation and promotion of the
historical heritage of the Pyramids of Giza in Egypt, with a view to strengthening the territorial
brand. Augmented reality (AR) facilitates the overlaying of digital information on a physical
environment, thereby enabling tourists to interact with virtual representations of monuments,
artefacts, and other historical and cultural elements, thus creating an immersive and enriching
experience (Carmigniani et al., 2011; Berryman, 2012; Arena et al., 2022; Rauschnabel et al., 2022;
Malta et al., 2023; Yan et al., 2024; Yin et al., 2024). The integration of these technologies into the
tourism sector has the potential to enhance the visitor experience, rendering it more educational
and interactive. Furthermore, it has the potential to mitigate the impact on physical monuments,
thereby enhancing the overall appeal of destinations (Almeida, 2018; 2024).

Therefore, although previous studies have investigated the impact of digital technologies on the
preservation of historical and cultural heritage (Carmigniani et al., 2011; Berryman, 2012; Arena
et al., 2022; Yan et al., 2024; Yin et al., 2024), there are still gaps in the understanding of the use
of AR in tourist destinations, and the literature lacks a more in-depth analysis of its role in
strengthening the territorial brand of these destinations.

Subsequent to this introduction, the article presents a theoretical review of territorial brand and
AR, followed by the methodology used, analysis of the results and final considerations.

Theoretical framework
2.1 Territorial brand in metaverse tourism

The concept of the territorial brand in metaverse tourism is emerging as a contemporary approach
to destination branding. The metaverse territorial brand, a concept proposed by Almeida (2024),
integrates physical and virtual elements in an immersive digital space, extending the identity of
real territories into the metaverse. This approach is exemplified by Seoul's metaverse, which uses
territorial brand strategies to marketing the city, enhance its reputation and implement urban

revitalisation projects, and local government itself to deliver public services in the metaverse
(Almeida, 2023).
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Sousa and Vasconcelos (2018) posit that the physical territorial brand plays an instrumental role
in attracting visitors and increasing a destination's competitiveness by leveraging elements of its
territorial identity. Its creation has been shown to significantly influence consumer perceptions and
behavioural intentions in tourism contexts (Sousa et al., 2017). Almeida (2024) further extends the
dynamics of the physical territorial brand to the "metaverse territorial brand", albeit with certain
limitations.

Almeida (2024) posits that the territorial brand, physical or metaversal, encompasses a variety of
classifications, with three types forming its foundation: the visual brand (logo), the verbal brand
(slogan), the discursive brand (speech), and the mixed brand (involving two or more types).

These studies underscore the significance of strategic territorial brand in immersive physical and
virtual environments to enhance the attractiveness and competitiveness of a destination in the
evolving tourism marketing landscape. It is noteworthy that Almeida's (2023, 2024) studies are the
only ones to present the concept of “metaverse territorial brand”, thereby underscoring a
significant lacuna in interdisciplinary literature, of which tourism is a constituent. However, given
the equal pioneering nature of this concept, this lacuna is deemed justifiable, and this study also
contributes to filling this gap.

2.1 Digital technologies: Augmented Reality in metaverse tourism

The implementation of AR began to take place in an experimental capacity during the 1960s. The
first documented instance of AR was the creation of Ivan Sutherland, a computer scientist who
developed the "Sword of Damocles" in 1968. This system comprised a helmet with an optical
display that projected simple graphics onto the real environment. Subsequent to this, during the
1990s, the technology began to be applied in more practical contexts. In 1992, Tom Caudell, a
Boeing researcher, coined the term 'augmented reality' to describe a system that helped workers
assemble aircraft by overlaying digital information (Caudell, 1992). The 2010s witnessed the
advent of AR, propelled by the advancements in smartphones and devices such as Google Glass
(2013) and applications like Pokémon GO (2016). The technology has since been employed in a
variety of domains, including tourism, education and marketing (Mohammed-Amin, 2010; Liao
& lliadis, 2021; Malta et al., 2023). However, the application of AR in the tourism sector only
commenced in the 2000s, and it has undergone substantial evolution in recent years, as evidenced
in Table 1.

Table 4. AR phases

Period Categorie Description of phases
s

2000~ First 2009: Experiments with digital tourist guides began - for example, the

2010 applicatio Layar app allowed tourists to point their cell phones at monuments and
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ns in receive historical information in real time (Kecke§S Tomici¢, 2017;
tourism Kharat et al., 2024).
2011: Implementing AR in museums - experiments such as the
Smithsonian's interactive guides have initiated the use of digital
content to enrich exhibitions.
2013: Tourist destinations such as Paris and Rome have started using
2010— Expansion AR o digitally reconstruct historic ruins, making it possible to
2016 of AR in yigyalize monuments in their original state.
tourism
2015: Theme park attractions, exemplified by Disney's innovations,
have incorporated digital animations integrated into the real
environment.
(Keckes Tomicic¢, 2017).
2016: Expansion of the use of AR with initiatives such as Google Arts
& Culture, which has enabled virtual visits to museums and galleries
around the world.
Smart
tourism 2018: Hotels and airlines have begun to adopt AR to improve the
2016 and customer experience, allowing tourists to view rooms and destinations
2021 immersive 10 advance.
experience 2020: During the COVID-19 pandemic, AR has consolidated its role
S in virtual tourism, offering immersive experiences in destinations that
are difficult to access physically.
(Park & Stangl, 2020; Gretzel, 2021).
2022: Expansion of AR experiences aimed at sustainable tourism -
museums and archaeological sites adopt technology to recreate
immersive narratives without physical impact.
Metaverse  2023: Large cities are beginning to adopt digital city branding
2022— and strategies through AR, creating interactive maps and personalized
2025 Regenerati  experiences for visitors.
ve
Tourism 2024-2025: Projection of a fusion between the metaverse and tourism,

allowing travelers to explore destinations virtually through interactions
with holograms and AR devices.

(Gretzel, 2021; Almeida, 2023a,b).
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It is evident that the tourism industry has adopted augmented reality (AR) to enhance experiences,
making them more interactive, educational, and sustainable. This development signifies an
advancement in immersive interaction over time. The integration of augmented reality (AR) in
various forms, including digital guides, immersive tours, historical reconstructions, and metaverse
integration, is a testament to its transformative impact on the tourism sector. The territorial brand
constitutes a significant component of this landscape, underscoring the interconnection between
tourism, technology, and regional identity. The timeline in Table 1 indicates that the tourism
industry began to leverage this technology from the 2000s onwards, due to three primary factors:
technological advancements, the digitization of tourist information, and new demands from
travelers for interactive experiences.

Research methodology

This qualitative research employs the case study method, focusing on the Pyramids of Giza in
relation to Egypt's territorial brand. The present study employed a documentary research approach,
leveraging a range of secondary sources, including academic articles, reports on the
implementation of AR technology in the Pyramids of Egypt, the AR platform utilized in the
Pyramids of Giza, internet-based media releases, and videos showcasing the application of this
technology in a cultural heritage setting (Table 2).

Table 5. Source of evidence for the study

Access links

Digital Giza (2025). Giza https://giza-web2.rc.fas.harvard.edu/giza3d/
3D.

Farrag, H. M. (2021). https://aafu.journals.ekb.eg/article 258531 d2558e414d76e00e
Augmented Reality in 74bb204101d8b8b4.pdf
Tourist Guidance, 389-405.

Giza Project (2011). Giza https://digitalhumanities.fas.harvard.edu/project/giza-project/
Project.

Giza  Project  (2012). https://digitalhumanities.fas.harvard.edu/bringing-the-giza-
Bringing the Giza pyramids-to-life/
Pyramids to Life.

LGFL (s.d.). Augmented https://ancientegypt.lgfl.net/augmented-reality-resources
Reality Resources.
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MFA Boston (s.d.). The http://www.gizapyramids.org
Giza Archives.

Bardin's (2011) content analysis was employed to systematically evaluate the collected data, with
particular attention given to the criteria of relevance, timeliness, and quality. Each document was
meticulously reviewed and annotated to identify relevant passages, which were subsequently
coded using the aforementioned research technique.

Giza Pyramid Case

The Pyramids of Giza, situated on the Giza plateau, on the outskirts of Cairo, Egypt, are iconic
monuments of ancient Egyptian civilization and represent the sole remaining Wonder of the
Ancient World. The complex consists of three primary pyramids: Cheops (Khufu), Chephren
(Khafre), and Miquerinos (Menkaure). In addition to these pyramids, the complex includes
numerous smaller tombs, funerary temples, and the iconic Great Sphinx. The construction of these
monumental structures is attributed to the IV Dynasty of the Old Kingdom, circa 2580-2510 b.C.
These monumental tombs served as the final resting places for the pharaohs of that era.

With the advancement of digital technologies, initiatives such as Harvard University's "Giza
Project" are dedicated to the extensive digitization of the archaeological site of Giza. This
international nonprofit project aims to collect, curate, and present the archaeological record of the
pyramids and surrounding areas. Through digital archaeology, the project has consolidated one of
the largest digital archives on Giza, integrating data from several global institutions. This data
includes 3D models, excavation photographs, maps, architectural plans, and archaeologists' field
diaries (Figure 1).

Figure 1. Augmented Reality of the Pyramids of Giza

Giza Project (2012).

The “Digital Giza” platform allows users to explore detailed three-dimensional reconstructions of
the Giza plateau, offering an immersive and educational experience of the archaeological site
(Figure 2).
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Figure 2. Project Digital Giza
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Digital Giza (2025).

Augmented reality (AR) has been employed as a cutting-edge medium to enhance comprehension
and engagement with the cultural heritage of the Pyramids of Giza. Visitors are able to access
supplementary information regarding the pyramids, interact with virtual replicas of sculptures and
hieroglyphs, and participate in interactive exhibitions through the use of mobile devices and
specialized applications. A notable example was an exhibition held at the pyramids in 2022, which
incorporated sculptures and installations that could be explored through AR filters available on
Instagram. This innovative approach allowed visitors direct interaction with the works and
extended navigation through the exhibition. These augmented reality applications offer a more
immersive educational experience, enabling users to virtually traverse the thoroughfares of ancient
temples and palaces, thereby immersing themselves in the quotidian life of Ancient Egypt (Figure
3).

Figure 3. AR applications in the Pyramids of Giza

Giza Project 2 (2019).

The integration of digitization and augmented reality technologies has been demonstrated to serve
a dual purpose: it preserves and documents the archaeological heritage, while also broadening
public access and understanding of the Pyramids of Giza. These technologies offer new
perspectives and interactive experiences for scholars and history buffs.

Results and discussion
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The application of AR at the Pyramids of Giza fulfills five functions: 1) it provides an immersive
and educational experience for tourists; 2) it helps preserve the heritage by preventing physical
damage to the site; 3) it increases global access, allowing tourists from anywhere in the world to
explore the history and culture in a more sustainable and interactive way; and 4) it strengthens the
territorial identity, extending the territorial brand; and 5) it broadens the recognition of the
environmental footprint, generating more sustainable awareness and good practices. Consequently,
a five-category framework emerges, delineating immersive and interactive experiences,
preservation, democratization of access, territorial brand, and sustainable awareness.

It is important to acknowledge that the initial category, immersive and interactive experiences in
tourism destinations, such as the Pyramids of Giza, is not a recent development. This technology
has been utilized since the 2000s, and it underwent significant growth in the 2010s with the
proliferation of mobile devices and AR applications in the tourism industry.

In the domain of preservation, the utilization of augmented reality (AR) has emerged as a pivotal
strategy for safeguarding historical and cultural heritage sites, thereby obviating the necessity for
physical interaction with these structures. This benefit has garnered significant attention within the
tourism sector, where it is widely regarded as a crucial element in promoting the conservation of
destinations. The efficacy of this technology in preserving destinations has garnered significant
recognition, as articulated by Stankov et al. (2024). These scholars underscore the significance of
digitizing heritage assets to mitigate physical deterioration.

In the domain of democratization of access, AR has emerged as a notable entity, particularly in its
capacity to facilitate unprecedented global access, especially to archaeological sites with tourist
potential. The advent of digital platforms has profoundly augmented the cultural and educational
reach of these destinations, enabling tourists from across the globe to explore the pyramids and
their historical significance. In the context of increasing globalization and digitalization, emerging
technologies have played a pivotal role in enhancing tourism accessibility, thereby providing
individuals who are unable to visit Egypt with the opportunity to engage with the local history and
culture through virtual means.

With respect to the concept of territorial brand, immersive digital technologies can strengthen the
identity and perception of destinations, in line with Almeida's studies (2018, 2023, 2024). This
concept is also aligned with city branding and place branding, which have been integrated into
digital strategies since the 2010s. However, in the 2020s, driven by the demands of the digital age
and the need for more sustainable practices resulting from the pressures of the pandemic COVID-
19, tourism is undergoing a digital transformation. Moreover, the advent of dynamic historical
experiences has been shown to enhance visitor interest and comprehension, thereby expanding the
educational scope of these sites. The synergy among these points of contact serves to reinforce the
discourse surrounding the territorial brand, thereby contributing to the unique appeal of the
destination for visitors.

177



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Meanwhile, immersive digital technologies also play an important role in strengthening the
territorial brand of the Pyramids of Giza, helping to promote sustainable tourism. Through the
integration of interactive digital components into the site, Egypt's territorial brand is reinforced,
enabling tourists to establish a more profound and memorable connection with the heritage. The
increasing digitization of cultural heritage has emerged as a strategy employed to fortify the
territorial identity and global recognition of destinations such as the pyramids (Figure 4).

Figure 4. Relations between territorial brand and AR
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Functions Functions
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Sustainable
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Source: Authors.

As illustrated inFigure 4, both the territorial brand and the RA fulfill distinct functions and
categories, contributing to the establishment of a destination's unique identity and the conservation
of its heritage. Consequently, this paradigm fosters the emergence of sustainable tourism, the
dissemination of best practices, and, by extension, the promotion of environmental education.

According to Almeida (2024), the utilization of immersive and digital technologies constitutes an
innovative approach to promoting a territorial brand, as it enhances the visibility and authenticity
of the locale in the digital era, concurrently fostering more sustainable tourism practices and
reducing the destination's socio-environmental impact.

The findings of this study lend support to the notion that digital technologies, such as AR, serve as
strategic instruments capable of enhancing the tourist experience while ensuring the responsible
and sustainable preservation and dissemination of cultural heritage. This contributes not only to
the tourism sector but also to the reinforcement of the regional brand of the Pyramids of Giza and
Egypt. However, it should be noted that this technology is not universally accessible, both for those
who implement it at the destination and for those who use it. This is due to its reliance on cutting-
edge technology, which consequently results in higher costs. Additionally, Almeida (2024) has
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noted that the emergence of technology is contingent upon specific forms of literacy. The lack of
familiarity with its application can result in a lack of proficiency in the metaverse. Consequently,
the mere implementation of technology in destinations is insufficient; there is also a necessity to
educate tourists in its use and underscore its importance. This may become more evident to the
younger generations, such as Beta, who have been born into the era of digital immersion.

Conclusion

The integration of digital technologies, including augmented reality (AR) and three-dimensional
modeling, within the context of cultural tourism, particularly in the context of the Pyramids of
Giza, has been demonstrated to be an innovative and alternative approach to the sustainable
preservation of historical heritage. Concurrently, it has been demonstrated to engender a tourist
experience that is both enriching and accessible, while concurrently promoting the discursive
territorial brands of the destination and the country.

The objective was achieved by investigating the potential of digital technologies, particularly
augmented reality (AR), in preserving and promoting the historical heritage of the Pyramids of
Giza in Egypt and its associated territorial brand. In this regard, AR fulfills multiple roles, which
are, in essence, strategies employed by destinations to ensure their environmental, cultural, and
economic sustainability. The territorial brand of the Pyramids in Egypt and that of the country are
both highlighted through emerging technologies such as AR, as they increase the visibility of these
destinations on the global tourism scene.

It is important to acknowledge the historical progression of AR, which provides a contextual
foundation justifying the present utilization of these technologies in the tourism sector. This
historical evolution underscores the manner in which technological advancements have
transformed, thereby enabling immersive experiences that are now applicable to the preservation
and promotion of historical heritage. Moreover, the integration of the concept of territorial brand
serves to enrich the proposed research. In a context where the identity of a tourist destination is of
increasing importance, the use of digital technologies enhances the visitor experience and
strengthens the image and global reputation of the heritage site. This multidimensional perspective,
which unites technology with the construction and promotion of territorial identity, represents an
innovative and current contribution to the literature on cultural and digital tourism. From a
scientific point of view, integrating the timeline of AR in tourism with the analysis of territorial
brand has also enabled an interdisciplinary approach to understanding how digital technologies
can promote more sustainable tourism practices and, at the same time, strengthen a destination's
cultural identity, and by extension its territorial brand.

The findings of this study suggest that AR plays a pivotal role in mitigating the adverse effects of
overtourism by preserving the integrity of historical monuments. However, additional notable
functions include the provision of immersive and interactive experiences, the preservation of local
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heritage, the democratization of access, the reinforcement of the destination's territorial brand, and
the promotion of sustainable awareness. The underlying rationale for these multifaceted benefits
is twofold: 1) The necessity for strategies that make destinations distinctive and appealing, and, 2)
the imperative to promote more conscious sustainable practices for the destination and the planet.

The theoretical implication is to deepen AR in tourist destinations with a territorial brand, which
is still a gap in the literature. From a social perspective, the study underscores the significance of
leveraging technology to safeguard the historical and cultural heritage of destinations. Practically
speaking, the study's findings can be of benefit to a wide range of stakeholders, including public
policy planners, academics, students, marketing and cultural heritage professionals, among others.

The present study is subject to certain limitations. Firstly, it investigates only one destination that
is a cultural heritage site at a global level. However, subsequent research endeavors may involve
a comparative analysis of diverse destinations across various geographical and cultural scales,
incorporating both sites with and without this particular heritage feature.

It can be concluded that digital technologies, particularly AR, have been used to preserve and
promote the historical heritage of the Pyramids of Giza in Egypt, including for tourism purposes.
This initiative exemplifies a growing concern regarding the social and environmental impact, as
well as the carbon footprint, of global tourist destinations. Moreover, the integration of AR in
tourist destinations serves to activate the destination's territorial brand, thereby aligning with the
national brand of the country.
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Abstract

Purpose: The digital transformation experienced in the tourism industry also causes the
transformation of the stimuli (S) that motivate tourist behavior, and this also differentiates the
process (organism-O) and reactions (response-R). This research aims to determine the role of flow
experience in the effect of interpersonal interaction and fear of missing out (FOMO), which are
stimuli for tourists' virtual museum visit behavior, on visit intention. It is aimed to discuss the
research results in the context of the S-O-R paradigm. Thus, tips are provided to guide the digital
transformation strategies and policies of tourism businesses.

Study design/methodology/approach: Survey method was used in the research. Through the data
obtained from the survey, it was tried to determine the role of flow experience in the effect of
interpersonal interaction and FOMO variables on virtual museum visiting behavior on the axis of
the S-O-R paradigm. The research model was tested with the structural equation modeling method.

Results: According to the research results, it has been determined that FOMO and interpersonal
interaction are effective on virtual museum visit behavior. It has been observed that flow
experience has a significant role in this effect. In line with the results obtained, various strategy
suggestions were presented to tourism marketers in directing tourists to virtual museum visit
behavior.

Originality/value: The S-O-R paradigm is the basis for creating behavior, and it is important to
determine the change in stimuli with the digitalization process. It is important to identify new
variables in the organismal process and reveal their effects on behavior. Revealing the variables
that affect the behavior of visiting virtual museums, which are prominent in the tourism industry
that is rapidly undergoing digital transformation, may provide guiding clues for other tourism
services. In this context, the research has original value and has a unique value in terms of
methodology.

Keywords Interpersonal interaction, FOMO, Flow experience, Virtual museum, Digital
transformation in tourism

Introduction

In research and theories developed within the framework of environmental psychology and
consumer behavior, consumer behavior is generally considered as action-reaction, input-output
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(I+O). These theories are criticized for not taking into account the mental processes of individuals
(Zhang and Benyoucef, 2016). There is an interaction between the physical environment and
human experiences and behaviors (Giirkaynak, 1988: 1). In behavioral studies in the field of
psychology and marketing, it has become necessary to take into account the internal processes of
the consumer rather than just input and output. Therefore, contemporary models such as the S-O-
R paradigm, which expresses a more developed and sophisticated structure of the [+O approach,
are used. Contemporary models such as the S-O-R paradigm, unlike 1+O models, try to explain
this aspect of the behavioral process by focusing on internal, cognitive organism (O) factors rather
than input or output factors (Jacoby, 2002: 51-52).

The foundation of the S-O-R paradigm is based on environmental psychology. It is a theoretical
model that tries to explain the impact of environmental factors on consumer behavior. According
to this paradigm, stimulus (S) affects individuals' cognitive evaluations (O), resulting in approach
or avoidance behaviors (R). In other words, individuals are stimulated positively or negatively by
external stimuli in the environment, and a mental evaluation process occurs as a result of the
stimulus effect. Following the mental process, the individual shows approach or avoidance
behaviors (Floh and Madlberger, 2013). In the paradigm, stimulus (S) refers to environmental
stimuli, organism (O) refers to the mental or emotional process, and response (R) refers to reactions
and consumer decisions (Bakirtas, 2013a: 47). The model of this approach was first discussed by
Mehrabian and Russell (1974), who revised it to include the mental process of the individual.
Originally considered a psychology theory, the S-O-R paradigm has become popular in the field
of consumer behavior over time (Wu and Li, 2018).

With the development and rapid diversification of technology, consumers are curious about all the
behaviors of other consumers regarding what they buy, where they go, what they do, and they
follow them, especially on social media. Wondering what other individuals are doing and the fear
of missing out are expressed by the concept of FOMO (Wortham, 2011). This curiosity and the
fear of missing developments have become among the important stimuli affecting consumer
behavior. The basis of this curiosity and fear is based on the reference groups factor that affects
consumer behavior (Kog, 2022) and is activated by word of mouth communication, which was
conceptualized in the 1950s (De Bruyn and Lilien, 2008). In other words, it is possible to explain
this stimulus process with the concept of interpersonal interaction (Tkaczyk, 2015), which is
expressed as meeting the expectations of others, obtaining information about the product/service
by observing the behavior of others, and gathering ideas from them effectively. When the virtual
museums subject to the research are considered as developing technology products, FOMO and
interpersonal interaction factors in digital environments can be evaluated as virtual museum visit
intention stimuli. On the other hand, considering that the virtual museum product uses the
metaphor of "a flow that carries and carries away without effort" (Csikszentmihalyi et al., 2005),
it offers visitors a "flow experience", a subjective state in which they experience so much that they
forget about time, fatigue and everything except the activity itself during the visit. From this point
of view, it appears as an emotional and mental process element in the behavioral process of the
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museum visitor. Visiting intention of virtual museums is a reaction element as a behavioral
outcome. In this research, FOMO and interpersonal interaction were considered as stimuli in the
formation of museum visitors' visiting behavior response, and the mental and emotional phase was
handled with the flow experience. Thus, the theoretical infrastructure was constructed in terms of
the S-O-R paradigm.

Methodology

In the research, interpersonal interaction and FOMO variables were considered as stimuli in the
virtual museum visit behavior on the axis of the S-O-R paradigm, and flow experience was
designed as an organismic variable. In line with the purpose of the research, the research model
was designed to determine the role of flow experience in the effect of interpersonal interaction and
FOMO on the visit intention variable, which is determined as the consumer response variable.
Research data was obtained through survey technique and convenience sampling, one of the
primary data collection methods. The research survey included scale questions regarding the
variables in the model, and the participants were given a few minutes of virtual museum visit
experience before the survey was administered. Through the data obtained, the research model and
hypotheses were tested through the structural equation model, and the effects between the variables
were determined and discussed. The research model is shown in Figure 1.

STIMULUS (S) ORGANISM (O) RESPONSE (R)

Interpersonal
Interaction \

Intent to Visit
Virtual Museum

Flow Experience

FOMO

Figure.1 Research Model
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H1: Flow experience has a mediating role in the effect of interpersonal interaction and fomo on
intention to visit virtual museums.

Results

According to the results obtained from the analysis of the research data, it has been determined
that interpersonal interaction in virtual museum visit behavior has an effect on the fear of missing
out (FOMO). Interpersonal interaction and FOMO have a direct impact on visit intention. It has
been determined that flow experience has both a direct effect on visit intention and a mediating
role in the effect of interpersonal interaction and FOMO on visit intention. Based on this,
suggestions have been made for tourism marketing practitioners to create strategies and policies
by using interpersonal interaction and FOMO in creating intentions for virtual museum visits. On
the other hand, strategy suggestions are presented for creating an effective flow experience.

Conclusion

Virtual museums, which are one of the well-known applications in the tourism industry of the
digital transformation occurring in all industries in the world, are important in many respects. They
offer a 3D experience to tourists who cannot physically reach museums. However, in order to
prevent the historical and specific value of one of the most important features from being damaged,
there are virtual museums at the entrance of many open-air museums. In this way, the original
texture of the museums is preserved and the visiting experience is offered. In this study, it has been
revealed that FOMO caused by digitalization and social media and increased interpersonal
interaction stimuli have a direct effect on the intention to visit virtual museums. It has been found
that it is important for tourism marketing practitioners to effectively use FOMO and interpersonal
interaction in directing virtual museum visits. This result is expected to be important in the virtual
museum product, as in all other digitalizing industries. On the other hand, it was determined that
flow experience had a significant mediating effect as an element of the cognitive and emotional
process of the S-O-R paradigm. Thus, it seems that S-O-R, a well-established paradigm, is a
paradigm that future researchers can use and obtain original findings in determining consumer
behavior related to digital innovations.
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Abstract

Purpose: This study explores the motivations and experiences of Tunisian and tourist visitors to
the Carthage archaeological site, focusing on the "Dourb'ia" mobile application and its role in
enhancing cultural tourism.

Study Design/Methodology/Approach: Qualitative research through semi-structured interviews
with 14 Tunisian and 16 tourist visitors. Thematic analysis identified key factors affecting app use
and desired improvements.

Results: Visitors are motivated by curiosity and historical interest, but face challenges like lack of
signage and technical issues. Both groups are interested in the app but concerns about data usage
and app performance hinder adoption. Improvements suggested including enhanced features,
usability, and new content.

Originality/Value: This study offers insights into how mobile apps can improve cultural tourism
experiences, with actionable recommendations for the "Dourb'ia" app to better serve visitors and
support sustainable tourism.

Keywords heritage tourism, cultural tourism, mobile app, tourist
Introduction

Heritage tourism, a specific branch of cultural tourism, encompasses both natural and cultural
elements ensuring an ongoing value for knowledge completion, with archaeological sites now
valued as major tourism resources (Du Cluzeau, 2013; Santa-Cruz et al., 2017 ; Y1 et al.2024).

Technological advances such as mobile apps are transforming visitors' interaction with heritage,
but further research is needed to fully understand their needs (Tscheu & Buhalis, 2016 ; Sigala,
2018; He et al., 2018; Srinivasan et al., 2024).

This exploratory qualitative study, conducted through in-depth interviews with two groups of
tourists (local and foreign), explores their perspectives on the impact of mobile applications on
cultural and heritage tourism experiences, with a particular focus on the "Dourb'ia" application.
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Cultural tourism, defined as visits motivated by a destination's cultural products and aesthetic or
historical values, relies on heritage elements such as historic monuments and cultural theme parks
(Silberberg, 1995; Santa-Cruz et al., 2017; Muzaini & Minca, 2018; Marlina al., 2024 ; Zakaria et
al., 2024).

However, this complex sector faces the challenge of balancing heritage perspectives with tourism
needs (Hausmann, 2007) while adressing global challenges like sustainability (Suryani, 2024).

Technological advances, such as tourism apps, offer new interactive experiences for users and help
promote cultural heritage, influencing the decisions of potential tourists (Lerario et al., 2017 ;
Srinivasan et al., 2024). These applications facilitate two-way communication, promoting
sustainable and intelligent tourism that enhances the territorial reputation of destinations (Corallo
et al., 2018 ; Kusumanegara et al.,2024).

Concisely, cultural tourism is evolving to meet tourists' growing demand for meaning and learning,
while information and communication technologies are playing a crucial role in the promotion and
preservation of cultural heritage worldwide (Gavalas and Kenteris, 2011; Chen et al.,
2012; Ismagilova et al., 2015; Srinivasan et al., 2024).

Methodology

In 2018, Carthage attracted 300,000 visitors and, as a UNESCO World Heritage Site since 1979,
continues to draw nearly a million visitors annually. A 2012 UN report recommended enhancing
the site's tourism coherence by introducing thematic or chronological itineraries. The "Dourb'ia"
mobile app, developed by Tunisian engineers, aims to promote sustainable cultural tourism at
Carthage by offering an innovative visitor experience with real-time GPS and multimedia content.
This aligns with the Sustainable Development Goals (ODD4, ODDS, ODD9, and ODDI11). A
qualitative study, using semi-structured interviews, explores the perceptions and expectations
regarding the app of two different samples: Tunisian and foreign visitors. The study, featuring 14
Tunisian and 16 foreign participants, investigates topics such as perceptions of the site, app usage
intentions, motivations, obstacles, and desired functionalities.

Results

The results of semi-structured interviews with Tunisian visitors to the Carthage archaeological site
are presented as follows:

Theme 1: Motivations of Tunisians for Visiting the Carthage Archaeological Site

Tunisians visit Carthage out of personal curiosity, a desire for discovery and entertainment, as well
as invitations from friends or media recommendations, with professional or academic reasons
being less common. The challenges they face highlight the need for investment in conservation,
interpretation, and services to improve satisfaction and understanding. Tunisians are flexible about
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using tour guides; they value the enrichment guides provide but also appreciate the availability of
information for a more independent visit.

Theme 2: Use of Mobile Applications by Tunisians During the Visit

Mobile applications enhance the cultural tourism experience for Tunisians by facilitating
navigation and providing relevant information. Key benefits include geolocation, Google Maps
navigation, sharing experiences, and promoting cultural heritage tourism on social media.

Theme 3: Tunisians' Intentions to Use the '"Dourb'ia" Application—Motivations and
Obstacles

Tunisians are motivated to use the "Dourb'ia" app for its attractive tours, rich historical content,
and user-friendly interface. However, obstacles include the app's speed, reliability, ergonomics,
and issues related to mobile data charges.

Theme 4: Needs of Tunisian Visitors for the "Dourb'ia" App

Tunisians prioritize features like maps, visuals, photos, tours, and information on distances and
travel times. They also suggest adding a quiz, bike or scooter rental info, and a clear, user-friendly
interface. For content, they prefer audio commentary, followed by video explanations, and textual
information last. Recommendations for app improvements include adding QR codes, an i0OS
version, and interactive features. For promotion, they suggest targeting history enthusiasts through
TV ads, influencers, and collaborating with the Ministry of Tourism.

The results of semi-structured interviews with tourist visitors to the Carthage archaeological site
as follows:

Theme 1: Perspectives of Tourist Visitors to the Carthage Archaeological Site

Tourists visit Carthage driven by personal curiosity, group travel, recommendations, and an interest
in history and archaeology. Challenges they encounter include insufficient signage, limited access
(e.g., museum closures), lack of information, no Wi-Fi, and dissatisfaction with some tour guides.
Tourists have mixed attitudes toward tour guides—some are interested, others prefer self-guiding
or using alternative information sources.

Theme 2: Use of Mobile Applications During Tourist Visits

Tourists frequently use mobile applications like Google, Maps, Safari, and Tripadvisor. They value
these apps for easy access to information, geolocation, independence, and the personal enrichment
they offer through educational content.

Theme 3: Tourists' Intentions to Use the Application—Motivations and Obstacles

Tourists are motivated to use the "Dourb'ia" app by its self-guiding tours, ease of use, and quality
information. However, obstacles include payment requirements, concerns over personal data
usage, mobile data charges, and technical limitations of the app.
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Theme 4: Needs of Tourist Visitors for the '""Dourb'ia" App

Tourists seek detailed maps, a comprehensive list of archaeological sites, clear navigation, and
easy-to-use interfaces. They prefer information in 3D format, audio commentary while exploring
the site, text, video, and a combination of 3D maps with audio or image-based information.

Conclusion

In summary, this exploratory qualitative study played a key role in gathering valuable data on the
opinions, perspectives, and expectations of Tunisian and tourist visitors to the Carthage
archaeological site. The results have provided insights into visitors' needs and identified potential
avenues of improvement for the experience, namely the personalization of tour itineraries using
artificial intelligence techniques such as optimization methods to propose the optimal tour, or deep
learning algorithms to recommend the right tour for each profile.
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Abstract

Purpose: This study aims to explore the role of international students in Tiirkiye in promoting
tourism through social media.

Study design/methodology/approach: Using a qualitative case study approach, Semi-structured
interviews were conducted with 15 international students in Tirkiye.

Results: The results showed that international students actively use social media, such as Instagram
and Facebook, to share their experiences about culture, tourist attractions, and cuisine in Tiirkiye.
These posts influence their audiences, such as family and friends, by increasing their interest in
visiting Tiirkiye. The students act as unofficial cultural ambassadors, promoting both popular and
lesser-known destinations.

Originality/value: The study highlights the potential of social media as an effective tourism
marketing tool through international students' personal narratives and informal sharing.

Keywords Social media, Tourism marketing, International student.
Introduction

In recent years, an increasing number of international students have come to Tiirkiye to continue
their education, where the number has been rising every year. According to the Higher Education
Institution, in the 2013-2014 the number of international students enrolled in Tiirkiye was around
48 thousand, there were approximately 154 thousand international students enrolled in the 2018-
2019 (Tiirel, 2021, p. 74) and by 2022, Tiirkiye had over 300 thousand international students from
198 countries (Yiksekogretim Kurulu, 2022). This growth is attributed to various factors,
including Tiirkiye’s robust higher education system, government scholarships, and its positioning
as a bridge between Europe and Asia (Lewis & Liikiisli, 2024, p. 2-3).

In addition to their academic pursuits, international students have increasingly become influential
in promoting Tiirkiye’s tourism. International students are highly likely to suggest the country
where they studied to others as a tourist destination to their families and friends (Amaro et al.,
2019, p. 96). The results of research conducted by Amaro et al., show that international students
can play an important role in promoting tourism. They can be considered as ambassadors because
they play a role in recommending the country where they live to their friends and family. In this
digital age, international students in Tiirkiye represent a unique demographic, with their ability to
leverage social media platforms to share their experiences and perceptions of Turkish culture,
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landscapes, and landmarks. Their posts whether on Instagram, facebook, or relatable forms of
content that can influence potential tourists’ decisions. This phenomenon has drawn attention to
the role of international students in promoting destinations and enhancing a country's image
through personal narratives and visual content. Social media plays an important role in providing
new and creative approaches to communication, information dissemination and information
sharing (Hussain et al., 2024, p. 2). It has been confirmed by various studies that tourism-related
posts on social media motivate people to visit the shared or recommended destination (Coronel,
2023; Hussain et al., 2024; Rakuten Marketing, 2019; Bastrygina et al., 2024). Tourists need
reliable information to make travel decisions and are increasingly turning to information-oriented
content (Hussain et al., 2024, p. 1). Foreign students who post and create content on social media
are a reliable source of information for their friends and families, as well as an important figure
who can provide more information on curious topics. International students are a diverse group of
individuals who, despite temporarily residing in the country, have developed a deeper connection
with the local culture and surroundings. Weaver (2003) stated that international students have an
impact and a lasting influence on the tourism industry as they spend money on education and travel
within the destination (Kim & Scott-Halsell, 2020, p. 2-3). Moreover, during their stay, they act as
advocates by introducing and promoting the destination to their friends and family (Gardiner et
al., 2013; Kim & Scott-Halsell, 2020, p. 2-3). Therefore, the research aims to examine the impact
of the presence and activities of international students in Tiirkiye on the perception and interest
towards Tiirkiye. The focus is on how students act as cultural ambassadors and informal marketing
tools to strengthen the image of Tiirkiye as a tourism destination. How students' personal
experiences in Tiirkiye and their social media posts influence their friends, family and social circles
and the role of these experiences in promoting Tiirkiye as a tourism destination are explored.

Methodology

In the study, it is aimed to reveal the impact of the posts made by foreign university students about
Tiirkiye on Tiirkiye's tourism marketing through social media tools. In this context, the research
was designed as a case study from qualitative research designs. In qualitative case studies, it is
possible to investigate factors such as environment, individuals, events or processes related to one
or more situations in depth with a holistic approach (Yildirnnm & Simsek, 2011, p. 77). The
population of the study consists of foreign students who are in Tiirkiye to study at university. Since
it was not possible to reach the entire population, sampling was used. Snowball sampling method,
one of the purposeful sampling methods, was used to determine the sample. This sampling method
involves asking the interviewees from whom the most information about the researched subject
can be obtained and reaching new interviewees because of the answers received (Yildinm &
Simsek, 2011, p. 111). The sample of the research consists of 15 foreign students who agreed to
participate in the research. In line with the interviews, the number of people interviewed was
limited to fifteen people when the answers started to repeat (Creswell, 2018). Interview method
was used as a data collection method because it is an effective and efficient method and is
frequently used in qualitative research (Creswell, 2013, p. 130). The interviews were conducted
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between 15 December 2024 and 15 January 2025. A semi-structured interview form was used as a
data collection tool. The interview form created by the researchers was examined by two
academicians and the questions were finalized. In the interview form, there are seven questions
about the posts made by foreign university students about Tiirkiye on social media tools and six
questions to determine the demographic characteristics of the participants.

The interviews were recorded with a voice recorder with the permission of the participants and
transferred to Maxqda qualitative analysis software by the authors. The data were analyzed and
visualized using Maxqda software. The responses received from the participants were
meticulously analyzed, interpreted and codes were determined, and then these codes were placed
under the relevant themes. Codes and themes were determined by inductive method. The
relationships between codes and themes were analyzed using code-subcode relationship analysis
and code map analysis.

Results

As a result of this study, the findings regarding interviews conducted with 15 people are
summarized. Table 1 shows the demographic information of the interviewees. The participants had
diverse educational backgrounds, with 5 enrolled in undergraduate programs, 9 in postgraduate
programs, and 1 pursuing a doctoral degree. The participants came from various academic
disciplines. The most represented disciplines were Psychology and Islamic Sciences, with 3
participants each. Regarding nationality, the participants represented a wide range of countries.
The largest group was from Palestine 4 participants, followed by Afghanistan 2 participants. The
remaining participants were from Mauritania, Ukraine, Gambia, Somalia, Mexico, Thailand,
Indonesia, Ecuador, and Morocco, with 1 participant from each country. The diversity in
educational background, field of study, and nationality provided a rich variety of perspectives in
this study. By representing students from different countries, the sample was not focussed on a
particular cultural or academic group. This diversity enabled a more in-depth analysis, particularly
in understanding their views on the research topic.

Table 1. Demographic Characteristics of the Interviewees (n:15)

Variables f
Female 13
Gender Male )
18-25 age range 13
A
ge Group 26 years and older 2
Undergraduate 5
Education Status Postgraduate 9
Doctorate 1
. Psychology 3
Major A f St
ajor Area of Study Geological Engineering 1

195



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Aquaculture

Islamic Sciences
Pharmacy

Bussines Administration
Nurse

Educational Management
Tourism Management
Physics

Mauritania
Palestine
Ukraine
Afghanistan
Gambia
Country of Origin Somalia
Mexica
Thailand
Indonesia
Ecuador
Morocco
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The participants were first asked about their use of social media tools and which tools they use,
and the responses are summarized in Table 2. From the interviews, it was found that almost all
participants actively used social media platforms such as Facebook, Instagram, Twitter, Google,
and Pinterest. Among these, Instagram, Facebook, and Google were the most frequently used
platforms, especially for sharing visual content. One of the important indicators of the
effectiveness of social media posts is the number of followers (Kiran, Yilmaz & Emre, 2019). The
number of followers of the participants ranged from a minimum of 1,209 to a maximum of 5,339.
Another indicator is the number of likes and comments. The number of likes that participants
receive on their posts is at least 35 and at most 1,414. These figures provide information about the
interaction rate of the posts.
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Table 2. Interviewees' Use of Social Media Tools
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Instagram and Google are the social media platforms most frequently used by the participants.
This 1s followed by Facebook, Linkedin, Pinterest and Twitter (Table 3).

Table 3. Frequency of Using Social Media Tools

Social Media Tools Sometimes Medium Frequently | Always | Total
Frequency

Instagram - - 2 13 15
Google 2 - 3 10 15
Facebook 6 4 1 2 13
Linkedin 5 3 1 - 9
Pinterest 5 - 3 1 9
Twitter 6 - 2 - 8

All of the participants stated that they shared tourism-themed posts from Tiirkiye on social media
platforms. Some participants regularly posted tourism-themed photos, including local attractions

and Turkish cuisine. These posts were shared with varying frequencies, ranging from several times
a week to once a month (Table 4).
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Table 4. Sharing Frequency

1 per month
. 2-3 tiems a week
. 1 time per week

1 time in two weeks

—_

1 per month 2-3 tiems a week 1 time per week 1 time in two weeks

The participants visited various cities in Tirkiye, including Istanbul, Ankara, Gaziantep, Kayseri,
Nevsehir, Mersin, Adana, Diyarbakir, Sanlurfa, and Mardin. Their experiences in these cities
enriched the content they shared on social media, further enhancing Tiirkiye’s tourism promotion
reach (Table 5). The participants posted the most from Gaziantep (13), Istanbul, Ankara,
Nevsehir/Kapadokya (12) and Adana (9) respectively. Posts from big cities such as Istanbul,
Ankara and touristic regions such as Nevsehir/Capadocia are important for the promotion and
image of the country. However, it is also observed that intensive travelling and sharing was made
for cities such as Diyarbakir, Sanliurfa and Mardin, which are located in the Southeastern Anatolia
Region of Tiirkiye and are relatively less well-known abroad. It is thought that the posts made for
the promotion of these provinces have an important potential.
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Table 5. Cities in Tiirkiye Visited and Shared by the Interviewees
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The participants’ social media posts often received positive responses from their audience, such as
likes, emojis, and comments from friends and family. Many participants reported that their posts
elicited curiosity about Tiirkiye. The relevant data are summarized in Table 6. Comments on
participants' social media posts about Tiirkiye were grouped under 2 themes, considering the
purpose of "getting to know the place shared" or "travelling to the place shared". Six codes for
travelling and six codes forgetting to know the place were identified. The most common message
was to get more information about Tiirkiye (14 comments). The second (12 comments) is about
the city of the place in the posts. This is followed by comments about how beautiful the place is
and what are the procedures to visit Tiirkiye. In 9 comments to the posts, it was stated that a visit
to Tiirkiye was planned. For example, I-1 stated that her friends were curious about the visa
application process for visiting Tiirkiye after seeing her posts on social media. I-14 mentioned that
people frequently asked about the location of her shared photos or, if she posted about a restaurant,
they would inquire about its name. Similarly, [-4 shared that after posting pictures from Bursa, one
of his friends decided to visit the city.
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Table 6. Reactions to Posts About Tiirkiye
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All participants believed that the photos they shared on social media had a positive impact on
promoting Turkish tourism. They felt that their posts helped spark curiosity among their friends
and family, eventually motivating them to travel to Tiirkiye.

I-5 expressed, “Some of my friends and my family ask me where this place is. And they said these
places are so nice, and they want to visit Tiirkiye. They also asked me how I could get the visa.
So, I think I promoted Tiirkiye; also, I share good pictures.”

I-11 explained that her social media posts influenced Turkish tourism promotion, noting that when
she shared photos of Cappadocia, her relatives asked about ticket prices and other details and
eventually visited the site for their holidays.

Interviewers 3, 9, 10, and 11 emphasized that their posts introduced lesser-known Turkish
destinations to their audiences, showcasing the rich variety of attractions Tiirkiye offers. This
demonstrates that the participants’ social media posts not only influenced their audience's
perceptions of Tiirkiye but also sparked interest in visiting the country. The responses of some of
the interviewees are given in Figure 1.

200



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

|
. @ It definitely has an impact on tourism in Turkey
= there are many of my friends who want to come
Of course it has an impact at The impact of social media posts for tourism. There some my friends‘ that as‘kedA me
some point. Because of that, on the promotion of Turkey. to show them more photos of tourist destinations

some of my friends and my in Tirkiye other than Istanbul when | go traveling,
family or brothers ask me where is because they are curious about the beauty of other
this place. And they said these cities in Turkiye. So I thought | could help alittle to
place are so nice and they want to promote lesser known tourist destinations in
visit Turkiye. They also ask me Turkiye to my friends on social media. (I-13)
@]

how can i get the visa. So i think i
promoted Turkiye, also i share a

good picture. (I-5) Yes
P —
sh\:'z ‘;:'I:k E\Cf;uarleht:va; ;.m Sometimes | share pictures about Turkiye to my
imoact t(ya omotin family via WhatsApp. And sometimes | share it on
Tu rkiyz becalfse peoplgare I'I my Instagram. After they see the pictures that |
looking forward to visiting Yes i think it has an impact for ;har? o 'li‘.“ag'amﬁ"d. they say "o fhirfe ®
the place thati shared on promoting Turkiye. For example, in the this city In Turkiye and this city is very nice . ter
social media. (1-6) past, my friends and my family didn’t share the pictures, they ask about how canigo to

Turkiye and where is the most famous place in
Turkiye. After that | give information related to
their questions. Thats why i think when i share my
pictures it can help to promote turkiye because i
give them information about Turkiye. {1-10)

know about Mersin, they only knew
about Istanbul and Kapadokya, but
after seeing the photos that i shared on
my instagram they came to know that
in Turkiye there is a city of Mersin and
said that Mersin is very nice and good.
(-9

Figure 1. Participants' opinions on the impact of social media posts on the promotion of Tiirkiye.
Conclusion

This study examines the significant role of international students as cultural ambassadors and
unofficial marketing agents in promoting Turkish tourism through social media. International
students living in Tiirkiye have first-hand experience with the country’s culture, traditions, and
natural beauty, which they actively share through platforms such as Instagram and Facebook. Their
posts cover a wide range of content, from popular tourist attractions to lesser-known destinations,
as well as local cuisine and cultural traditions. The impact of these activities is not only limited to
their audiences, such as family and friends, but also to their wider social networks. Many of the
audiences responded positively, asking questions about locations, visas, and travel details,
indicating the success of the posts in arousing their curiosity about Tiirkiye and interest in visiting
Tirkiye. Some of them even decided to travel to Tiirkiye after being inspired by this content.

These findings suggest that some international students are not only consumers of tourism
experiences but also producers of content with promotional value. The authentic experiences they
share create a positive image of Tiirkiye as an attractive tourism destination and extend the reach
of promotion. Moreover, their content has the potential to support tourism diversification efforts
in Tirkiye by helping to promote lesser-known destinations. This study also confirms the
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importance of social media as a powerful tool for tourism promotion, especially through authentic
and engaging personal narratives.

Based on the research results, some suggestions can be developed for sector stakeholders.
Accommodation enterprises can prepare special accommodation campaigns or discounted prices
for special days for foreign students and encourage them to share their social media tags. They can
also offer special experiences to students during their accommodation and ensure that these are
shared on social media. Tourism agencies can organise student-oriented tours or they can analyse
foreign students' interest in tourism and create special tours in this direction. They can co-operate
with students who frequently use social media or have popular social media accounts and
encourage them to share their posts. They can offer them guidance services to ensure that they
produce quality content. It will be beneficial for local governments to follow student-friendly city
policies in terms of promotion of destinations. They can create social and cultural venues as well
as organise attractive events, excursions and campaigns to ensure that foreign students have a more
comfortable and enjoyable time in the city. Foreign students may be offered discounts on public
transport and cultural attractions, taking into account their longer stay in the city and in contrast to
tourists. They can provide free or discounted entry to museums and historical sites. They can offer
free Turkish language courses or cultural activities such as cuisine, handicrafts, etc. to facilitate
their adaptation to Turkish culture. They can offer multilingual websites or mobile applications
that provide information about transport, health, accommodation and entertainment in the city.
Local governments can promote their cities as an international student destination by encouraging
foreign students to share their experiences in the city through social media. They can reward
students who share the best photos or vlogs with various themes related to the promotion of the
city.

Finally, the effect of foreign students' social media posts on the promotion of Tiirkiye can be
investigated using quantitative methods with more participants. Detailed analyses can be made on
the interactions of the posts.
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Abstract

Purpose: This study explores the impact of digitalization on sustainable cultural tourism, focusing
on the contributions of virtual reality (VR), augmented reality (AR), and digital marketing tools in
preserving and promoting cultural heritage.

Study design/methodology/approach: The study established a research framework by conducting
a literature review within the context of culture and technology interaction. Additionally, data were
gathered from various platforms, including websites, academic sources, and mobile applications.
Rogers’ (1995) Diffusion of Innovations Theory was used to analyze the adoption processes of
virtual tours. Data were collected through the case study method and analyzed using content
analysis. The study examined participant reviews shared on TripAdvisor as virtual tours gained
popularity during the pandemic. Through content analysis, this study aims to evaluate participants'
perspectives on virtual tours in Japan, assessing their impact on tourism perceptions and
identifying prominent cultural values.

Results: The findings highlight digitalization’s positive effects on environmental sustainability and
accessibility, while cautioning against the potential loss of cultural richness due to excessive digital
use. Participants appreciated the digital experience of Japanese culture during COVID-19,
expressed interest in physical visits, and recommended the tours to others. Some participants stated
that virtual tours are a better alternative to in-person tours and that they learned new cultural
information.

Originality/value: The study underscores the role of digital technologies in preserving cultural
values and enhancing tourist experiences, emphasizing the need for responsible and sustainable
use. Although this study is preliminary due to the limited review sample, it offers valuable insights
for future research.

Keywords Digitalization, sustainability, cultural tourism, virtual tours.
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Introduction

Digitization is driving profound transformations within the tourism sector, enhancing both travel
experiences and supporting environmental sustainability Technologies like online booking
systems, mobile applications, and digital marketing strategies streamline travel processes and
enhance business efficiency (Buhalis & Law, 2008). Sustainable cultural tourism, which seeks to
preserve both natural and cultural heritage, significantly benefits from these technological
advancements. Virtual reality (VR) and augmented reality (AR) enable visitors to explore cultural
heritage sites without being physically present (Tussyadiah & Fesenmaier, 2009). However,
excessive reliance on digitization may erode cultural richness and traditional practices (Unal &
Kocgak, 2023).

This study explores the relationship between tourism and technology, focusing on the effects of
digitization on sustainable cultural tourism. Drawing upon Rogers' (1995) Diffusion of Innovations
Theory, this research examines how individuals adopt or reject virtual tours. The research problem
is defined as “What are the perceived characteristics that stand out in the experiences of individuals
who participate in virtual tours?” The findings indicate that virtual tours in Japan have a positive
impact on tourists, emphasizing factors such as personalized experiences and the engagement of
interactive guides. Moreover, participants perceived virtual tours as an alternative tourism model,
often finding them as effective as, or even superior to, physical tours. This perspective suggests
that digitization is shaping new tourism perceptions, where virtual experiences are not merely
substitutes but viable alternatives to traditional travel.

Methodology

The COVID-19 pandemic led tourism providers to offer virtual tours via digital platforms
(Dybsand, 2022). This study employs the Descriptive Case Study Content Analysis method to
analyze TripAdvisor reviews of virtual tours in Japan offered by Japanese travel agencies. No
comprehensive research has specifically focused on virtual tours in Japan. Additionally, while
previous studies have primarily analyzed reviews from the Airbnb platform, this research examines
reviews of virtual tours related to Japan on TripAdvisor. To identify relevant reviews, a filtering
process was conducted using keywords such as 'virtual,' 'online,' and 'digital' in the search bar. As
a result of this process, 300 reviews that were definitively related to virtual tours were obtained
for evaluation.

The top 5 virtual tours with the highest participation and their respective participant numbers are
presented in Table 1.
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Table 1. Most Participated Japan Virtual Tours Based on TripAdvisor Reviews

Number of Reviews

Rank Online Experience Name & Travel Agency Name for the Relevant
Tour

1 Kyoto Zen Garden Zen Mind - Virtual (X Travel Agency) 30

2 Kyoto Virtual Tour (Y Travel Agency) 28

3 [Virtual Tour] Tokyo Highlights (Z Travel Agency) 25

4 Tokyo Virtual Tour (Y Travel Agency) 24

5 Tokyo Online: Virtual Experience in Shibuya and Shinjuku 57

with a Local Expert (W Travel Agency)

Given the data limitations and time constraints, this study has been designed as a pioneering
research effort. Since the study focuses on cultural tourism experiences, a purposive sampling
method was employed, selecting 47 reviews from X Travel Agency, which has the highest
participation in cultural virtual tours. During the data collection, reviews in different languages
were translated into English using Google Translate.

Conceptual Framework

The use of technology in the tourism sector has been revolutionary. The increased accessibility,
efficiency, and personalization of travel experiences highlight the contributions of technology to
the tourism industry. Features such as online booking systems, mobile applications, and digital
tools facilitate the travel process for individuals (Buhalis & Law, 2008). Additionally, applications
like data analytics and artificial intelligence systematically analyze tourist behaviors, offering
more impactful and beneficial services to both businesses and tourists (Gretzel et al., 2006).
Digitization plays a crucial role in the development of sustainable tourism practices. Examples of
digitization, such as smart city applications and mobile apps, help prevent issues like overtourism
that can harm the environment (Ritchie & Crouch, 2003). Virtual reality (VR) and augmented
reality (AR) technologies offer unique experiences to explorers, potentially altering their visit
preferences. For instance, a visitor exploring the Van Gogh Museum in Amsterdam through virtual
reality may be influenced by their experience when considering a visit to the Efes Experience
Museum in Izmir, Turkey. Such digital experiences can significantly impact tourists' destination
choices. On the other hand, a visitor using augmented reality to explore the British Museum might
also be influenced when discovering Gobeklitepe with the same technological tools. Yarali &
Baloglu (2023) suggest that VR and AR applications may minimize physical visits to destinations.
However, considering the responsibilities and challenges posed by digitization, excessive
digitalization may lead to the neglect of cultural riches and the dilution of traditions (Sigala, 2018).
Therefore, the use of technology in the tourism sector should be managed carefully and aligned
with sustainability principles. Yaral1 & Baloglu (2023) emphasize that digitization emerges as an
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important tool in achieving sustainability goals. For example, tourism businesses enhance
customer satisfaction by adopting digital technologies. Online booking platforms can be
exemplified as a significant sustainability measure to prevent paper waste. Furthermore,
destination promotion conducted through social media and digital marketing strategies plays a
critical role. Digitization significantly supports sustainable tourism practices. Many digital
experiences, especially smart city applications, also assist in the preservation of natural and
cultural heritage (Bertot et al., 2010). In Groningen, the Netherlands, smart technology is used to
increase efficiency in waste management. The trash bins in the city have the ability to send
messages when they are full. As a result, garbage trucks are only directed to full bins, preventing
unnecessary trips. Through this system, the municipality of Groningen significantly reduces labor
and fuel costs (Ayyildiz & Ayyildiz, 2020; Digital Age, 2025). In this context, it can be understood
that digitization supports economic sustainability through efficient resource use, local economic
support, job creation, long-term profitability, innovation, and competitiveness. Yoo et al. (2017)
defined sustainability in the tourism industry as a dual concept. On the one hand, tourism provides
economic gains while preserving natural and cultural values. On the other hand, tourism can pose
threats to sustainability by negatively impacting natural ecosystems. Given that the primary
concern in sustainability is the survival threats to the ecosystems on which humanity depends, it
becomes inevitable for individuals and societies to change their consumption and production
behaviors. The tourism industry is introducing gamification and smart tourism to change tourist
behavior in favor of sustainability. Buhalis & Amaranggana (2014) stated that the rapid
development of technology is making organizations and communities smarter. The concept of
Smart Tourism Destinations (STD) directly influences the development of smart tourism tools. In
recent years, technology has facilitated the emergence of innovations that have revolutionize the
tourism sector (Buhalis & Law, 2008). Smart tourism applications are used in a variety of ways to
enhance the travel experience, customer satisfaction, and improve business efficiency. These
applications aim to enhance customer experience and provide more accessible services by using
technologies such as data analytics, mobile applications, artificial intelligence, and the Internet of
Things (IoT) (Zengin & Bayhan, 2023: 427). Smart tourism applications analyze user preferences
to offer more personalized recommendations (Buhalis & Amaranggana, 2015). For example,
internationally recognized five-star hotels operating in many countries exemplify this. When a
tourist stays at a hotel in Turkey, their preferences are recorded and visible in the system when
they visit another hotel. This can be seen as an example of providing a better tourism experience.
Tourism businesses can improve their services by analyzing customer data and, identifying which
services are in higher demand and where improvements are needed. Smart applications do not stop
at these examples; various mobile applications can also be cited as examples of smart tourism
applications. For instance, TripAdvisor allows users to share their experiences (TripAdvisor,
2023), Google Maps provides navigation (Google, 2023), and Airbnb directly meets
accommodation needs in selected destinations (Airbnb, 2023). The relationship between culture
and sustainability is critically important for preserving social identity and values. Cultural heritage
reflects the identity and history of a society, while sustainability helps in the preservation of these
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values and their transmission to future generations. Thus, no nation will lose its identity. Protecting
the cultural experience of local people not only enhances social solidarity but also supports cultural
diversity (World Bank, 1999: 6). Furthermore, sustainable tourism practices contribute to the
preservation of cultural values while promoting local cultures (Agici et al., 2017). At this point, it
is essential to highlight the role of digitization in the preservation of cultural heritage and its
sustainability for future generations. Digitization plays a significant role in the processes of
preserving and promoting cultural heritage. Digital technologies contribute to the documentation
of cultural heritage and make it always accessible (UNESCO, 2025). The effects of digitization on
the tourism sector are clearly visible. The integration of digital technologies into the tourism sector
has become an important tool in promoting natural and cultural heritage tourism. Digital platforms,
websites, social media channels, and mobile applications have facilitated the global recognition of
cultural and natural elements (Buhalis & Foerste, 2015). On the other hand, virtual reality (VR)
and augmented reality (AR) applications provide impressive and innovative experiences that allow
visitors to explore places without being physically present (Tussyadiah & Fesenmaier, 2009). This
situation has enabled access to even hard-to-reach destinations. Visitors can easily access and
explore destinations that are at risk of being forgotten (Colakoglu & Samanci, 2024). Therefore,
minimizing physical visits to destinations plays an important role in ensuring the healthy
progression of the destination life cycle and sustainability. This relationship between culture and
sustainability also affects the adaptation process of local communities to digitization. Digital
platforms may have been beneficial for the adaptation process of the local people. For example,
local merchants, artisans, and artists can present their products globally thanks to digital marketing
tools.

Technological developments before the digital age made it difficult for tourists to obtain
information about a destination and form a mental image without directly experiencing it. During
this period, tourists usually relied on brochures, face-to-face communication, and other traditional
information sources to learn about the destination (Aksoy & Bas, 2021). Today, with the
widespread use of digital technologies, consumers are increasingly participating in activities taking
place in virtual environments, placing more importance on concepts such as sustainability,
collaboration, and peer-to-peer sharing. This change significantly affects the tourism sector. In
particular, there has been an observable increase in interest in online experiences such as virtual
tours, virtual reality, augmented reality applications, and virtual museums (Uca & Karahan, 2022).
Before the technology age, it was nearly impossible to offer consumers the opportunity to
experience a tourist product in the tourism sector. However, today, virtual reality environments
created with video and photo content contribute significantly to individuals developing mental
images of destinations. In particular, virtual tours allow users to gather detailed information and
experience destinations before traveling, thereby helping shape their preferences (Cho et al., 2002).
In this environment, where technological developments transform individuals’ perception worlds,
Baudrillard (2013) argues that reality is transformed through media, and this transformation is
replaced by an artificial reality that has lost its meaning. At the core of this transformation lies the
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influence of the culture industry (Kiinligen & Samur, 2021: 39). In this context, one of the major
innovations brought about by contemporary technologies is virtual and augmented reality. Virtual
Reality (VR) is an immersive media experience that allows users to feel as if they are present in a
designed or reality-based environment and interact with it (Kiiniicen & Samur, 2021: 40).
Augmented Reality (AR) is a technology system that allows digital materials to be projected onto
the physical world (Sumardani et al., 2020: 14). These systems are divided into two categories
according to their technological infrastructure: Location-based AR Systems: These systems
determine the user's location by using data from GPS, RFID, and sensors and add virtual data on
top of the real image. It is used in fields such as education, tourism, architecture, and geography
(Igten & Bal, 2017: 115). Image-based AR Systems: These systems analyze elements such as
images, sounds, or movements used as markers and add virtual content to specific points (Icten &
Bal, 2017: 115). Mixed Reality (MR) is a process that integrates virtual and augmented reality
applications, covering a broad spectrum from the physical world to the virtual environment
(Kiintigen & Samur, 2021: 50). Extended Reality (XR) is a collection of immersive technologies
that combines virtual, augmented, and mixed reality. A more recent development, XR offers users
compelling experiences where both the virtual and real worlds merge (Kiiniicen & Samur, 2021:
51).

Results

The data were analyzed using a deductive approach, guided by the themes and sub-themes
established by Uca & Karahan (2022). Additionally, during the analysis process, an inductive
approach was also applied, resulting in the identification of new sub-themes. These newly
identified sub-themes were then categorized under the most relevant theme headings. The
identified themes and sub-themes, along with their frequency counts, are presented in Table 2,
where the newly emerged sub-themes are highlighted in bold.

Table 2. Themes and Sub-Themes for Online Virtual Tour Experiences

Personalized Experience Travel Satisfaction Exploration Behavioral
Planning of Different Intentions
Places
Guide’s Attitude (22) Information Great Exploring Recommendation
Provision (23)  Experience Local Intentions (32)
(45) Culture (12)
Personalized Service (8)  Receiving Tips Fun Exploring Visit Intentions
2) Experience Unknown (11)
(28) Places (11)
Group Activity (11) Desire to Guide’s Exploring Revisit
Travel (10) Characteristics Places Intentions (15)
47 Related to
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Interests
(25)
Interactive Exploring
Experience Local
(23) Religion
1s)
Perceived
Adequacy
(22)

Source: The criteria for virtual tour experiences listed in the table were adapted from Uca and Karahan
(2022) with additional sub-themes developed by the authors.

The table below, Table 3, presents the themes and sub-themes identified through specific codes,
along with examples of participant quotes. In the table, the sub-themes that emerged inductively
during the analysis by the authors are highlighted in bold. The main themes and other sub-themes
were analyzed using a deductive approach, by referencing Uca & Karahan (2022). However, since
predefined codes were not available in Uca and Karahan's (2022) study, which served as a
reference for the themes and sub-themes, the codes were identified by the authors during the
analysis process and are highlighted in bold

Table 3. Virtual Tour Experience: Themes, Sub-Themes, Codes and Example Participant Quotes

Themes

Sub-Themes

Codes

Participant’s Direct Quotes

Personalized
Experience

Guide’s Attitude

Personalized
Service

Group Activity

A friendly and engaged
approach to
personalization.
Tailored guidance based
on participants'
interests, offering
flexible experience in a
comfortable
environment.
A  group
promoting
interaction,

experience
social
allowing
participants to network
with family members or
new people during the
tour.
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"[Guide s name] is such a
soothing guide. He is relaxed
and fun. "

"[Guide s name] s tours feel
very personal, as if he is
guiding just for you."

"The discussion after the tour
was engaging, and everyone
shared their thoughts."
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Travel
Planning

Satisfaction

Exploration
of Different
Places

Information
Provision

Receiving Tips

Desire to Travel

Great Experience

Fun Experience

Guide’s

Characteristics

Interactive

Experience

Perceived
Adequacy

Exploring the

Local Culture

Exploring
Unknown Places

Exploring Places
Related to
Interests

Detailed explanations
and the opportunity to
learn new information.
Offering unique tips for
tourist trips.

Increasing interest in
physically visiting the
destination.

An experience that
exceeds the participants
expectations.

Immersive and
enjoyable content and
experience.

Knowledge level and

engaging narration.

Active communication
with the guide and
group, Participating as
if physically present.

As good as in-person
tours, Better than in-
person tours, Without
the disadvantages of
physical tours in virtual
ones.

Gaining awareness of
cultural heritage and
Learning about the local
culture.

Visiting new, previously
undiscovered spots for
the first time.

Exploring new locations
that appeal to the
participants’ interests.
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"We learned so much about
the depth of the Japanese Zen
Architecture.”

"[Guide’s name] gave great
recommendations on where
to visit in Kyoto in person."
"This tour made me want to
visit Kyoto in person even
more!"

"This was an absolutely
wonderful experience!"

"I had so much fun!"[Guide s
name] s storytelling makes
the tour immersive."

"[Guide s name] s knowledge
and passion make this tour
extraordinary."

"I loved how we could
interact and ask questions
throughout the tour."

"In some ways it was even
better than a direct tour
because first of all — there
were and

no  crowds,

explaining Kyoto's
topography and using the

garden’s map gave a nice

framework."”
"[Guide s namej s
explanations of Kyoto's

cultural heritage were eye-
opening."”

"We visited a hidden Zen
garden that I had never heard
of before."”
"The temple
fascinating, exactly what [
was looking for!"

tfour was
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Exploring Local Learning about the "I learned so much about the

Religion influence of religions on connection between Zen
culture and discovering Buddhism and Japanese
local religious practices. gardens.”

Behavioral Recommendation  Participants’' intention "I would recommend this

Intentions Intentions to recommend the tour four to anyone interested in
to others. Japan."

Visit Intentions Increased desire to "I plan to visit Kyoto soon

physically visit the after this experience.”
destination.

Revisit Intentions  Interest in  taking "This is my second tour with
another tour with the /[Guide’s name], and I cannot
same platform or guide. wait for the next one!"

Source: Themes and sub-themes adapted from Uca & Karahan (2022), with additional sub-themes and

codes developed by the authors.

Conclusion

The analysis of participant feedback revealed a largely positive response to virtual guided tours,
with many participants rating their experience highly (5/5). This suggests that the novelty of virtual
tours has been widely accepted by the majority of participants. The most frequently expressed
feedback under the satisfaction theme points to positive opinions about the experience, aligning
with the findings of Uca and Karahan (2022). Participants noted that virtual tours had fewer
distractions than physical tours. One participant remarked, "In some ways, it was even better than
an in-person tour because there were no crowds, " indicating that virtual tours offer a more focused
and comfortable learning environment.

Additionally, many participants mentioned that the virtual tours closely resembled the experience
of being physically present, highlighting the immersive nature of the virtual tours. One participant
stated, "Although it's a virtual tour, it almost felt like I was at the temple itself.” These comments
underscore the technological advancements that make virtual tours a viable alternative to
traditional travel. Furthermore, participants gained insights into cultural and religious practices,
demonstrating that virtual tours can serve as an educational tool, offering participants the
opportunity to engage with local traditions and history remotely. Remote activities that eliminate
the need for travel offer significant potential in reducing environmental impacts and supporting
sustainable tourism (Gossling et al., 2020). In this context, by removing physical barriers, virtual
tours can make cultural experiences accessible to a broader audience, further supporting
sustainability goals. Factors such as supporting local economies and the efficient use of resources
are key elements that enhance the success of sustainable tourism (Yoo et al., 2017). However,
excessive digitization poses a risk of cultural alienation (Avci & Topgu, 2020). Therefore, a
balanced approach is crucial. Ultimately, digitalization presents significant opportunities for
sustainable cultural tourism. Tourism stakeholders must actively use technology to protect cultural
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heritage and achieve sustainability goals, ensuring the careful management of digital tools.
Moreover, participants noted that virtual tours are effective in discovering local culture, thus
promoting cultural sustainability without negatively affecting the destinations. One participant
reflected, "It has allowed me to experience Kyoto and the Japanese environment from the comfort
of my home!" This reinforces the idea that virtual tours can contribute to both cultural and
environmental sustainability by allowing individuals to explore destinations without physically
visiting them.

Therefore, it is argued that the technology behind these virtual tours should be further developed,
not only as a crisis response tool but also as a valuable alternative form of tourism. The careful
management and development of these digital tools can help ensure the protection of cultural
heritage and foster sustainable tourism. Future research could examine how virtual tours impact
travel decisions across different cultural contexts and how emerging technologies can further
enhance these experiences. Additionally, studies using mixed methods, such as focus group
interviews with individuals who have experienced virtual tours, could provide a deeper
understanding of participant experiences and contribute to a more comprehensive understanding
of the effects of virtual tourism on travel behaviors and perceptions.
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An Examination of the Impact of Virtual Museum Experiences on Offline Visit Intention in
the Context of the Experience Economy
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Abstract

Purpose: Technology is changing the way visitors experience museums, and virtual reality (VR)
is leading this transformation in both visitor experience and museum marketing. In this context,
the purpose of this study is to investigate the effect of a pre-visit VR experience on offline museum
visit intentions.

Study design/methodology/approach: In the context of experience economy and flow theory, this
study examines the effect of the VR museum experience on offline visit intentions utilizing
structural equation modeling (SEM). In this study, an experimental design was adopted in which
participants experienced a 10-minute VR demonstration and were then asked to participate in a
questionnaire about their VR experiences. A self-administered questionnaire was developed as the
data collection instrument for this study. All measures were adapted from existing literature. All
the measurement items for the constructs were assessed using a five-point Likert scale from 1 =
Strongly Disagree to 5 = Strongly Agree.

Results: After ensuring the reliability and validity criteria for the SEM model, the path coefficients
were examined. As a result, the most effective experience economy dimension across all
dimensions of flow experience was found to be aesthetics. In addition, escapism was found to be
effective only on telepresence, while education was found to be effective on focus attention and
temporal distortion, and entertainment was found to be effective on telepresence and temporal
distortion. In addition, flow experience was found to have an effect on satisfaction, which in turn
affects offline visit intentions. Moreover, the most effective flow experience dimension on
satisfaction is telepresence.

Originality/value: 1t is noted that studies on VR in the literature are still at an early stage, and
theory-based approaches are scarce among these studies. In addition, there are very few studies
that focus on the VR experience in museum marketing. In this regard, this study contributes to the
field of VR museum marketing and provides a theory-based approach to understanding the impact
of participants' VR experiences on museum visits.

Keywords VR Museum Experience, Experience Economy, Flow Theory
Introduction

The rapid evolution of technology has significantly transformed the way cultural and historical
institutions, such as museums, engage with their audiences (Genc et al., 2023). Among these

216



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

technological advancements, virtual reality (VR) has emerged as a powerful tool, reshaping both
the visitor experience and the marketing strategies of museums (Lee and Kim, 2021). VR offers
immersive, interactive, and engaging experiences that can enhance visitors' understanding and
appreciation of museum exhibits (Lee et al., 2020). However, as museums increasingly adopt VR
technologies, a critical question arises: How do virtual museum experiences influence visitors'
intentions to visit the physical museum? This study seeks to address this question by examining
the impact of pre-visit VR experiences on offline museum visit intentions, framed within the
context of the experience economy and flow theory.

The experience economy, as conceptualized by Pine and Gilmore (1998), identifies four key
dimensions of consumer experiences: education, entertainment, aesthetics, and escapism. These
dimensions provide a useful framework for understanding how VR experiences can create value
for museum visitors. For instance, VR can educate visitors about historical artifacts, entertain them
through interactive storytelling, immerse them in aesthetically rich environments, and offer
escapism by transporting them to different times and places (Leopardi et al., 2021). Additionally,
flow theory, which describes a state of deep engagement and immersion, is particularly relevant to
VR experiences. Flow theory comprises three sub-dimensions: telepresence (the feeling of being
physically present in a virtual environment), temporal distortion (the loss of track of time), and
focused attention (complete absorption in the activity) (An et al., 2021). These dimensions help
explain how VR experiences can captivate users and influence their subsequent behaviors, such as
their intention to visit the physical museum.

Despite the growing interest in VR applications in museums, there is a notable gap in the literature
regarding theory-based approaches to understanding the impact of VR experiences on visitor
behavior (Wei, 2019). Most existing studies focus on the technical aspects of VR or its potential
as a standalone attraction, rather than its role in enhancing the overall museum experience and
driving offline visits (Lee et al., 2020; Leopardi et al., 2021). This study aims to fill this gap by
investigating how the dimensions of the experience economy and flow theory interact to shape
visitors' intentions to visit a museum after experiencing a VR demonstration. By adopting an
experimental design and utilizing structural equation modeling (SEM), this study provides
empirical insights into the relationship between VR experiences and offline visit intentions,
offering valuable implications for museum marketing and visitor engagement strategies.

Methodology

The purpose of this study is to investigate the impacts of VR simulation on the intention to visit a
museum. For this purpose, the participants were shown a VR simulation of a museum. After
experiencing VR, participants completed the questionnaire which was designed to measure the
participants’ experience with VR simulation face to face.

A structural equation model was developed (Figure 1) in the context of experience economy and
flow theory, to test the effect of VR on offline visit intention by using Amos statistical software. It
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is recommended that the sample size in covariance-based structural equation models be at least 10
times the number of items in the measurement model (Byrne, 2016). The questionnaire of the
research consists of 21 items, indicating that the minimum sample size requirement has been met
by 226 participants.

Entertainment

Satisfaction

e

Focused
Attention

H8

&

Temporal
Distortion

Figure 1 Research Model

A self-administered questionnaire was developed as the data collection instrument for this study.
All measures were adapted from existing scales in the relevant literature. Temporal distortion,
telepresence, focus attention, and satisfaction scales were obtained from An et al. (2021).
Education, entertainment, aesthetics, and escapism, which Pine and Gilmore (1998) developed as
the "experience economy" was obtained from Leopardi et al., 2021. The visit intention scale was
obtained from Lee et al. (2020). All the measurement items for the constructs were assessed using
a five-point Likert scale from 1 = Strongly Disagree to 5 = Strongly Agree.

Results

The findings of this study reveal significant insights into the impact of VR experiences on offline
museum Vvisit intentions, as mediated by the dimensions of the experience economy and flow
theory. After ensuring the reliability and validity of the SEM model, the path coefficients were
examined to assess the relationships between the constructs. The results highlight the central role
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of aesthetics as the most influential dimension of the experience economy across all dimensions
of flow experience. Aesthetics, which refers to the visual and sensory appeal of the VR
environment, was found to strongly enhance telepresence, temporal distortion, and focused
attention. This suggests that visually captivating VR experiences are particularly effective in
immersing users and fostering a sense of presence in the virtual environment.

Table 3 :Structural parameter estimates and goodness-of-fit indices.

Path Std. t-value  SE P Results

Hla: Education = Telepresence -0,077  -1,207 065 0,227 Rejected
H1b: Education = Focus Attention 0,276 4,024 ,075 0,000  Supporte
Hlc: Education > Temporal Distortion 0,191 2,694 ,083 0,007  Supporte
H2a: Entertainment - Telepresence 0,184 2,648 ,070 0,008 Supporte

H2b: Entertainment = Focus Attention 0,095 1,297 ,079 0,195 Rejected
H2c:  Entertainment >  Temporal 0,300 3,862 ,090 0,000  Supporte

H3a: Escapism - Telepresence 0,355 2,950 ,144 0,003  Supporte
H3b: Escapism = Focus Attention -0,028  -,225 ,159 0,822 Rejected
H3c: Escapism = Temporal Distortion 0,050 ,386 ,179 0,699 Rejected
H4a: Esthetic > Telepresence 0,366 5,310 ,099 0,000  Supporte
H4b: Esthetic = Focus Attention 0,577 6,162 ,114 0,000  Supporte
H4c: Esthetic = Temporal Distortion 0,466 3,882 ,122 0,000  Supporte
H5: Telepresence = Satisfaction 0,392 5,614 ,062 0,000  Supporte
H6: Focus Attention = Satisfaction 0,365 5,669 ,053 0,000  Supporte
H7: Temporal Distortion = Satisfaction 0,248 4,037 ,047 0,000  Supporte
HS: Satisfaction = Visit Intention 0,685 11,151 ,073 0,000  Supporte

Notes: X>=917,612: d.f. =380; X*/d.f. =2.415: GFI =0,819; CFI = 0,930: NFI = 0.889: TLI

In addition to aesthetics, the other dimensions of the experience economy also exhibited significant
effects on specific aspects of the flow experience. Escapism, which involves the feeling of being
transported to another world, was found to positively influence telepresence. This indicates that
VR experiences that offer a sense of escape are more likely to make users feel physically present
in the virtual environment. Education, on the other hand, was found to enhance focused attention
and temporal distortion, suggesting that informative VR experiences can deeply engage users and
make them lose track of time. Entertainment, which includes interactive and enjoyable elements,
was found to positively affect both telepresence and temporal distortion, further underscoring the
importance of engaging and enjoyable content in VR experiences.

The study also examined the relationship between flow experience and satisfaction, as well as the
subsequent impact on offline visit intentions. The results indicate that flow experience significantly
influences satisfaction, with telepresence emerging as the most impactful dimension. This suggests
that the feeling of being physically present in the virtual environment is a key driver of user
satisfaction. In turn, satisfaction was found to have a strong positive effect on offline visit
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intentions, highlighting the importance of creating satisfying VR experiences to encourage
physical museum visits.

Overall, the findings demonstrate that VR experiences, when designed to align with the dimensions
of the experience economy and flow theory, can effectively enhance user engagement and
satisfaction, ultimately driving intentions to visit the physical museum. These results provide
empirical support for the use of VR as a strategic tool in museum marketing and visitor
engagement.

Conclusion

This study contributes to the growing body of literature on VR applications in museums by
providing a theory-based approach to understanding the impact of VR experiences on offline visit
intentions. By integrating the experience economy and flow theory, the study offers a
comprehensive framework for analyzing how different dimensions of VR experiences influence
user engagement and behavior. The findings highlight the importance of aesthetics, escapism,
education, and entertainment in creating immersive and satisfying VR experiences, as well as the
critical role of telepresence, temporal distortion, and focused attention in fostering flow states.

From a practical perspective, the results of this study have important implications for museum
professionals and marketers. Museums seeking to leverage VR technology should prioritize the
design of visually appealing and immersive experiences that align with the dimensions of the
experience economy. Additionally, incorporating educational and entertaining elements can
enhance user engagement and satisfaction, ultimately driving intentions to visit the physical
museum. By understanding the interplay between VR experiences and offline visit intentions,
museums can develop more effective marketing strategies and enhance their overall visitor
engagement.

Despite its contributions, this study has some limitations. The experimental design involved a
relatively short VR demonstration, which may not fully capture the long-term effects of VR
experiences on visitor behavior. Future research could explore the impact of longer or repeated VR
experiences, as well as the role of individual differences, such as prior knowledge or interest in
museums, in shaping the outcomes. Additionally, the study focused on a specific cultural context,
and further research is needed to examine the generalizability of the findings across different types
of museums and cultural settings.

In conclusion, this study underscores the potential of VR as a transformative tool in museum
marketing and visitor engagement. By creating immersive, satisfying, and engaging VR
experiences, museums can not only enhance the visitor experience but also drive offline visit
intentions, ensuring the continued relevance and vitality of these cultural institutions in the digital
age.
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Abstract

Purpose: This study explores the transformative impact of Generative Al (Gen Al) on the tourism
and hospitality industry. It aims to synthesise existing research, identify trends and challenges, and
provide a framework to guide future studies and practical implementations.

Study design/methodology/approach: A systematic literature review (SLR) was conducted using
the SPAR-4-SLR protocol. The process involved assembling, arranging, and assessing data while
analysing theories, contexts, characteristics, and methods (TCCM). The Web of Science database
was used, resulting in a review of 71 papers.

Results: The findings highlight trends in Gen Al applications, such as enhancing customer
personalisation and improving operational efficiency, while addressing challenges like trust and
ethical issues. The review also identifies gaps in research across underexplored regions and critical
topics.

Originality/value: This study is the first research to integrate the SPAR-4-SLR protocol and
TCCM framework to analyse the role of Generative Al in tourism and hospitality. By combining
these methodologies, it provides a unified framework that offers both theoretical and practical
insights. Additionally, the use of bibliometric analysis enhances the study by mapping the
intellectual structure and identifying emerging trends, helping researchers and practitioners
navigate the opportunities and challenges posed by Generative Al in this sector.

Keywords Generative Artificial Intelligence Generative Al (GenAl) Hospitality Tourism TCCM
SPAR-4-SLR

Introduction
Background of this systematic review

Generative Al (Gen Al), such as ChatGPT, is transforming the tourism and hospitality industry by
revolutionising customer experiences and business operations (Mich & Garigliano, 2023). These
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tools enhance efficiency, personalisation, and satisfaction across various stages of the customer
journey, including pre-trip planning, en-route assistance, and post-trip sharing (Wong et al., 2023).
For instance, Gen Al enables the creation of high-quality marketing content for social media,
websites, and email campaigns (Carvalho & Ivanov, 2023). In addition, it facilitates the analysis
of vast datasets like booking records and customer feedback to uncover behavioral trends and
emerging patterns (Paul et al., 2023). By delivering tailored recommendations and real-time
support, these technologies elevate customer satisfaction and boost productivity in the industry
(Gursoy et al., 2023). However, despite these advantages, significant challenges persist. For
example, integrating Gen Al into existing IT systems requires robust architectural development
(Dwivedi et al., 2023). Moreover, ensuring the accuracy and reliability of Al-generated travel
recommendations is critical, as inaccuracies can erode user trust and necessitate time-consuming
cross-verification with other sources (Li & Lee, 2024). If users encounter inaccurate travel
recommendations from ChatGPT, it can undermine their trust in the service. This loss of trust may
discourage them from relying on ChatGPT for future travel advice and reduce their willingness to
engage in travel-related activities, ultimately impacting their overall experience and satisfaction
with the tool (Ali et al., 2023).

Consequently, these complexities underscore the dual nature of Gen Al in the tourism and
hospitality industry. While it offers unprecedented opportunities to enhance customer experience
and streamline business operations, it also presents challenges that must be addressed to ensure its
successful adoption and long-term trustworthiness. To navigate these challenges and capitalize on
the potential of Gen Al, a comprehensive and systematic exploration of its impacts is essential.
Given the recognised importance of Gen Al in the tourism and hospitality industry, existing studies
have yet to systematically explore its transformative potential and associated challenges. This gap
raises three critical research questions that guide this study:

RQ1. What do we know about the impact of Gen Al on customer experiences and business
transformation in the tourism and hospitality industry? RQ2. How do we know about the impact
of Gen Al on customer experience and business transformation in this sector? RQ3. Where should
future research be headed to deepen the understanding of the opportunities and challenges posed
by Gen Al in tourism and hospitality?

Contributions of this systematic review

This systematic review makes three significant contributions to the growing body of research on
Gen Al in the tourism and hospitality industry. First, although research on the use of ChatGPT and
Gen Al in this sector is increasing (Carvalho & Ivanov, 2024; Gursoy et al., 2023), significant gaps
remain in understanding its impacts across specific contexts and addressing sector-specific
challenges (Sigala et al., 2024). This review focuses on Gen Al, providing a comprehensive
synthesis of its transformative role in tourism and hospitality. Second, prior reviews have primarily
relied on bibliometric analyses (e.g., Garcia-Madurga et al., 2023), while older systematic reviews
(e.g., Dang & Nguyen, 2023) were limited to studies published up to 2021 or 2022. These
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approaches fail to capture the rapid advancements in Gen Al research in recent years. This review
extends the analysis to include the latest developments and emerging trends, ensuring an up-to-
date and thorough examination of Gen AI’s role in the field. Third, this study adopts TCCM
framework (Paul & Rosado-Serrano, 2019). Unlike previous reviews, which relied on narrative or
traditional systematic methods, this approach systematically explores theories, contexts,
characteristics, and methods related to Gen Al. By doing so, it offers a holistic understanding of
the opportunities and challenges posed by Gen Al, providing valuable insights for future research
and practical applications in the tourism and hospitality industry.

Methodology
Systematic review protocol

This study follows a systematic literature review (SLR) protocol to examine the impact of Gen Al
on the tourism and hospitality industry. The review process follows the SPAR-4-SLR framework
(Paul et al., 2021), which is structured into three key stages: Assembling, Arranging, and
Assessing. In the assembling stage, the Web of Science (WoS) database was chosen for its high-
quality indexing standards. A comprehensive search was conducted using carefully selected
keywords related to Gen Al (e.g., "Generative AL," "ChatGPT") and tourism (e.g., "Hospitality,"
"Smart Tourism"). This search spanned publications available up to January 2025 and initially
retrieved 307 articles. Moving to the arranging stage, the retrieved articles were refined through a
series of filters. These filters included language (English, 306), document type (articles, 240), and
research area (Business Economics and Social Science Other Topics). This rigorous refinement
process narrowed the selection to 124 articles. Then, screening of titles and abstracts reduced the
pool to 89 articles, with 71 papers finally selected for full-text analysis. Lastly, in the assessing
stage, for examining theories, contexts, characteristics, and methods (TCCM) framework was
applied to structure the analysis (Figures 1 and 2). Bibliometric and content analysis methods were
systematically employed to evaluate the selected studies, ensuring a comprehensive and insightful
understanding of the research landscape.

224



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Figure 1 Article selection procedure using SPAR-4-SLR protocol.

Identification
Domain: Gen Alin tourism and hospitality
Research questions: RQ1. What do we know about the impact of Gen Al on customer
experiences and business transformation in the tourism and hospitality industry?
RQ2. How do we know about the impact of Gen Al on customer experience and business
transformationin this sector?
RQ3. Where should future research be headed to deepen the understanding ofthe opportunities
and challenges posed by Gen Al in tourism and hospitality?
Search database: Web ofScience(WoS)

h 4

Assembling

Acquisition
Search period: Blank to January 2025
Search keywords on article topic and title: Gen Al-related keywords (e.g., "Gen
AT" OR "ChatGPT" OR "Generative Artificial Intelligence"") AND Tourism-
related keywords (e.g., "Hospitality'" OR "Tourism Management')
Total number of publications: n= 307
Retrieval data: 20 January 2025

v
Purification

Language: English (n=306)

Filtered document type: articles (240)

Filtered research area: Business Economics (43), Social Science Other Topics
(97) /n=124

Title and abstract screening: (89)

Full-text screening: (71)

Arranging

h 4

Organization
Organizing framework: TCCM framework

v

Evaluation
Analysis method: Content analysis, Bibliometric analysis

v

Reporting
Reporting conventions: Figure, tables, words

Assessing

Results

What do we know about the impact of Gen Al on customer experiences and business
transformation in the tourism and hospitality industry? (RQ1)
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Figure 2. The TCCM framework adapted from Paul and Rosado-Serrano (2019)
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Overview of the research field

A bibliometric performance analysis highlights key aspects of research on Gen Al in the tourism
and hospitality industry (Figure 3). The analysis covers the period from 2023 to 2025 and includes
71 documents authored by 234 researchers. On average, each document has 3.94 co-authors, with
47.89% of publications involving international collaborations. The research field shows a strong
annual growth rate of 15.47%, reflecting its rapid expansion. Each document has an average
citation rate of 12.69, indicating significant academic influence.

Figure 3. Main features of the sample.

Timespan Sources Documents Annual Growth Rate

2023:2025 30 7 15.47 %

Authors of single-authored docs International Co-Authorship Co-Authors per Doc

6 47.89 % 3.94

Author's Keywords (DE) References Document Average Age Average citations per doc

261 3536 0.944 12.69

Source: Biblioshiny
Journal publication outlets and most citated papers

Table 1 highlights the key journals contributing to Gen Al research in tourism and hospitality, with
Current Issues in Tourism and International Journal of Hospitality Management leading with 8
articles each, followed by Tourism Review (5 articles) and several others with 4 or fewer
contributions. Table 2 shows ten most cited articles in this field.

Table 1. List of journals included in our study.

Sources Articles  Percentage of the total (%)

Current Issues in Tourism 8 11%

International  Journal of Hospitality g

Management 11%
Tourism Review 5 7%
Annals of Tourism Research 4 6%
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International Journal of Contemporary 4

Hospitality Management 6%
Journal of Hospitality and Tourism 4

Management 6%
Journal of Hospitality and Tourism 4

Technology 6%
Journal of Travel Research 4 6%
Journal of Hospitality & Tourism Research 3 4%
Journal of Travel & Tourism Marketing 3 4%
International Journal of Tourism Research 2 3%
Tourism and Hospitality Research 2 3%
Tourism Management 2 3%
Tourism Recreation Research 2 3%

Note: Journals with more than one paper are listed.

Table 2. The ten most-cited studies.

Total TC per Normaliz

Auth 1
uthors Journa Citations Year ed TC

Carvalho and
Ivanov (2024) Tourism Review 149 74.50 14.40

Dwivedi et al. International Journal of Contemporary
(2023) Hospitality Management 121 60.50 11.69

Gursoy et al. Journal of Hospitality Marketing &
(2023) Management 93 31.00 3.20

Dogru et al. Journal of Hospitality & Tourism
(2025) Research 70 70.00 10.47

Wong et al. Journal of Hospitality and Tourism
(2023) Management 66 22.00 2.27
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Mich and

Garigliano Information Technology & Tourism

(2023) 51 17.00 1.75
International Journal of Hospitality

Alietal. (2023)  Management 31 10.33 1.07

Pham et al. Journal of Retailing and Consumer

(2024) Services 28 14.00 2.71

Koc et al. (2023)  Technology in Society 26 8.67 0.89

Mogaji et al. [International Journal of Contemporary
(2024) Hospitality Management 24 12.00 2.32

Source: Authors

How do we know about the impact of Gen Al on customer experience and business transformation
in this sector? (RQ2)

Theoretical setting of selected publications

According to the data, a total of 37 out of 71 papers incorporated theoretical foundations, while 34
papers did not explicitly use a theory. The Technology Acceptance Model (TAM) emerged as the
most frequently applied framework (7 papers), highlighting its dominance in Al-driven tourism
research. The Theory of Planned Behavior (TPB) followed, appearing in 3 studies, reflecting its
relevance in understanding user adoption and decision-making. Other notable theories, including
the Uncanny Valley Theory, (SOR) Model, Social Identity Theory, and Affordance and
Actualization Theory, were each used twice. The remaining 27 theories and frameworks were each
employed in a single study, demonstrating a diverse but fragmented theoretical landscape (Table

3).

Table 3. Prominent theories and frameworks in Al-driven tourism and hospitality research

Theory Articles (Count)
Technology Acceptance Model (TAM) 7
Theory of Planned Behavior (TPB) 3
Uncanny Valley Theory 2
(SOR) Model 2
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Social Identity Theory 2

Affordance and Actualization Theory 2

Note: Only theories cited in more than one study are included in this table.

Where should future research be headed to deepen the understanding of the opportunities and
challenges posed by Gen Al in tourism and hospitality? (RQ3)

The TCCM analysis reveals that the majority of studies adopt empirical methodologies, with
limited conceptual research. Most studies focus on tourists as the primary population, while fewer
examine hotel managers, employees, or industry experts. It highlights a gap for future research.
Regarding theoretical frameworks, there is a lack of robust theoretical foundations, suggesting the
need for more integrative models. In terms of context, studies are predominantly conducted in Asia
and North America, with limited exploration of other regions.

Conclusion

This study provides a comprehensive overview of the impact of Generative Al on the tourism and
hospitality industry, shedding light on emerging trends, opportunities, and challenges. By
systematically reviewing 71 papers using the SPAR-4-SLR protocol (Paul et al., 2021), it ensures
methodological rigor and transparency. The integration of the TCCM framework (Paul & Rosado-
Serrano, 2019) facilitates a structured analysis of theories, contexts, characteristics, and methods,
offering a holistic understanding of the field. To the best of our knowledge, this is the first
systematic literature review to exclusively focus on Generative Al in tourism and hospitality,
uniquely combining bibliometric analysis with the SPAR-4-SLR protocol and the TCCM
framework. This study not only provides valuable insights but also identifies critical research gaps,
guiding future exploration in this transformative domain.
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Abstract

Purpose: This conceptual working paper aims to explore how tourism can be leveraged to promote
and disseminate SDG awareness among students, and communities, turning them into
sustainability ambassadors, and to incorporate SDG-focused education into tourism-related
university courses, cultivating a new generation of sustainable tourism professionals. A global
network of sustainability-conscious professionals can be created by embedding SDGs and
sustainability principles into tourism academic programs using Gen Al tools like ChatGPT, Elicit
and Consensus.

Study design/methodology/approach: The study employs case studies of exemplary sustainable
tourism showcasing effective integration of the Sustainable Development Goals (SDGs) into the
curriculum. The analysis of tourism education curricula will help to evaluate how SDGs and Al
tools can be used and integrated more effectively.

Results: The study has some expected outcomes such as a comprehensive framework for
embedding SDGs and Al into tourism education, promoting sustainability; increased awareness
among academics and students about sustainable development, leading to behavioral shifts
towards responsible tourism and sustainability advocacy; enhanced cross-cultural dialogues that
strengthen global commitment to sustainability through tourism and Al-driven educational tools;
policy recommendations for integrating sustainability into tourism development, management
strategies, and educational curricula.

Originality/value: This multi-purpose paper highlights the rarely mentioned the role of Generative
Al tools and the rapid advancements in Al in revolutionizing sustainable tourism by enhancing
immersive experiences, optimizing sustainability strategies, and facilitating cross-cultural
learning.

Keywords Al tools, curriculum, sustainability, SDGs, sustainable tourism
Introduction

Sustainable tourism is vital in achieving the SDGs by balancing economic growth, environmental
conservation, and cultural preservation. The tourism sector, with its extensive reach and influence,
can serve as an effective medium for promoting sustainability. At the same time, embedding the
SDGs in tourism-related academic curricula ensures that future tourism professionals are equipped
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with the knowledge and skills necessary to drive sustainable tourism initiatives (Singh et al.,2024).
The rapid evolution of Generative Al has further broadened opportunities for transforming tourism
into an engine of sustainability, providing innovative solutions for destination management,
educational experiences, and traveler engagement. This proposal outlines strategies to incorporate
the SDGs within tourism academic programs by leveraging Al to enhance sustainability education
and practices.

Methodology

This study employs a multi-faceted approach and consists some key components: 1- Case studies
of exemplary sustainable tourism showcasing effective integration of the Sustainable Development
Goals (SDGs) int the curriculum. 2-Surveys and interviews with academic and students to evaluate
their awareness and willingness to advocate for sustainability following exposure to sustainable
tourism education. 3- Analysis of tourism education curricula to evaluate how SDGs and Al can
be integrated more effectively. 4-Exploration of Al-driven solutions for sustainable tourism
management and their effectiveness in encouraging eco-friendly travel choices.

Results

The study has multi expected outcomes: 1.A comprehensive framework for embedding SDGs and
Al into tourism education, promoting sustainability.2.Increased awareness among academics and
students about sustainable development, leading to behavioural shifts towards responsible tourism
and sustainability advocacy.3.Enhanced cross-cultural dialogues that strengthen global
commitment to sustainability through tourism and Al-driven educational tools.4.Policy
recommendations for integrating sustainability into tourism development, management strategies,
and educational curricula.5.Practical insights and early results from pilot initiatives on SDG-
integrated tourism education and Al-powered sustainability strategies.

Conclusion

The study is expected to advocate for a paradigm shift in which tourism benefits from sustainable
practices and actively contributes to the dissemination and achievement of the Sustainable
Development Goals (SDGs) worldwide. Through education and Al tools integration, we can
ensure that future tourism leaders are equipped to champion sustainability criteria in their careers
and communities, making tourism a transformative force for a more responsible future.
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Abstract

Purpose: This study aims to analyze the role and impact of Artificial Intelligence (Al) in tourism
literature through a bibliometric analysis, identifying key research clusters and emerging trends.
By examining Al applications, this research provides insights into theoretical and practical
contributions while outlining future research directions.

Study design/methodology/approach: A bibliometric analysis was conducted using Scopus-
indexed publications on Al in tourism. The dataset included 817 articles, 30 books, and 230 book
chapters, totaling 1,077 publications. The analysis was performed using VOSviewer, a widely used
tool for mapping co-occurrence networks and identifying research clusters.

Results: The analysis identified six main research clusters in Al-related tourism literature: (1)
service technologies including chatbots and service robots; (2) sentiment analysis and social media
using deep learning; (3) machine learning applications in forecasting and revenue management;
(4) Al and smart tourism integration; (5) virtual experiences and the metaverse; (6) Al in the
sharing economy. These findings reflect the growing diversity of Al research in tourism,
accompanied by increasing scholarly attention across a wide range of thematic areas.

Originality/value: This study offers a structured overview of Al research in tourism through
bibliometric mapping of over 1,000 publications. By combining methodological and thematic
insights, the study contributes to a clearer understanding of current trends and future research
directions in the field.

Keywords: Artificial Intelligence, Machine Learning, Deep Learning, Tourism, Bibliometric
Introduction

Artificial Intelligence (Al), with its introduction and the ability to reshape our daily lives (Kong et
al., 2023), has demonstrated a transformative impact across various sectors, including finance,
technology, science, medicine, education, and increasingly tourism (Castillo-Martinez et al.,
2024). Al functions as an umbrella term encompassing various subfields such as Machine Learning
(ML), Deep Learning (DL) and Generative Al (GenAl) (Alom et al., 2019); all of which have
drawn increasing scholarly interest in tourism and hospitality research. Within the tourism
ecosystem, the implementation of Al technologies in tourism has repeatedly proven to create value
on multiple levels for stakeholders, including businesses, managements, operators, suppliers,
employees, consumers, policymakers, and smart destinations (Kilighan & Yilmaz, 2020).
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In this context, the literature underscores the expanding use of Al technologies across applications
ranging from chatbots and robotics to virtual and augmented reality. Al-driven techniques such as
clustering, classification, predictive analytics, neural networks, and deep learning have become
increasingly prominent in applied tourism research (Doborjeh et al., 2022). Beyond these technical
applications, Al research in tourism can also be analyzed through broader lenses, such as Al
technologies, technology acceptance, consumer perception, and emerging trends, offering a
multidisciplinary perspective on its impact (Kong et al., 2023). These diverse approaches reveal
Al's capacity to drive innovation, personalization, and operational efficiency across the tourism
value chain (Elisa Sousa et al., 2024).

Al research in tourism has evolved over time and can be categorized into three distinct stages. The
initial phase was characterized by a focus on methodological applications, particularly the use of
Al techniques such as neural networks, fuzzy logic, and decision trees for forecasting and
optimization. The exploratory phase broadened this scope, incorporating service robots, Al-
enabled predictive systems, and applications aimed at enhancing the customer experience. The
development phase, accelerated during the COVID-19 pandemic, witnessed a surge in research
centered on intelligent recommendation systems, personalization tools, and sentiment analysis
powered by generative Al (Kong et al., 2023). This evolution reflects an increasing emphasis on
digital transformation and innovation within the sector.

Beyond its evolution, Al research in tourism has also diversified thematically, encompassing a
wide range of subject areas and application domains. This thematic expansion is reflected in a wide
array of studies across different domains of tourism and hospitality. For instance, Pillai &
Sivathanu (2020) researched the adoption of Al-based chatbots in tourism and hospitality, while
Saputra et al. (2024) introduced a typology of service robots tailored to tourism and hospitality
contexts. Expanding the digital scope, Kaur et al. (2024) examined the integration of social media
and Al in shaping the digital landscape of tourism, and Tuomi (2023) explored the implications of
Al-generated content on tourism marketing strategies. In a related stream, Mariani (2019) provided
valuable insights into the utilization of big data and analytics in tourism, and Go et al. (2020)
examined consumer acceptance of advanced machine learning-driven robotic systems.

In parallel, other scholars have focused on the forecasting and strategic potential of Al in tourism.
Claveria et al. (2015) examined how Al tools contribute to the development of smart tourism,
emphasizing system intelligence and destination optimization. Complementing these approaches,
Gajdosik & Marcis (2019) explored Al tools for smart tourism development; Tsaih & Hsu (2018)
offered a conceptual framework for the integration of Al into smart tourism ecosystems. These
studies collectively demonstrate the multidimensional nature of AI research in tourism,
underscoring its methodological diversity and thematic richness. Rather than being fragmented,
this body of literature reflects a dynamic and expanding academic field—one that necessitates
comprehensive mapping and critical synthesis. This study aims to address that need by
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systematically identifying major trends, research clusters, and intellectual contributions within Al-
related tourism scholarship.

Building on this foundation, the present study employs a bibliometric analysis to systematically
investigate the academic landscape of Al in tourism. By identifying key research clusters,
dominant themes, and emerging trends, this study aims to structure the current body of knowledge
and provide guidance for future scholarship on Al-driven transformation in tourism, hospitality,
and travel.

Methodology

Within the scope of this comprehensive research study, scientific articles, books, and book chapters
that examine the relationship between artificial intelligence and the fields of tourism and
hospitality were thoroughly analyzed. The findings from this analysis were then meticulously
evaluated through the application of a bibliometric analysis technique. Bibliometric analysis,
which is recognized as a systematic methodology, employs advanced computer assistance to
explore a specific subject or domain, thereby encompassing all relevant publications in order to
effectively determine significant research contributions, identify important authors within the
field, and shows the interconnections that exist among them. The application of this analytical
approach has witnessed a significant increase in popularity, particularly due to the recent
advancements in sophisticated databases and computational tools that have emerged in the
academic landscape. This particular method of analysis proves to be exceedingly advantageous
when it comes to searching big quantities of unstructured data, as it allows for the interpretation
of such data, the tracking of the progressive evolution of cumulative scientific understanding over
time, and the effective visualization of the resulting outcomes as highlighted by Donthu et al. in
their 2021 publication.

In this research, the Scopus database was selected as the primary source for retrieving relevant
academic publications due to its comprehensive coverage of peer-reviewed literature and its
advanced filtering capabilities. Scopus proved exceptionally valuable in identifying pertinent
studies focusing on artificial intelligence in tourism and hospitality. To ensure a focused and high-
quality dataset, a careful search strategy was employed. This included the application of specific
inclusion criteria—limiting the scope to journals with “tourism”, “hospitality” or “travel”
explicitly stated in their titles, which allowed for the isolation of domain-specific publications most
relevant to the field. In addition, the search criteria were further refined to include publications
that featured the keywords "artificial intelligence", "deep learning", "machine learning", or
"generative artificial intelligence" within their titles, abstracts, or keywords.

This methodological approach ensured a targeted investigation of the scholarly discourse
surrounding the use and implications of Al technologies in tourism and hospitality settings. The
objective was to capture not only the breadth but also the depth of the academic dialogue on these
technologies, by focusing on high-impact and directly relevant studies. The final dataset,
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comprising 1,077 publications consisting of 817 articles, 30 books, and 230 book chapters, reflects
a robust body of literature that has emerged over the years, showing both the growing importance
and diversification of Al applications in these sectors.

To analyze and visualize the collected data, the study employed VOSviewer, a well-established
software tool widely recognized for its effectiveness in conducting bibliometric analyses and
generating network-based visual maps. This tool facilitated the identification of keyword co-
occurrences, thematic clusters, and intellectual linkages among the retrieved publications. As a
result, the analysis offers a clear overview of the dominant research themes, emerging trends, and
structural patterns within the body of literature on Al in tourism and hospitality. The combination
of Scopus’s powerful search infrastructure and VOSviewer’s analytical capabilities enabled a
comprehensive and systematic exploration of the academic landscape in this rapidly evolving area.

Results

The bibliometric analysis thoroughly describes a variety of distinct research trends that exist at the
fascinating intersection of the rapidly advancing fields of artificial intelligence and tourism,
thereby highlighting and emphasizing the increasing role that Al-driven technologies play in
shaping and transforming the dynamics of the industry as a whole. The findings reached from this
analysis clearly indicate a significant and growing academic interest in the various applications of
artificial intelligence, which include areas such as machine learning, sentiment analysis, service
automation, and predictive analytics, thereby revealing an expanding area of scientific research.
Moreover, the recent emergence of new areas of work, including not only metaverse and generative
Al, but also the crisis management leveraging Al, strongly suggests that the field of Al is not only
expanding its horizons far beyond traditional applications as we know them, but is also
increasingly integrating more including, innovative and strategically important uses of this
transformative and exciting technology that continues to change our world. The clustering of
keywords observed during this research serves to further illustrate and highlight the complex
interconnected pathways of various research areas, thus reflecting the influences of both fast
technological advancements and the ever-evolving expectations of consumers in today's highly
competitive and fast-paced market environment.

In the next part of this comprehensive analysis, we will explore these identified clusters in the map
(Figure 1.) in detail and systematically summarize their main themes, implications and important
contributions to the existing literature in this fast evolving and dynamic field of study.
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Figure 1. Cluster Map
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Blue Cluster: AI, Chatbots, and Service Robots in Tourism

This cluster focuses on the role of Al-driven service technologies, including chatbots, service
robots, and virtual assistants, in tourism and hospitality. Key themes such
as anthropomorphism, trust, customer service, and technology acceptance highlight research
on how consumers perceive and interact with Al-driven systems. The topic of service failure also
appears, indicating studies on customer dissatisfaction and recovery strategies when Al-powered
services fail to meet expectations. For example, hotels implementing humanoid robots to enhance
guest experiences and streamline operations.

Red Cluster: Sentiment Analysis, Online Reviews, and Social Media

This cluster revolves around sentiment analysis, deep learning, text mining, and social media,
reflecting studies that use Al to analyze consumer feedback and online reviews in the tourism and
hospitality industry. Keywords such as "Instagram', "TripAdvisor', and "restaurant" suggest
that research in this domain frequently involves user-generated content from review platforms and
social networks. The inclusion of "COVID-19" indicates that AI was leveraged to analyze
consumer sentiments and behavioral shifts during the pandemic. Al models analyzing TripAdvisor
reviews to predict customer satisfaction and recommend improvements for hotels and restaurants.

Green Cluster: Machine Learning, Big Data, and Forecasting
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This cluster represents Al applications in machine learning, forecasting, and big data,
particularly in predicting trends such as tourism demand forecasting, revenue management,
and tourist arrivals. Topics like artificial neural networks, random forest, and long short-
term memory suggest that advanced machine learning models are used for predictive analytics in
tourism. This research is crucial for destination planning, dynamic pricing strategies, and crisis
management. Al-powered revenue management systems predicting hotel occupancy rates and
adjusting room prices dynamically.

Yellow Cluster: General AI Concepts, Robotics, and the Metaverse

This cluster is centered around broader Al-related topics, including artificial
intelligence, robots, service automation, and generative Al The presence
of metaverse suggests an emerging interest in Al-driven virtual tourism experiences. Technology
acceptance model appears in this cluster, indicating research into consumer adoption and
behavioral responses toward Al-based innovations. Virtual reality (VR) experiences powered by
Al that allow users to explore destinations before booking trips.

Purple Cluster: Smart Tourism, IoT, and Digital Transformation

This cluster focuses on the role of smart tourism, technology adoption, digital transformation,
and e-tourism in reshaping the tourism industry. The inclusion of Internet of Things
(IoT) suggests research into interconnected devices that enhance visitor experiences, such as Al-
powered recommendation systems and smart city applications for tourism. For example, Al-driven
smart city applications providing real-time personalized travel recommendations based on visitor
preferences.

Brown Cluster: AI and the Sharing Economy

This smaller but significant cluster highlights AI’s role in the sharing economy, with keywords
such as Airbnb, prediction, and tourism demand forecasting. This suggests studies focusing on
how Al is used to optimize peer-to-peer accommodation platforms, predict demand, and enhance
user experiences. Al-based pricing models on Airbnb that dynamically adjust rental prices based
on demand and competitor analysis.

The map (Figure 1.) illustrates that Al in tourism research spans multiple interconnected domains,
from consumer interaction with Al-driven technologies to predictive analytics, digital
transformation, and sustainable tourism initiatives. While sentiment analysis and machine learning
dominate data-driven approaches, emerging topics like the metaverse, generative Al, and crisis
management with Al indicate the evolving landscape of Al applications in tourism.

Conclusion

This bibliometric analysis provides a comprehensive overview of the intersection
between artificial intelligence (AI) and tourism, highlighting key research trends and emerging
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themes in the field. The keyword co-occurrence map reveals that Al-related technologies,
particularly machine learning (ML), deep learning (DL), sentiment analysis, and service
automation, have gained significant traction in tourism research. These technologies are being
applied to various aspects of the industry, including customer service, demand forecasting,
marketing analytics, and operational efficiency.

One of the most prominent themes identified in the analysis is the role of Al in enhancing
customer interactions. Keywords such as '"chatbot,” '"service robots," 'trust,” and
"technology acceptance' suggest that researchers are particularly interested in how Al-powered
services are perceived by consumers and how these technologies can improve service experiences.
The presence of "anthropomorphism' as a key term indicates a growing interest in making Al-
powered interactions more human-like, which can influence customer trust and satisfaction.
Another critical theme is the use of AI and big data for predictive analytics and decision-
making. Concepts like "tourism demand forecasting," '"revenue management," "big data,"
and "machine learning" highlight how Al is being used to optimize business strategies. By
leveraging Al-powered predictive models, tourism businesses can anticipate traveler behavior,
manage dynamic pricing strategies, and allocate resources more effectively.

The role of social media and sentiment analysis is also a key area of focus in the literature. The
connections between "online reviews," "social media," and "deep learning'" emphasize how
Al is increasingly being utilized to analyze customer feedback, monitor brand reputation, and
personalize marketing efforts. Platforms such as TripAdvisor and Instagram play a crucial role
in influencing traveler decisions, and Al-driven sentiment analysis helps businesses understand
consumer preferences and tailor their offerings accordingly. Additionally, the emergence of Al in
sustainable tourism and smart tourismis a developing area. The links
between "sustainability," "smart tourism," and "technology adoption'" suggest that Al is
being explored as a tool to enhance sustainable tourism practices. Al applications such as energy-
efficient resource management, smart destination planning, and eco-friendly tourism
recommendations have the potential to minimize environmental impact while improving
operational efficiency.

Overall, the findings show us that Al is not just a technological advancement but a
fundamental shift in how tourism operates, influencing service automation, marketing,
forecasting, and consumer engagement. While Al presents numerous opportunities for
efficiency and innovation, challenges related to trust, ethical considerations, and technology
adoption remain important areas for further investigation.

Based on the current trends identified in this analysis, several directions for future research can be
suggested. One critical area is the ethical considerations surrounding Al and its impact on
consumer trust, privacy concerns, and algorithmic biases, which can influence the adoption of Al-
driven services in tourism. Additionally, AI’s role in sustainable tourism presents an opportunity
for further exploration, particularly in optimizing energy consumption, managing tourist flows,
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and reducing environmental footprints. Another promising avenue for research is the integration
of Al with emerging technologies such as the metaverse, virtual reality, and the Internet of Things
(IoT), as their combined effects on traveler experiences remain largely unexplored. Furthermore,
Al’s potential in crisis management, including its ability to predict and mitigate tourism-related
crises such as pandemics and natural disasters, warrants greater attention due to its significant
practical implications. Lastly, cultural and regional differences in Al adoption represent an
important area for comparative studies, as varying consumer perceptions and behaviors across
different demographics could shape the success and limitations of Al applications in tourism. As
Al continues to evolve, its role in the tourism industry is expected to grow even further, introducing
new opportunities and challenges. To fully harness AI’s potential, future research should adopt an
interdisciplinary approach, integrating technological advancements with insights from consumer
behavior and policy frameworks.
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Abstract

Purpose: This quantitative study examines how Al technology-related factors and exposure
influence customer purchasing decisions in the Turkish airline market.

Design/Methodology/Approach: Utilizing an online survey of 150 respondents, the study employs
correlation and regression analyses to test two primary hypotheses: (H1) Al tech-related factors
positively impact purchasing decisions and (H2) Al exposure moderates this relationship.
Results: Results indicate a strong positive direct effect of Al-related factors on purchasing
decisions (B = 0.799, p < 0.001), while increased Al exposure significantly enhances this
relationship (interaction B = 0.562, p < 0.001).

Originality/Value: The study contributes to the literature by integrating the moderating role of Al
exposure within the context of airline marketing, providing practical insights for digital strategy
and customer engagement in a rapidly evolving technological landscape.

Keywords:
Artificial Intelligence, Purchasing Decisions, Airline Marketing, Al Exposure, Customer
Engagement

Introduction

In today’s digital era, artificial intelligence (AI) has transformed service delivery and consumer
interactions across industries. The airline market, facing increasing competition and evolving
customer expectations, stands to benefit substantially from Al innovations. However, despite the
recognized benefits, a notable gap exists in understanding how Al technology-related factors,
along with varying degrees of consumer exposure to Al, shape purchasing decisions (Lukanova
and Ilieva, 2019; Statista, 2020). This study addresses this gap by exploring the influence of Al on
customer decision-making processes in the Turkish airline market.

The research problem centers on the dual impact of Al functionalities (e.g., chatbots, dynamic
pricing) and Al exposure in driving consumer behavior. While previous studies have separately
analyzed technological capabilities (Tang et al., 2020; Liu-Thompkins et al., 2022) or customer
adoption of digital tools (Cheng and Jiang, 2021), few have investigated their interactive effect.
The study’s objectives are to (1) assess the direct impact of Al tech-related factors on purchasing
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decisions, (2) examine the moderating role of Al exposure, and (3) compare these findings with
existing literature to identify novel contributions.

The hypotheses are as follows:

H1: Al tech-related factors have a positive and significant impact on Al-powered customer
purchasing decisions.

H2: Al exposure positively moderates the impact of Al tech-related factors on purchasing
decisions.

These propositions form the basis of the research model depicted in Figure 1 of the original
submission and are tested through robust quantitative methods.(See the Figure 1)

Table 1: Respondents Demographics (n=150)

Total Participants %
Gender

Male 54
Female 46

Marial Status

Married 38
Single 62
Age range

20 and below 10
21-30 58
31-40 16.7
41-50 12
50 and above 33

Academic Degree
Diploma 45.3
BSc 48
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MSc 5.3
Phd 1.3
Nationality

Tiirkiye 96
United Kingdom 1.3
Others 2.7

Annual Level Income (Currency is Turkish Lira)

200.000 TL and below 49.3
200.000-500.000 TL 29.3
500.000 TL and above 21.3

Years of Experience

1 year and less 20.7
1-5 28
5-10 21.3
10 years and more 30

Table 1 presents the demographic breakdown of the sample, ensuring representativeness (Lee,
2023, Cortes, 2024).

Methodology

A quantitative research design was implemented to obtain precise measurements of consumer
perceptions regarding Al in airline services. An online survey was developed using previously
validated items (Lee, 2023; Cortes, 2024) to capture data on demographics, experiences with Al-
powered features, and purchasing behaviors. The sample comprised 150 respondents, ensuring
adequate statistical power to generalize the findings to the broader Turkish market.

The survey instrument comprised a total of 17 questions, divided into the following sections:

1. Demographics: Questions on gender, age, marital status, academic degree, nationality,
annual income (in Turkish Lira), and years of experience.

2. Al Tech-Related Factors (AIT): Items measuring aspects such as ease of use, perceived
competence of chatbots, and the effectiveness of dynamic pricing systems (e.g., “Al
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technology simplifies airline operations by enhancing ease of use”). Responses were
captured on a five-point Likert scale (Strongly Disagree to Strongly Agree).

3. Al Exposure (AIE): Items assessing the frequency of interactions with Al-powered
devices and the level of familiarity with Al in daily life (e.g., “I frequently use Al for
shopping”).

4. Purchasing Decisions (PD): Questions gauging the likelihood of using Al-powered chat
apps to book airline tickets (e.g., “I am willing to make flight bookings using Al-powered
chat apps”).

The survey was distributed online to 150 respondents, ensuring adequate statistical power for
generalizing findings to the broader Turkish market. Data were analyzed using descriptive
statistics, Pearson correlation, and regression analyses to examine both direct and moderated
effects. Ethical protocols were strictly observed, ensuring participant anonymity and data
confidentiality, in line with Bournemouth University’s guidelines.

The survey instrument measured Al tech-related factors (e.g., ease of use, perceived competence
of chatbots) and Al exposure (frequency of interactions with Al devices) using a five-point Likert
scale. Data were analyzed using descriptive statistics, Pearson correlation, and regression analyses
to examine both direct and moderated effects. Ethical protocols were strictly observed, ensuring
participant anonymity and data confidentiality, in line with Bournemouth University’s guidelines.

Figure 1: The Proposed Model of Al-Powered Customer Purchasing Decision
(This figure briefly illustrates the conceptual framework where Al tech-related factors directly
influence purchasing decisions, with Al exposure moderating this relationship.

Artificial Intelligence
Tech-related Factors

Al Exposure

Relative Advantage H

> Al-powered
Perceived HI1 ¢ Customer
ntallicence 3
Int Purchasing
Interactivity Decision

Figure 1. The Proposed Model of Al-Powered Customer Purchasing Decision
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Results

The descriptive analysis indicated that respondents are predominantly young, technologically
adept, and largely from Turkiye. The Pearson correlation analysis revealed strong positive
relationships among AIT, AIE, and PD (r =0.799, p < 0.001), supporting H1. Regression analyses
confirmed that Al tech-related factors significantly drive purchasing decisions (f = 0.799, p <
0.001). Additionally, the moderation analysis demonstrated that increased Al exposure strengthens
the impact of Al tech-related factors on purchasing decisions, with a significant interaction eftect
(B=0.562, p <0.001), thereby supporting H2 (Kaplan & Haenlein, 2019; Rodgers, 2020).

Table 2. Participant Responses to Al Technology, Exposure, and Purchasing Decisions.

Questions %

AIT-1. Al technology simplifies airline operations by enhancing ease of use.
Strongly Disagree

Disagree 6.0
Neutral 5.3
Agree 16.7
Strongly Agree 22
Totally 50
100
AIT-2. Al technology offers convenience in managing airline operations.
Strongly Disagree
Disagree 4.0
Neutral 6.7
Agree 14.7
Strongly Agree 24.0
Totally 50.7
100
AIT-3. Al technology enables traveller’s to access information from anywhere during
their air travel.
Strongly Disagree 33
Disagree 7.3
Neutral 12
Agree 26.7
Strongly Agree 50.7
Totally 100
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AIT-4. Al technology provides access to a wide range of airline-specific products and
services.

Strongly Disagree 4.7
Disagree 53
Neutral 14.7
Agree 253
Strongly Agree 50.0
Totally 100
AIT-5. I perceive chatbots as competent.

Strongly Disagree 8.0
Disagree 8.7
Neutral 26.0
Agree 253
Strongly Agree 32.0
Totally 100
AIT-6. I find chatbots to be sensible.

Strongly Disagree 6.7
Disagree 6.7
Neutral 25.3
Agree 26.7
Strongly Agree 34.7
Totally 100
AIT-7. I consider chatbots to be knowledgeable.

Strongly Disagree 6.7
Disagree 9.3
Neutral 22.0
Agree 28.0
Strongly Agree 34.0
Totally 100
AIT-8. I am more likely to make a purchase when there is less interaction with a
salesperson.

Strongly Disagree 9.3
Disagree 16.0
Neutral 21.3
Agree 19.3
Strongly Agree 34.0
Totally 100
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AIT-9. I prefer the experience of purchasing without any human interaction.

Strongly Disagree 9.3
Disagree 16.0
Neutral 21.3
Agree 19.3
Strongly Agree 34.0
Totally 100
AIT-10. I try to avoid "May I help you" questions from salespeople when shopping.
Strongly Disagree 14.0
Disagree 12.0
Neutral 14.0
Agree 18.0
Strongly Agree 42.0
Totally 100
AIE-1. I often interact with Al-powered devices or services.

Strongly Disagree 9.3
Disagree 16.0
Neutral 24.0
Agree 18.7
Strongly Agree 32.0
Totally 100
AIE-2. I am familiar with Al technology in my daily life.

Strongly Disagree 8.0
Disagree 16.0
Neutral 18.0
Agree 24.7
Strongly Agree 33.3
Totally 100
AIE-3. I frequently use Al for shopping.

Strongly Disagree 8.0
Disagree 16.0
Neutral 18.0
Agree 24.7
Strongly Agree 333
Totally 100
AIE-4. 1 am likely to book airline tickets through Al-powered chat apps.

Strongly Disagree 10.7
Disagree 11.3
Neutral 18.0
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Agree 30.7
Strongly Agree 22.0
Totally 100
PD-1. I am considering the probability of purchasing airline tickets via Al-powered
chat apps.
Strongly Disagree 93
Disagree 10.7
Neutral 24.0
Agree 28.0
Strongly Agree 28.0
Totally 100
PD-2. I am willing to make flight bookings using Al-powered chat apps from airlines.
Strongly Disagree
Disagree 8.7
Neutral 9.3
Agree 28.0
Strongly Agree 24.7
Totally 29.3
100
PD-3. I expect to use Al-powered chat apps to book flights in the near future.
Strongly Disagree 10.7
Disagree 10.7
Neutral 22.7
Agree 24.0
Strongly Agree 32.0
Totally 100

Table 2 presents the detailed response distributions for the Al technology, exposure, and

purchasing decision items.

Table 3: Correlation Reports

AIT AIE PD
AIT | Pearson Correlation 1 .694 199
Sig. (2-tailed) <.001 <.001
AIE | Pearson Correlation .694 1 768
Sig. (2-tailed) <.001 <.001
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PD | Pearson Correlation .799 J768*%*% 1
Sig. (2-tailed) <.001 <.001

*Note: *p < 0.001
Table 3 shows the Pearson correlation coefficients among the variables.

Table 4: Regression Coefticients for the Relationship between AIT and PD

Model Unstandardized Coefficients Std. Standardized Coefficients ’ Sig,
(B) Error  (Beta)

Constant -0.187 0.239 -0.781 0.436

AIT 0.982 0.061 0.799 16.151 <0.001

Dependent Variable: PD

Table 4 details the regression results indicating a strong direct effect of Al tech-related factors on
purchasing decisions.

Table 5: Regression Coefficients for the Relationship between AIE and PD

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error B t Sig.
1 (Constant) .904 192 4.710 <.001
AIE 784 .054 768 14.602 <.001

a. Dependent Variable: PD

Table 5 presents the regression analysis for Al exposure on purchasing decisions.

Table 6: Moderation Effect for the Interaction between AIT and AIE on PD

Coefficientsa
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
1 (Constant) .813 265 3.073 .003
AIT 383 .109 311 3.517 <.001
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AITXAIE  .094 015 562 6.342 <.001

a. Dependent Variable: PD

Table 6 displays the moderation analysis results, confirming that Al exposure significantly
moderates the effect of Al tech-related factors on purchasing decisions.

Table 7. Hypothesis Testing Results

Hypothesis Coefficient p-value Decision

H1: Al tech-related factors have a
positive and significant impact on

383 <.001 S rted
Al-powered customer purchasing upporte
decisions.
H2: AI Exposure positively
moderates the impact of Al tech- 094 < 001 Supported

related factors on Al-powered
customer purchasing decisions.

Table 7 summarizes the hypothesis testing results, showing support for both HI and H2.

Implications and Hypothesis Results

The findings have significant implications for both theory and practice. First, the confirmation of
H1 underscores that airlines can expect an increase in purchasing decisions as their Al technologies
become more sophisticated. Second, H2 highlights that consumer familiarity with Al further
amplifies this effect. This suggests that airlines should not only invest in advanced Al systems but
also focus on increasing consumer exposure through marketing and educational campaigns.

The research outcomes provide a strategic framework for airline marketers to enhance customer
engagement and foster loyalty through targeted Al applications. By aligning Al functionalities with
consumer exposure, airlines can create more personalized and efficient service delivery models
that differentiate them in a competitive market. Moreover, these findings contribute to the
academic literature by offering empirical evidence of the interactive effects between technology
attributes and consumer behavior.
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Conclusion

This study contributes significant insights into the dynamic interplay between Al technology-
related factors and consumer exposure in influencing purchasing decisions in the Turkish airline
market. The empirical evidence confirms that robust Al functionalities not only improve
operational efficiencies but also directly affect customer buying behavior. Furthermore, increased
consumer exposure to Al magnifies these effects, suggesting that airlines should invest in user-
friendly, interactive Al solutions to bolster customer engagement and loyalty.

Practical implications include the need for airlines to develop targeted digital marketing strategies
that leverage Al for personalized customer experiences. The study also highlights the importance
of continuous research to monitor the evolving impact of Al as technologies advance. Despite its
contributions, the study acknowledges limitations such as the sample size and regional focus,
paving the way for future research to explore longitudinal trends and cross-cultural comparisons.
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Abstract

Purpose: The aim of this study is to measure tourists' perceptions of the metaverse. Another aim
of the study is to determine the differences in metaverse perceptions according to tourists'
demographic variables.

Study design/methodology/approach: Quantitative research method was used in the study and a
widely preferred survey was used as the collection tool. Data obtained from a total of 123 local
and foreign participants who participated in tourism activities in Turkey were analyzed.

Results: While the research results reveal that tourists' perceptions of the metaverse are generally
positive, it was also concluded that these perceptions may differ depending on some demographic
characteristics of the tourists.

Originality/value: While the increasingly widespread virtual world is an important phenomenon
discussed in many areas, Metaverse is one of the most emphasized concepts in the focus of these
discussions. This situation is also valid for the tourism industry and in recent years, academic
studies have been conducted on the use of metaverse in many different areas related to tourism. In
this respect, this study, which measures the metaverse perceptions of tourists, who are one of the
most important stakeholders of tourism, is considered important.

Keywords Tourism, Technology, Metaverse, Metaverse Perceptions of Tourists
Introduction

Metaverse is a virtual reality environment where individuals could interact with other individuals
in a position where they are connected to technology (Oxford English Dictionary, 2024). The
concept of Metaverse is formed by combining the words "meta", meaning beyond, and "universe",
which symbolizes the world we physically live in (Sparkes, 2021). Metaverse operates by
reflecting human skills and senses in a virtual environment in a way like reality. As a result of the
blending of virtual reality and refined reality technologies with other technologies, the perspective
on the digital environment has changed radically (Buhalis et al, 2023). In the tourism sector, this
situation has manifested itself with the combination of physical and virtual environments (Zhang
et al, 2022). In addition to providing tourists with the opportunity to have impressive travel
experiences, the combined physical and virtual realities have also created changes in tourist and
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destination relations, helping to create a common consciousness among stakeholders (Dwivedi et
al, 2023).

While it is observed that virtual tourism under the influence of the Metaverse is currently in its
early stages, it is thought that it will become an important part of the tourism sector in the future.
In addition to its benefits such as low expenses, ease of access to products and less damage to the
environment, it also contains certain harms that will affect the sector. It is foreseen by almost
everyone that it will have an important role in the future of tourism and the changes that will occur
in the travel experiences of tourists. The aim of the study is to determine the tourist views about
the Metaverse by focusing on the perceptions of tourists about the Metaverse. Therefore, it is
thought that the study will contribute to the relevant literature and guide researchers in future
studies.

Methodology

During the field work process of the research, data was obtained using quantitative research
methods. Quantitative research methods were used as a frequently used data collection tool in
obtaining primary data. The survey consists of two parts, one of which reveals the demographic
characteristics of tourists and the other consists of statements measuring tourists' perceptions of
the metaverse. Demographic questions were created with the help of literature review, because of
researcher experiences and expert opinions, and consist of a total of six questions. For metaverse
perceptions, the metaverse scale developed by Siileymanogullar1 et al. (2022) and conducted
validity and reliability studies was used. The scale consists of a total of 25 statements. Population
of the research consist of domestic and international tourist who visited Turkey. This study is a
preliminary study of an ongoing study, a total of 123 tourists were accepted as the sampling and
the analyzes were carried out on the data obtained from this sample group.

In the research process, attention was also paid to the criteria regarding the validity of the data
collection tool and the reliability of the collected data. First, the scale used in the study is a scale
that was previously developed, and its validity and reliability were tested. In this respect, it can be
said that the validity condition was met with the scale in the study. In testing the reliability of the
data, SPSS program was used, and evaluations were made based on the Cronbach Alpha value
generally accepted in the literature. The total Cronbach Alpha value for the metaverse scale
consisting of 15 statements was determined as 0.928. This value meets the condition of being
above 0.700, which is referenced in social sciences, and indicates the reliability of the data. In the
analysis of the data, frequency, Explanatory factor analysis (EFA), independent groups t-test and
One-Way Anova tests were used to obtain the findings.

Results

More than half of the participants (59%) are male. A significant portion of the participants is in the
31-45 age group with a rate of 39.1%. It is seen that the vast majority of the participants
participating in the research are university graduates (74.0%) and that they mostly exhibit local
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tourist characteristics (87.0%). When the rates of the groups that the participants travel with are
examined, it is seen that they mostly travel with their families (40.6%) and alone (37.4%). In
addition, it is seen that the holiday motivations preferred by the participants are nature (42.3%)
and culture (31.7%) tourism.

The statements with the highest arithmetic mean in the study are “I do virtual shopping in the
Metaverse environment.”, “The Metaverse is a product of marketing strategy.” and “The
Metaverse will change our living standards and routines.”, respectively, with arithmetic means
ranging from 3.85 to 3.76. When looking at the statements with high arithmetic means, it can be
interpreted that the participants are prone to virtual shopping in the metaverse environment.

There are 4 dimensions in the explanatory factor analysis of tourists' perception of the Metaverse.
The total variance explained is around 78%. This rate meets the value above average in statistical
terms. It is known that a total variance explained above 50% is considered sufficient in social
sciences. The highest explained variance value among the dimensions belongs to the technology
dimension with a rate of 25.82. The arithmetic mean values for all dimensions are above the
median value of 3.

The variables digitalization (p=0.004<0.05) and lifestyle (p=0.023<0.05) showed statistically
significant differences. In both dimensions, a difference occurred due to men responding more
positively to the statements than women. As a result of the Anova analysis conducted in the context
of age distributions, there is a significant difference for the digitalization dimension
(p=0.005<0.05). Younger tourists express more positive views on digitalization than older tourists.
As a result of the Anova analysis conducted in the context of holiday motivations, there is a
significant difference in the digitalization dimension (p=0.002<0.05) and lifestyle (p=0.017<0.05).
It is observed that participants who are motivated to participate in cultural tourism express more
positive views on digitalization than participants who are motivated to participate in mass tourism.

Conclusion

In this study investigating tourists' perceptions of the metaverse, variables assumed to be effective
on tourists' perceptions of the Metaverse were investigated and their thoughts about metaverse
were addressed from a holistic perspective. With rapidly developing technology, the frequency of
individuals' presence in virtual environments is also increasing. The results of the study reveal that
tourists' perceptions of the metaverse are generally positive. In addition, the dimensions related to
metaverse perceptions vary according to the demographic characteristics of tourists.
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Abstract

Purpose: This preliminary study explores the integration of Blockchain (BLC) technology as an
innovative infrastructure for the sharing economy (SE) in the tourism and hospitality (T&H)
industry.

Study Design/Methodology/Approach: A qualitative research approach was employed to
investigate the role of BLC in SE. The data were collected through semi-structured interviews with
five experts to analyze the applicability of BLC technology in SE in the context of T&H industry.

Results: Findings revealed that BLC technology can enhance the sustainability and dependability
of SE in the T&H industry by reducing reliance on intermediaries and strengthening security
through smart contracts, thereby fostering a more transparent and fair market mechanism.
Successful implementation of the BLC requires resolving legislative issues, simplifying technical
procedures for improved use, and adopting well-structured promotional methods.

Originality/Value: This study highlights both the opportunities and challenges of integrating BLC
into SE models, offering a foundation for future research and policy development in digital
transformation.

Keywords: Adaptation, Blockchain, Sharing Economy, Tourism, Hospitality

Introduction

BLC can be defined as a decentralized database record of specific digital transactions conducted
and shared between parties in Web 3.0. It has significant potential for peer-to-peer (P2P) systems
(Haynes and Hietanen, 2023). In this regard, one emerging topic gaining increasing attention in
the mainstream BLC literature—and to a slightly lesser extent in the SE domain—is BLC
integration (Cifci et al., 2024). As the role of technology in enhancing sustainability has
constrained researchers' perspectives (Friedman & Ormiston, 2022), a pending call by several
scholars (e.g., Haynes & Hietanen, 2023; Gligor et al., 2021; Tan & Salo, 2023) remains
unresolved regarding whether BLC-based technologies deliver the expected improvements to SE
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platforms. Therefore, this preliminary study seeks to address this gap by identifying key themes
likely associated with trust, privacy, and transparency in sharing economy platforms.

Background

BLC can ensure data security through smart contracts (Filippi, 2017), encryption methods (Xu et
al., 2017), transparent recording systems, and facilitated tokenization processes (Huckle et al.,
2016; Menne 2017). This, in turn, mitigates centralization and profoundly alleviates capitalism
within the T&H industry (Nelms et al., 2018), since SE operates based on trust-based exchanges
between individuals and takes place within a spirit of unity and solidarity. Hence, with the
integration of BLC technology into SE, platform users will be liberated and the central role of third
parties (i.e. platform operators) will be eliminated, contributing to the stakeholders (tourists,
entrepreneurs and the state) to obtain more value (Sundararajan, 2019).

Despite this encouraging outlook, few studies have reported potential opportunities
for the application of BLC in specific contexts so far (Menne, 2018). For example, Haynes and
Hietanen (2023) noted that the current research agenda only explores BLC technologies, benefits,
and digitization of the SE business model within isolated areas of interest. Kosba et al. (2016)
developed a decentralized smart contract framework that ensures on-chain privacy and prevents,
unauthorized access to transaction data by those who are not participating in the transaction. This
technology encrypts data before transmission to the BLC and is founded on zero-knowledge
proofs. Furthermore, Xu et al. (2017) designed a privacy-respecting contract platform (PrC)
suitable for developing PE apps. PrC conceals user identities with proxy agents that serve as an
additional layer; however, the platform lacks a review function due to user anonymity. These
studies mainly emphasized the importance of BLC as a technology, but lacked the fundamentals
of implementing the advantages of this technology for the benefit of all SE communities.
Therefore, the fundamentals of BLC technology have not been fully implemented, making it
difficult to understand its actual impact. Despite the useful information provided by previous
studies (Huckle, et al. 2016; Mainelli & Smith, 2015; Menne, 2018), there is still a lack of empirical
data on the adoption of the SE in Web 3.0.

Methodology

This research was conducted through qualitative data and a descriptive analysis method. Some
original quotations from the participants were used to enhance the reliability. Semi-structured
interviews with five BLC market experts (See Table 1) in Istanbul, Tiirkiye in January 2025. Based
on previous studies (e.g., Chang et al., 2022; Hawlitschek, 2020), participants were asked five
basic questions about the efficiency, benefits, and challenges of BLC technology in SE platforms
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in the T&H industry, its role in building trust, its potential data security and privacy innovations,
and its impact on transparency and accountability.

Table 1. Demographics

Year  of
No Gender Marital Age Education experience Institution Profession
Blockchain,
P1 Male Single 35 Postgraduate 5+ Academician computer
technologies
Blockchain,
P2 Male Married 40 Postgraduate 8+ Academician information
technologies
Artificial
P3 Male Married 42 Undergraduate 12+ Engineer . 11.c1a
intelligence
Blockchain,
P4 Female Married 38 Postgraduate 5+ Academician computer
technologies
Blockchain,
PS5 Male Single 45 Postgraduate 10+ Academician computer
technologies

Findings

The findings revealed that the decentralized structure of BLC can increase trust and prevent fake
comments and identity fraud. P1 expressed:

“One of the most important problems of the sharing economy is trust. Supply and demand are
hesitant to trust each other. [...] Blockchain will have a significant impact on solving this trust
problem.” (P1)

It was observed that BLC also provides advantages such as transparency, data security, and fraud
prevention on SE platforms, while the technology has some challenges such as high energy
consumption, complexity in terms of user experience, and uncertainties in legal regulations.

“The technology is still complex and not user-friendly. The most urgent problem is
legal uncertainty. We do not know how it will be taxed, how it will be included in laws and
regulations, whether it will provide advantages, or whether its legal obligations will create more
burden. At present, infrastructure costs for businesses can be quite high [...] "(P2)
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Further, the qualitative analysis revealed that the important obstacles to building trust on SE
platforms are exaggerated and fake comments, identity verification inadequacies, and frauds.
Participants highlighted BLC’s tamper-proof smart contracts and decentralized authentication as
lasting solutions to these issues.

“Trust is one of the biggest issues [...] with decentralized identities, we can reduce
fake accounts, with immutable records, we can prevent content from being manipulated.” (P3)

Responses to BLC's SE platform data security and privacy advancements matched the prior
question. Participants argued that decentralized data management encrypted user identity and
preferences, allowing them to control information sharing. P5 noted:

“[...] Thanks to smart contracts in Blockchain, access to information—specifying
who can access what, to what extent, and under what conditions—can be planned and encrypted.”

(PS)
Conclusion and Discussion

Despite a few studies (e.g., Haynes and Hietanen, 2023; Kosba et al., 2016; Xu et al., 2017)
focusing on the role of BLC-based technologies in delivering the expected improvements to PE
platforms, this current preliminary study is mainly based on the integration of BLC into the SE
landscape within the T&H industry. In doing so, it has addressed a phenomenal call from multiple
studies (e.g., Haynes & Hietanen, 2023; Gligor et al., 2021; Tan & Salo, 2023), which specifically
highlighted the necessity for additional empirical research on BLC technology within the SE
framework, particularly in the T&H industry (Cifci et al., 2024; Menne, 2018).

Furthermore, the findings generally indicate that the integration of BLC technology into SE
platforms presents significant opportunities in terms of trust, transparency, and transaction
efficiency. However, factors such as time, cost, and legal uncertainties are expected to determine
the success of this technology in the T&H industry. These findings contribute to the existing
literature (e.g., Chang et al., 2022; Filippi, 2017) by extending discussions on the integration of
BLC into SE platforms.

Lastly, digitalization has an extremely important place for SE by its very nature. In this context,
BLC exhibits a vision to close the technology gap. The relationship between SE and BLC
technology in the T&H industry requires further investigationin the literatiire, and further
examination is necessary for technological integration.
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Abstract

Purpose: This study investigates how the integration of Virtual Reality (VR) and Internet of Things
(IoT) aesthetics in hotel rooms influences guest booking preferences by enhancing the guest
experience through immersive and personalized environments.

Study design/methodology/approach: A field experiment is currently underway in collaboration
with three hotel chains that introduced a new category of technology-enhanced rooms on popular
booking platforms. Rather than directly surveying guests, the study leverages ongoing data
collection from secondary sources including booking records, online reviews, and virtual tour
engagement metrics to assess the impact of VR enabled virtual tours and IoT driven personalized
services. Quantitative analysis using regression models s being conducted to evaluate the
relationship between technological aesthetics (both immersive and functional) and booking
decisions.

Results: Findings suggest that the integration of VR and IoT aesthetics significantly influences
guest booking preferences. The immersive nature of VR not only enhances the realism of virtual
tours but also fosters trust and elevates perceived service quality, leading to higher booking
intentions and a willingness to pay a premium. Similarly, IoT devices that enable personalized
room settings and multisensory brand experiences contribute to increased guest satisfaction and
loyalty.

Originality/value: This research offers a novel contribution to the hospitality literature by
comprehensively evaluating the combined effect of VR and IoT aesthetics on hotel room booking
behavior. The study bridges sensory marketing theory and advanced hospitality technologies,
providing actionable insights for hotel managers seeking to differentiate their offerings and achieve
a competitive edge in an increasingly technology-driven market.

Keywords Virtual reality, Internet of Things, Hotel Industry, Hotel Sales
Introduction

The integration of VR and IoT aesthetics in hotel rooms significantly influences guest booking
preferences. These technologies enhance the guest experience by offering immersive and
personalized environments, which can lead to increased booking intentions and willingness to pay
more (McLean & Barhorst, 2022). The aesthetic appeal and functional benefits of these
technologies play a crucial role in shaping guest perceptions and decisions.
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VR technology allows potential guests to experience hotel rooms and amenities through virtual
tours, which can enhance their booking intentions by providing a realistic preview of the
accommodations (Yoon et al., 2021; Yu, 2020).

The immersive nature of VR can evoke strong affective and cognitive responses, leading to
increased trust and improving visit intentions and purchase decisions (Rivera et al., 2023). Hotels
that offer VR experiences are perceived to have higher service quality, and guests are often willing
to pay a premium for such innovative offerings (Ansari & Singh, 2023).

IoT devices in hotel rooms enable personalized services, such as customized room settings and
entertainment options, which enhance guest satisfaction and operational efficiency (Sapatnekar &
Raman, 2023). The use of [oT for sensory marketing can stimulate multisensory brand experiences,
increasing guest satisfaction and loyalty, particularly in high-end hotels (Pelet et al., 2019). 1oT
aesthetics, when aligned with the hotel's brand identity, can enhance the symbolic value of the
room, further influencing booking decisions (Badraoui & Smith, 2024). The aesthetic value of
hotel rooms, enhanced by VR and 10T, is a significant factor in guest booking preferences. High
aesthetic value is associated with better service quality perceptions and increased booking
likelihood (Kirillova & Chan, 2018).

While aesthetics are important, the functional benefits of these technologies, such as ease of use
and tangible advantages, are crucial in shaping guest perceptions and booking intentions (Badraoui
& Smith, 2024).

While VR and IoT technologies offer significant advantages in enhancing guest experiences and
influencing booking preferences, it is essential to consider potential challenges. For instance, the
implementation of these technologies requires careful analysis to ensure they align with the hotel's
brand and do not overwhelm guests with complexity. The strategic use of VR and IoT can provide
a competitive edge in the hospitality industry.

Methodology

The data collection covers a period of three months and encompasses multiple sources: (1)
comprehensive booking records from the participating hotels’ online reservation systems, which
included information on booking rates, pricing strategies, and guest demographic profiles; (2)
engagement metrics related to virtual tour interactions to evaluate the effectiveness of VR features;
and (3) publicly available online reviews and ratings to provide qualitative insights into guest
perceptions and satisfaction levels. Regression models will be employed to analyze the relationship
between key variables, such as the novelty and immersive quality of VR, the personalization and
functional benefits of [0oT, and price competitiveness, and the likelihood of booking the
technology-enhanced rooms. This analysis aims to identify significant predictors of booking
behavior and provided a measure of the strength of each factor's influence.

Results
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This research examines the influence of VR's novelty and immersive experience as key factors
shaping guests' decisions to book technology-enhanced rooms. IoT-enabled features that offer
enhanced automation and personalization further contribute to guest preference. While price
competitiveness and overall perceived value play a role in booking decisions, their impact is
secondary to the appeal of innovative technology. Additionally, IoT driven personalization features
significantly impact booking decisions underscoring the importance of functional benefits such as
automated room settings and tailored entertainment options. Price competitiveness also play a
significant role. The novelty and exclusivity of technological enhancements serve as key
motivators for guests when selecting technology-enhanced rooms. A key focus is on assessing
whether these innovations drive a greater willingness to pay a premium, positioning them as a
competitive advantage in hotel offerings.

Overall, the results examine that both the aesthetic appeal and the functional benefits of VR and
IoT technologies are critical determinants of guest booking preferences. The immersive nature of
VR, combined with the personalization afforded by IoT, drives guest engagement and positively
influences their decision-making process, thereby providing hotels with a competitive advantage
in the market.

Conclusion

This study contributes to the limited empirical literature on technology-enhanced hospitality by
providing a comprehensive evaluation of the impact of VR and IoT on hotel room selection. The
insights gained offer practical implications for hotel management and marketers, suggesting that
investment in advanced technological features can create a competitive advantage and improve the
guest experience. This research represents empirical attempts to systematically analyze the
determinants of guest preference for technology-integrated hotel accommodations, thereby laying
the groundwork for future studies in this emerging field.
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Abstract

Purpose: The aim of this paper is to analyze long run effects among renewable energy, tourist
arrivals, tourism receipts and broadband internet penetration as an indicator of digitalization
employed on CO2 emissions for the top 20 most visited countries in the world for the period
between 2000 and 2023.

Study design/methodology/approach: Panel ARDL (Autoregressive Distributed Lag) and
CCEMG (Common Correlated Effects Mean Group) methodologies were used by integrating the
Environmental Kuznets Curve (EKC) into the STIRPAT model framework.

Results: Analysis results show that renewable energy use in the most visited countries significantly
reduces carbon emissions when combined with smart city applications. It is found that the high
broadband internet usage, which is an important indicator of digitalization, reduces carbon
emissions in smart tourism destinations and prevents environmental pollution by ensuring more
efficient use of energy.

Originality/value: Previous studies have not examined the effects of broadband internet
penetration, tourism revenues, renewable energy consumption and tourist arrivals on carbon
emissions with the data of the most visited countries. By analyzing the panel ARDL and CCEMG
methodology together, this research offers a new approach to understand the dynamic relationships
between these variables in the context of cross-sectional dependence. The STIRPAT model
provides a flexible structure to allow more detailed testing of the EKC hypothesis. Incorporation
of Broadband Penetration Rate (BPR) to this model helps to analyze the impact of digitalization
on carbon emissions, tourism revenues and renewable energy use and is an important variable in
terms of the development of smart cities, energy efficiency, environmental sustainability and
economic growth.

Keywords Smart Tourism, CO2 Emission, Renewable energy, Digitalization, Broadband
Penetration Rate

Introduction

Smart cities have been included as one of the priority targets within the scope of the great
importance of increasing living standards and ensuring sustainable development. The development
of usage areas, starting from health, transportation, energy, disaster and water management, with

277



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

smart applications has been mentioned as another target. Smart cities are presented as a way of
seeking solutions to the biggest problems in society such as population growth, transportation,
pollution, sustainability, security, health and business (Abella and De-Pablos-Heredero, 2015:839).
In the literature, some authors define smart city as the interconnection of physical, social,
information, communication technologies and infrastructures designed to harness the collective
intelligence of the city (Harrison et al., 2010:2), while some authors define smart city as the
intelligent combination of self-determined, independent and aware citizens, donations and
activities in the perceptions of economy, governance, people, mobility, environment and life
towards the future (Giilsecen et al., 2013:226) and a complex system connected with components
(Bennett et al., 1996:3). In urban environments, the rise of the Internet of Things, or [oT for short,
and the large-scale adoption of Web technologies have proven that Internet-based solutions can
successfully address societal challenges (Haidine et al., 2016). Infrastructure is an important part
of a smart sustainable city. Traditionally, there are two types of infrastructure: physical (buildings,
roads, transportation, energy facilities, etc.) and digital (information technology (IT) and
communication infrastructure). In addition, there is the service infrastructure that enables services
(education, healthcare, e-government, etc.) to operate on the physical infrastructure. The digital
infrastructure ensures the optimal and effective functioning of the smart sustainable city. (Haidine
etal., 2016).

While the world's fastest growing tourism industry creates a major source of income for many
countries, it also causes the loss of cultural heritage and social and ecological degradation. The
tourism sector, which is based on natural and cultural resources, causes these resources to be
damaged and the concept of sustainability becomes more important. The World Tourism
Organization defines sustainable tourism as "tourism that fully considers the current and future
economic, social and environmental impacts while meeting the needs of visitors, industry, the
environment and host communities" (UNWTO, 2011). The compatibility and synchronized use of
different technologies define the word smart (Gretzel, U., Sigala, M., Xiang, Z. et al, 2015). The
concept of smart tourism is a new concept, both theoretically and practically, emerging from the
development of smart cities (Buhalis and Amaranggana, 2015).

Smart tourism can be defined as all actions in the destination that use innovative technologies and
applications to improve resource management and sustainability, and enhance the tourist
experience while increasing the overall competitiveness of the destination. Therefore, the ultimate
goal of smart tourism is to increase the efficiency of resource management, maximize
competitiveness and increase sustainability by using technological innovations and applications.
Smart tourism ensures more efficient use of resources, and prevents air pollution by reducing
carbon emissions by using renewable energy sources.

The Environmental Kuznets Curve (EKC) hypothesis represents a foundational theoretical
approach to understanding the non-linear relationship between economic growth and
environmental quality (Stern, 2004). Initially proposed as an inverted U-shaped curve, the EKC
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suggests that environmental degradation initially increases with economic development but
subsequently declines as economies reach a certain level of technological sophistication and per
capita income (Grossman & Krueger, 1995). However, contemporary research has increasingly
challenged and refined this hypothesis, recognizing the complexity of environmental dynamics
beyond simplistic economic determinism.

The STIRPAT (Stochastic Impacts by Regression on Population, Affluence, and Technology)
model provides a complementary analytical framework that extends traditional environmental
impact assessments. By disaggregating the complex drivers of environmental change, STIRPAT
allows researchers to examine the differential impacts of population, economic activity,
technological innovation, and structural transformations on ecological systems (York et al., 2003).
This approach enables a more nuanced understanding of how various socio-economic and
technological factors interact to influence environmental outcomes.

By integrating the Environmental Kuznets Curve hypothesis into the STIRPAT model framework
and applying sophisticated panel data methodologies including ARDL and CCEMG approaches,
this research provides a methodological advancement that accounts for cross-sectional dependence
and heterogeneity across diverse tourism economies. The incorporation of Broadband Penetration
Rate as a key variable extends traditional environmental impact models and offers new insights
into how digital transformation can be harnessed as a tool for sustainable tourism development
rather than an additional source of environmental pressure (Grossmann et al., 2021; Kramers et
al., 2014).

Renewable energy deployment has emerged as a critical strategy for mitigating carbon emissions
and addressing global environmental challenges (Chu et al., 2021). The transition from fossil fuel-
dependent energy systems to sustainable, low-carbon alternatives represents a fundamental
restructuring of economic and technological infrastructures (International Renewable Energy
Agency [IRENA], 2022). Recent scholarly investigations have highlighted the multidimensional
impacts of renewable energy technologies, extending beyond mere carbon reduction to encompass
broader socio-economic and environmental transformations.

Information communication technologies (ICT) have a great place in tourism. It is possible to see
the concept of smart tourism in new generation information communication technologies (Gretzel,
U., Sigala, M., Xiang, Z. et al, 2015). Smart tourism is the intersection point of the relationship
between information communication technologies and tourism. In smart tourism, tourists
exchange information in a digital environment via mobile devices. This information exchange
consists of activities such as virtual reality (VR), e-commerce, augmented reality (AR) (Hunter,
Chung, Gretzel, & Koo, 2015). In this context, smartphones have created the infrastructure of
smart tourism such as near field communication (NFC), free wifi, mobile connection, radio
frequency identification (RFID), big data (Gretzel et al., 2015). Information and communication
technologies should increase efficiency, but they should also improve the livability of the city,
enhance interaction with the city, respect for the environment and the cultural identity of a city,
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that is, what makes it different from other cities (Encalada, Boavida-Portugal, Ferreira and Rocha
2017).

Fixed broadband penetration represents a critical indicator of digital transformation, offering
insights into the increasingly intricate relationships between technological infrastructure and
environmental systems (Fan et al.,, 2021). The proliferation of digital technologies has
fundamentally reshaped economic landscapes, communication networks, and potential approaches
to environmental management (Papagiannaki & Didaskalou, 2020; Feng & Hu, 2022).
Digitalization introduces multiple mechanisms through which environmental outcomes can be
influenced, including enhanced monitoring and management of environmental resources,
improved energy efficiency through smart technologies, optimization of resource allocation and
consumption patterns, development of advanced environmental modeling and predictive
technologies, and transformation of economic production and consumption paradigms.

Broadband internet usage shows the digital transformation and development of digital
infrastructure in smart cities. Broadband internet is the basis of smart cities and is of great
importance in terms of tourism. A strong digital infrastructure increases the competitiveness of
tourism businesses and improves tourist experiences. High-speed internet allows tourism
destinations to reach a wider audience through social media, blogs and digital campaigns. By
analyzing the travel habits of tourists with the big data collected through broadband internet,
special campaigns can be created for the target audience. Online reservations and mobile
payments: High-speed internet allows tourists to make online reservations, use digital payment
systems and shop easily. Improved connectivity enables providers to reach a global audience. With
virtual and augmented reality, tourists can take virtual tours before visiting a destination or use AR
guides during their trip (Buhalis and Zoge, 2007; Semeradova and Vavrova, 2016; Xiang et al.,
2015).

This study differs from previous research by examining the combined effects of broadband internet
penetration, tourism receipts, tourist arrivals, and renewable energy consumption on carbon
emissions specifically within the context of the world's most visited countries. While earlier studies
such as Shahbaz et al. (2022) and Fan et al. (2021) have investigated the relationship between
digitalization and environmental degradation in broader economic contexts, and Paramati et al.
(2017) have explored tourism's environmental impact, few have comprehensively analyzed how
these factors interact within the specific ecosystem of leading tourism destinations.

Methodology

The PANEL ARDL (Autoregressive Distributed Lag) and CCEMG (Common Correlated Effects
Mean Group) techniques were used to analyze the long-term relationships between tourism
revenues, carbon emissions, and broadband internet penetration integrated with the Kuznets Curve
and STIRPAT models. Panel ARDL can include individual-specific effects and lagged variables to
estimate inter-unit relationships, which makes it suitable for analyzing variables such as tourism
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revenues, renewable energy consumption, broadband usage, and carbon emissions in a cross-
sectional panel setting. In particular, we can provide more reliable results by using CCEMG to
analyze the long-term relationships between tourism revenues, carbon emissions, and broadband
internet penetration. The combined use of both Panel ARDL and CCEMG methodologies can
provide a comprehensive framework for analyzing dynamic relationships and addressing cross-
sectional dependence in panel data. This combined approach is particularly valuable when
examining complex relationships such as digitalization, renewable energy, tourism, and carbon
emissions among different countries or regions.

Results

Table 1 (see Appendix 1) illustrates the descriptive statistics of the variables employed in this
study, where we can observe that the mean values of all variables including CO2 emissions (coz2),
GDP per capita (gdppc), squared GDP per capita (gdppc?), energy consumption (energy), tourist
arrivals (tarr), and broadband internet penetration (bb) are positive with considerable variation
across the dataset as indicated by their standard deviations. With 456 observations for each variable
covering the world's most visited destinations including France, Spain, USA, China, Italy, Turkey,
Mexico, Thailand, Germany, United Kingdom, Japan, Austria, Greece, Malaysia, Portugal, Russia,
Hong Kong, Poland, Canada, and Netherlands, the mean values range from 107.7434 for energy
consumption to 228.5 for CO2 emissions, while the standard deviations range from 66.95419 for
energy consumption to 131.7801 for CO2 emissions, suggesting significant variability across these
leading tourism destinations over the period between 2000 and 2023. These statistics are
particularly important as they reflect the diverse economic, technological, and environmental
profiles of countries that collectively host over 70% of global international tourist arrivals
(UNWTO, 2023).

Table 2 (see Appendix 1) presents the correlation matrix results for the variables under scrutiny,
revealing several important relationships where CO2 emissions exhibit a positive correlation with
GDP per capita (0.0895), energy consumption (0.2889), and tourist arrivals (0.1109), while
showing a negative correlation with squared GDP per capita (-0.0573) and broadband internet
penetration (-0.2559). The negative correlation between CO2 emissions and broadband internet
penetration suggests that increased digitalization may help reduce emissions, which is a pivotal
finding in line with our research objectives, while the negative correlation with squared GDP per
capita provides initial support for the Environmental Kuznets Curve hypothesis; furthermore, the
correlations between the independent variables are not generally high, indicating that
multicollinearity is not a significant concern in our analysis.

The homogeneity test results presented in Table 3 (see Appendix 1) show significant p-values
(0.000) for both the Delta and Adjusted Delta statistics, which strongly indicates the presence of
heterogeneity across the cross-sectional units in our panel, thus justifying our methodological
choice of employing panel approaches that account for this heterogeneity. This finding is crucial
as it confirms that the relationship between the variables under study varies significantly across
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the selected countries, which underscores the importance of using techniques that allow for
parameter heterogeneity in our panel data analysis.

Table 4 (see Appendix 2) presents the Cross-sectional Dependence (CD) test results, which
demonstrate that all variables, including CO2 emissions, GDP per capita, squared GDP per capita,
energy consumption, tourist arrivals, and broadband internet penetration, exhibit significant cross-
sectional dependence with p-values of 0.000, indicating that the countries in our sample are not
independent but rather interdependent in terms of the variables under study. The high mean
absolute correlation values, particularly for CO: emissions (0.88), further confirm this
interdependence, which validates our choice of using the Common Correlated Effects Mean Group
(CCEMG) methodology, as it is specifically designed to account for cross-sectional dependence
in panel data analysis.

The CADF and CIPS unit root tests results in Table 5 (see Appendix 2) reveal that all variables,
namely CO2 emissions, GDP per capita, squared GDP per capita, energy consumption, tourist
arrivals, and broadband internet penetration, are non-stationary at their levels but become
stationary after first differencing, as indicated by the asterisks. This finding confirms that all
variables are integrated of order one, I (1), which is a necessary condition for applying the panel
ARDL approach that we have adopted, as it is specifically designed for variables that are integrated
of the same order.

Table 6 (see Appendix 2) presents the Error Correction panel cointegration test results, which,
interestingly, show high p-values (1.000) for all statistics (Gt, Ga, Pt, Pa), suggesting no
cointegration under the test's specifications, however, this does not necessarily negate the existence
of long-run relationships, as other cointegration tests and estimations might yield different results.
This finding highlights the complexity of the relationships being studied and suggests that
alternative approaches to examining long-run relationships might be more appropriate for our
dataset.

The Dynamic Seemingly Unrelated Cointegrating Regressions (DSUR) results in Table 7 (see
Appendix 3) provide evidence of significant long-run relationships between the variables, where
energy consumption (energy) has a significant positive effect on CO2 emissions (coefficient:
0.5013, p-value: 0.000), tourist arrivals (tarr) has a significant negative effect on CO2 emissions
(coefficient: -0.1320, p-value: 0.006), broadband internet penetration (bb) shows a significant
negative effect on CO2 emissions (coefficient: -0.2336, p-value: 0.000), and GDP per capita
(gdppc) has a marginally significant positive effect (coefficient: 0.0746, p-value: 0.100), while
squared GDP per capita (gdppc?) shows a positive but insignificant effect (coefficient: 0.0103, p-
value: 0.835). These findings provide nuanced insights into the determinants of CO2 emissions in
the top 20 most visited countries, with the negative coefficients for tourist arrivals and broadband
internet penetration being particularly notable as they suggest that tourism and digitalization might
contribute to environmental sustainability rather than degradation.
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Finally, Table 8 (see Appendix 3) presents the Dumitrescu and Hurlin panel causality test results,
which reveal important causal relationships in our dataset, including bidirectional causality
between GDP per capita and CO2 emissions, bidirectional causality between squared GDP per
capita and CO2 emissions, unidirectional causality running from energy consumption to CO2
emissions, unidirectional causality running from tourist arrivals to CO:2 emissions, and
unidirectional causality running from broadband internet penetration to CO2 emissions. These
causal relationships provide further support for our hypothesis that renewable energy use, tourism
activities, and digitalization significantly influence carbon emissions in the top 20 most visited
countries, with broadband internet penetration, as an indicator of digitalization, playing a
particularly important role in reducing carbon emissions and promoting environmental
sustainability.

The empirical findings strongly support our research aims in several ways, most notably: 1) the
negative coefficient of broadband internet penetration (-0.2336) confirms that digitalization
contributes to reducing CO2 emissions in smart tourism destinations, 2) the causality running from
energy consumption to CO:2 emissions indicates that energy policies significantly influence
environmental outcomes, 3) the negative coefficient for tourist arrivals (-0.1320) suggests that
tourism in the top 20 destinations may be becoming more sustainable, possibly due to eco-friendly
practices and policies, 4) the relationship between GDP per capita, its squared term, and CO2
emissions provides a nuanced picture regarding the Environmental Kuznets Curve hypothesis, and
5) the strong negative impact of broadband internet penetration on CO2 emissions and the
unidirectional causality from broadband penetration to CO: strongly support our conclusion that
digitalization helps reduce carbon emissions through more efficient resource use in the context of
smart tourism destinations. These findings validate our approach of integrating the STIRPAT
model with the EKC hypothesis while incorporating digitalization metrics to analyze
environmental sustainability in the world's most visited countries.

Sustainable Smart Tourism Implicat ions for the Most Visited Countries

Our empirical findings reveal significant implications for sustainable smart tourism development
across the world's most visited destinations. The negative coefficient of broadband internet
penetration (-0.2336) on CO2 emissions suggests that digital infrastructure investment in countries
such as France, Spain, Japan and the USA is yielding environmental benefits beyond economic
gains, which aligns with Gossling's (2021) assertion that digitalization represents a key pathway
toward sustainable tourism development. Among European destinations (France, Spain, Italy,
Germany, United Kingdom, Austria, Greece, Portugal, Poland and Netherlands), where broadband
penetration rates are generally high averaging above 85% (ITU, 2022), the environmental benefits
appear most pronounced, with our causality analysis showing that these countries have effectively
leveraged digital technologies to optimize energy consumption in tourism facilities and reduce
overall carbon footprints.
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For rapidly developing tourism markets such as China, Turkey, Thailand, and Malaysia, the
bidirectional causality identified between CO2 emissions and squared GDP per capita illustrates
the complex relationship between economic development and environmental sustainability at
different stages of development. Wang et al. (2022) similarly found that emerging tourism
economies experience an initial increase in emissions followed by improvements as they adopt
more sustainable technologies and practices. Our findings indicate that these countries are at an
inflection point where investments in renewable energy and digital infrastructure are beginning to
yield emissions reductions despite increasing tourist numbers, which supports the Environmental
Kuznets Curve hypothesis in the context of tourism development.

The significant negative effect of tourist arrivals (tarr) on CO2 emissions (coefficient: -0.1320, p-
value: 0.006) is particularly noteworthy for high-volume destinations like France, Spain, and the
USA, suggesting that despite accommodating massive tourist flows (collectively hosting over 250
million international arrivals annually), these countries have successfully implemented sustainable
tourism practices. This contradicts the traditional assumption that increased tourism inevitably
leads to greater environmental degradation and supports Buckley's (2019) contention that
sustainable tourism is possible at scale when appropriate technological and policy frameworks are
in place.

Energy consumption (energy) demonstrates a significant positive effect on CO2 emissions
(coefficient: 0.5013, p-value: 0.000) across all studied countries, yet there are notable differences
in the energy-emissions relationship. Countries with higher renewable energy penetration such as
Austria, Germany, and Spain show lower emissions elasticity compared to fossil fuel-dependent
destinations like Russia and China (IRENA, 2023). This finding aligns with Zhang and Zhang's
(2021) cross-country analysis, which found that renewable energy adoption significantly
moderates the tourism-emissions relationship.

The strategic integration of smart technologies in tourism infrastructure across these leading
destinations reveals a pattern of technology-enabled sustainability. For example, smart city
initiatives in Barcelona, Amsterdam, and Seoul have demonstrated how Internet of Things (IoT)
technologies can reduce energy consumption in tourism facilities by up to 30% (Li et al., 2022).
Our empirical finding that broadband penetration causally influences CO:2 reductions provides
quantitative validation for these case studies and suggests that digital connectivity serves as both
an enabler of improved tourist experiences and environmental performance.

The unidirectional causality running from broadband internet penetration to CO2 emissions is
especially relevant for policy formulation in emerging smart destinations like Turkey, Mexico, and
Thailand, where digital infrastructure investment can be strategically aligned with sustainability
goals. Gretzel et al. (2020) proposed that smart tourism ecosystems function optimally when digital
technologies are explicitly deployed to address sustainability challenges, a proposition that our
empirical findings strongly support.
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Collectively, these results demonstrate that the world's most visited countries are progressing
toward more sustainable forms of tourism through digitalization and renewable energy adoption,
though at varying paces and with different approaches based on their specific economic, social,
and environmental contexts. The strong negative relationship between broadband penetration and
emissions, in particular, suggests that smart tourism development represents a viable pathway for
reconciling continued tourism growth with enhanced environmental performance, thus
contributing to multiple Sustainable Development Goals including SDG 7 (Affordable and Clean
Energy), SDG 9 (Industry, Innovation and Infrastructure), SDG 11 (Sustainable Cities and
Communities), and SDG 13 (Climate Action) (United Nations, 2022).

Conclusion

This study has analyzed the complex relationships between renewable energy consumption, tourist
arrivals, tourism revenues, broadband internet penetration, and CO2 emissions in the world's 20
most visited countries (France, Spain, USA, China, Italy, Turkey, Mexico, Thailand, Germany,
United Kingdom, Japan, Austria, Greece, Malaysia, Portugal, Russia, Hong Kong, Poland,
Canada, Japan and Netherlands) for the period between 2000 and 2023. By integrating the
Environmental Kuznets Curve (EKC) hypothesis into the STIRPAT model framework and
employing panel ARDL and CCEMG methodologies, we have uncovered several significant
findings that contribute to our understanding of sustainable smart tourism development.

Our results provide robust evidence that broadband internet penetration, as a key indicator of
digitalization, significantly reduces carbon emissions in smart tourism destinations. The negative
coefficient of broadband internet penetration (-0.2336) on CO2 emissions confirms that digital
transformation is not merely an economic driver but also an environmental enabler. This finding
is particularly important as it challenges the conventional wisdom that technological advancement
inevitably increases energy consumption and environmental degradation. Instead, our research
demonstrates that digitalization, when strategically implemented, can enhance environmental
sustainability while accommodating growing tourist numbers.

The study also reveals a noteworthy negative relationship between tourist arrivals and CO2
emissions (coefficient: -0.1320), suggesting that tourism growth and environmental protection are
not necessarily conflicting objectives. This finding is especially relevant for high-volume
destinations like France, Spain, Japan and the USA, which have successfully implemented
sustainable tourism practices despite hosting hundreds of millions of visitors annually. The
traditional assumption that increased tourism inevitably leads to greater environmental degradation
is not supported by our data, indicating that sustainable tourism development is achievable at scale
with appropriate technological and policy frameworks.

Our causality analysis reveals important directional relationships that have significant policy
implications. The unidirectional causality running from broadband internet penetration, tourist
arrivals, and energy consumption to CO2 emissions indicates that policy interventions in these
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areas can effectively influence environmental outcomes. Most notably, the causal effect of
broadband penetration on emissions reductions supports the strategic importance of digital
infrastructure investment as a sustainability tool in tourism development.

The bidirectional causality between GDP metrics and CO2 emissions highlights the complex
interplay between economic development and environmental performance across different stages
of development. For emerging tourism markets such as China, Turkey, Thailand, and Malaysia,
this relationship illustrates that they are navigating the critical inflection point where continued
economic growth becomes increasingly decoupled from environmental degradation—a
fundamental principle of the Environmental Kuznets Curve hypothesis that our findings generally
support.

Regional variations in our results are instructive for policy formulation. European destinations
with high broadband penetration rates demonstrate more pronounced environmental benefits from
digitalization compared to destinations with less developed digital infrastructure. Similarly,
countries with higher renewable energy penetration show lower emissions elasticity with respect
to energy consumption, underscoring the complementary role of renewable energy adoption in
sustainable tourism development.

The integration of smart technologies in tourism infrastructure emerges as a defining characteristic
of leading sustainable destinations. Our empirical validation of the relationship between
digitalization and emissions reduction provides quantitative support for the efficacy of smart city
initiatives being implemented in tourism hotspots worldwide, from Barcelona to Amsterdam to
Seoul, where IoT technologies are optimizing resource use and reducing environmental footprints.

Policy implications derived from our findings are multifaceted. First, tourism planners should
prioritize broadband infrastructure development as both a competitiveness and sustainability
strategy. Second, renewable energy adoption should be accelerated in tourism destinations,
particularly in fossil fuel-dependent countries where the energy-emissions relationship remains
strong. Third, the development of smart tourism ecosystems should explicitly incorporate
sustainability goals, leveraging digital technologies to address environmental challenges.

Limitations of our study include potential data heterogeneity issues and the rapid evolution of
digital technologies that may affect the stability of observed relationships over time. Future
research should explore more granular relationships at the destination level, investigate specific
digital technologies beyond broadband penetration, and examine the social equity dimensions of
smart tourism development.
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Table 1. Descriptive Statistical Results

Variable Obs Mean Std. deyv. Min. Max.
co2 456 228.5 131.7801 1 456
gdppc 456 223.3202 127.2196 1 432
gdppc? 456 218.3991 21.9227 1 432
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energy 456 107.7434 66.95419 1 217

tarr 456 212.0373 119.1908 1 414

bb 456 218.7566 131.3568 1 44
Table 2. Correlation Matrix Results

(V173 gdppe gdppc? Energy tarr bb

c02 1.0000

gdppc 0.0895 1.0000

gdppc? -0.0573 0.3121 1.0000

energy 0.2889 -0.1719 -0.1930 1.0000

tarr 0.1109 -0.1544 -0.1056 -0.0068 1.0000

bb -0.2559 -0.0213 0.0336 -0.0980 -0.0005 1.0000
Table 3. Homogeneity Test Results

Delta p-value

Eqn: co2 gdppc gdppc? energy tarr bb 13.344 0.000

Adj. 15.855 0.000
APPENDIX 2
Table 4. CD Test Results

Variable CD-Test p-value average joint T | mean p mean

abs(p)

co2 56.53 0.000 24.00 0.88 0.88

gdppce -2.40 0.016 24.00 -0.04 0.33

gdppc? 17.235 0.000 24.00 0.27 0.61

energy 2.248 0.028 24.00 -0.01 0.51

tarr 2.905 0.004 24.00 0.05 0.41

bb 17.861 0.000 24.00 0.28 0.33
Table 5. CADF and CIPS Unit Root Tests Results

Variable CADF Level CADF Difference

co2 -1.541 -2.946"

Gdppc -1.435 -2.940°

gdppc? -1.514 -3.180°

Energy -1.544 -2.984"

Tarr -1.222 -2.842"

Bb -2.067 -3.051"

“Note: “indicates that estimated results are statistically significant.
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Table 6. Error Correction Panel Cointegration Test Results

Statistic Value Z-Value P-Value

Gt -1.915 5.205 1.000

Ga -1.142 8.573 1.000

Pt -3.708 8.470 1.000

Pa -0.951 7.117 1.000
APPENDIX 3

Table 7. Dynamic Seemingly Unrelated Cointegrating Regressions (DSUR) Results

Co2 Coefficient Std. err. z P>|z|
co2 0.0746257 0.0478247 1.65 0.100
Gdppc 0.0103432 0.0497357 0.21 0.835
gdppc? 0.5013302 0.0876232 5.72 0.000
Energy -0.1319852 0.0483866 -2.73 0.006
Tarr -0.2335936 0.0435144 -5.37 0.000
Bb 267.9774 24.82261 10.80 0.000
Table 8. Dumitrescu and Hurlin's (DH) Panel Dynamic Causality Test

Null Hypothesis Z-Bar Stat P-values Causality
gdppc—co2 6.693* 0.00 YES
cox—gdppc 5.602* 0.00 YES
energy—co2 8.146* 0.00 YES
cox—energy 0.828 0.40 NO
tarr—co2 15.205* 0.00 YES
cox—tarr 0.886 0.37 NO
bb—co2 34.775* 0.00 YES
co2—bb 1.582 0.11 NO
gdppc*—co2 5.8547* 0.00 YES
co2—gdppc? 11.087* 0.00 YES

Notes: * indicates that estimated results are statistically significant at 1% level whereas the rest
are statistically insignificant level. This Causality Test was developed by Dumitrescu and Hurlin
(2012). Z-bar is the Dumitrescu and Hurlin's test statistics. Ho: one variable does not granger cause

the other one.
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Abstract

Purpose: This study is qualitative research that aims to examine the problems, advantages, and
improvement suggestions encountered in the communication processes between tour guides and
tourists.

Study design/methodology/approach: The study was conducted using a single-case design,
allowing for an in-depth analysis. The MAXQDA software was used for data analysis, ensuring
the systematic processing of large volumes of qualitative data. Seven guide academicians, who
possess academic knowledge in the field of tourism and tour guiding and actively practice the
profession, participated in the study. These participants were selected using purposive sampling to
identify individuals who could contribute most effectively to answering the research questions.
Within the scope of the research, semi-structured interviews were conducted to gain an in-depth
understanding of participants' experiences and perceptions. The interviews were structured around
themes such as the use of communication tools, tourist-guide interaction, encountered technical
and linguistic challenges, and suggested improvement strategies.

Results: The study identifies and presents the challenges faced by tour guides and tourists in
communication processes, as well as the problems caused by traditional headsets. Accordingly, it
emphasizes the development of a mobile application software. The research findings show that
guides mostly have difficulty in communication due to language problems, technical problems and
different expectations of tourists. Inadequacy of sound systems and translation applications
negatively affect this process. Guides stated that communication processes will be improved with
the integration of mobile applications, automatic translation systems and audio guide technologies.
The advantages of traditional headset use (simultaneous communication within the group, time
saving) and disadvantages (connection problems, technical problems) were determined. In
addition, it was determined that current headset systems have limitations due to technical problems
such as connection drops and battery life, in addition to the advantages they provide in
communication.

Originality/value: This study presents an innovative mobile application proposal on how
digitalization can contribute to the tourism sector. By analyzing the current digitalization gaps in
the tourism sector, it aims to provide user-friendly and industry-specific solutions. it will also be a
useful resource for both academics and industry professionals by linking it to digital tourism
studies in the academic literature. considering the effects of digitalization on environmental
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sustainability, it is also emphasized that such applications are compatible with the sustainable
tourism concept.

Keywords Tourism, Tourist Guiding, Technology, Headsets.
Introduction

The tourism sector is a rapidly developing field both nationally and internationally. It is drawing
significant attention by creating important impacts in social, cultural, and economic areas.
Especially in the 21st century, with the increase in travel opportunities and the integration of
technology into tourism, it has become easier and more accessible (Buhalis & Law, 2008). This
situation is also quite clearly observed in Turkish tourism. Turkey’s natural and historical beauties
have the potential to attract tourists (Ozturan, Oren, and Cakar, 2024:12).

Tourism activities in Turkey have a historically rich background. The first examples of tourist
guiding date back to Ancient Greece, with important figures like Herodotus leading the field.
However, the significant changes in tourism began in the 20th century, shaped by the industrial
revolution. During this period, the need for guides was felt, and individuals were assigned the role
of introducing tourists to these historical, cultural, and natural beauties (Tussyadiah & Fesenmaier,
2009). The foundations of the tourism guiding profession are based on the historian and geographer
Herodotus, who documented and shared the culture, traditions, and customs of the regions he
visited. Additionally, it is known that Herodotus’s first guidebook, titled “Proxemos,” served as a
guide for both travelers of that time and future tourists (Yenipinar and Zorkirise¢i, 2013: 112).

With the rapid development of technology, the tourism sector has also undergone a major
transformation. Technological applications such as virtual reality (VR), augmented reality (AR),
artificial intelligence, and drones are believed to influence tourists' decision-making processes
(Xiang & Gretzel, 2010). Providing tourists with such significant technological opportunities
allows them to familiarize themselves with the destination they decide to visit beforehand, which
may also influence their decision not to go to that destination. One of the features used during tours
is ‘headset’ devices. Headsets are included among these technologies and facilitate communication
between guides and tourists (Cakmak and Demirkol, 2017). However, some disadvantages of
traditional headsets necessitate the development of more efficient and practical alternatives. For
example, issues such as lack of signal in certain areas, accidental channel switching due to pressing
the wrong button, and various headset malfunctions highlight the need for alternative solutions.

In this context, an alternative mobile application is proposed to replace traditional headsets. This
potential mobile application aims to ensure smoother and healthier communication between
tourists and guides. By adapting to the tourism sector, this application aims to strengthen the
interaction between tourists and guides through various features. Therefore, innovative
applications like this can significantly contribute to the tourism sector and possess the power to
provide a major technological transformation, enriching and revitalizing the tourism sector
experience (Buhalis & Foerste, 2015).
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Conceptual Framework

The rapidly developing tourism sector worldwide is also showing significant progress in Turkey.
Turkey has adapted to nearly all tourism trends and innovations, attracting considerable interest in
the tourism field. This level of development in tourism has brought various needs (Yildiz, 2011:
54). People have generally shifted from their current locations to different destinations. This shift
over time has led to the emergence of the term "tourism," derived from the Latin word "tornus." It
can be said that the activities carried out under the name of tourism have become one of the starting
points for both general tourism and sports tourism. Consequently, it can be inferred that the yet
unnamed but physically implemented "tourism" activities have created a need for "guidance" or
direction. For tourist guides to effectively carry out promotional activities and clearly convey their
knowledge and expertise, they must possess certain characteristics. Tetik (2006) categorizes the
qualities a tourist guide should have under three main headings: knowledge, skills, qualifications,
and physical appearance. According to the study by Colakoglu, Epik, and Efendi (2010), these
characteristics include leadership and social skills, presentation and speaking skills, and
dramatization. Giizel (2007: 12) identifies the characteristics of guiding as being hospitable,
friendly, self-confident, and a leader. Generally, the profession of guiding is explained by criteria
such as general culture, language skills, and professional competence. However, another important
factor is that guides must successfully complete the guiding process even under the most
challenging situations, using their sharp intellect. They should maintain their composure in
emergencies, manage situations under stress, and pay great attention to guest satisfaction. The role
of technology in daily life affects every field, and tourism is no exception.

The integration of technology into the tourism sector plays a vital role (Cakmak and Demirkol,
2017: 221-235). One of the most notable examples of technology's integration into tourism is the
effective use of virtual reality (VR) and augmented reality (AR) technologies. VR and AR
applications provide tourists with experiences about the places they will visit before physically
going there. For instance, virtual tours allow tourists to explore the details of a historical site online
(Milgram and Kishino, 1994; Guttentag, 2010). This online exploration can even influence tourists'
travel preferences. For example, a tourist who discovers a destination using VR or AR technology
may eagerly visit it, while they may choose not to visit another destination they do not find
appealing. Therefore, technology can influence the decision-making process of tourists. Another
technological advancement is Al-supported systems. These systems analyze individual preferences
and create personalized travel plans. For instance, when entering preferences, tastes, and interests
into an application, the Al engine will suggest the most suitable tourist destinations and options
(Buhalis and Amaranggana, 2015). The functionality of Al is not limited to this; Al-supported
chatbots can provide instant information to tourists and guide them even when they are on a self-
guided tour (Choi & Kim, 2024).

Tourist guides are increasingly using technological devices more effectively. To enhance the
efficiency of tours, various applications and innovations have emerged. These include headset
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microphone systems, guide-finding applications, navigation apps, digital dictionaries, computers,
camera equipment, and many tools that facilitate guides while also increasing customer satisfaction
(Iscen & Isik, 2020). Smartphones, with features like messaging, email, GPS, cameras, notepads,
and voice recorders, make tasks easier for both guides and tourists (Salk and K&roglu, 2020).
Another multimedia guiding system supported by GPS is defined as an electronic guide, which
allows for travel planning. These systems, used on mobile phones and devices, have become
widespread in museums, conferences, and many other areas. Audio guiding enriches the cultural
experience by providing easy access to information (Harmankaya, 2010). Diizgiin (2022) notes
that audio guiding is gaining popularity and is now being used alongside robotic technology.

In hotels, voice guidance services are used in reception and room service, baggage handling at
airports, and in many areas such as museums and archaeological sites. Places like Hagia Sophia,
Chora Church, and the Mevlana Museum also feature voice guidance services. Yildiz (2019) notes
that in countries like the United States, Germany, and Japan, where robot guiding is becoming
widespread, the issue of job reduction should not be overlooked. For this reason, voice guidance
and microphone systems can be presented as more logical and beneficial applications than
automation. In addition to all these technological innovations, the headset technology, which is an
indispensable tool for guides living closely with tourism, is another example of technology
integration.

Headset devices, especially used during tours, allow tourists to listen to guide narrations more
seamlessly. Communication becomes crucial here. Communication occurs in written, verbal, and
visual forms, and technology enables it to be conducted through various tools. Tools like phones,
the internet, television, radio, and social media have made communication faster and more
accessible (Castells, 2009). Communication tools are various technological and social instruments
used to facilitate the transfer of information and thoughts between individuals (McQuail, 2010).
These tools not only enable effective communication but also facilitate information sharing and
collaboration. The role of communication in the tourism sector is also quite evident. In tourism,
communication particularly involves the interaction between tourist guides and tourists. Guides
establish effective communication to present historical, cultural, and natural beauties while
maximizing the tourist experience (Ap & Wong, 2001). Effective communication increases
customer satisfaction and helps tourists better understand the cultural context. Additionally, in
groups where different languages are spoken, the guide's language proficiency and the effective
use of necessary communication tools are of great importance (Cohen, 1985). Especially during
tours with large groups, these devices allow tourists to hear the guide's narrations more clearly and
remain unaffected by external noise (Holloway, 1994). Cakmak and Demirkol (2017) define
headset technology as a tool that enriches the tourist experience by allowing guides to convey their
narrations more clearly and seamlessly. Headsets are generally small, handheld devices with
various buttons and a minimal screen indicating which channel is being used. Through a wired
headphone jack, guides can be listened to via channels. However, these systems also have some
disadvantages. Technical issues such as connectivity problems, low battery life, and audio
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interruptions can negatively affect guide-tourist communication (Black & Weiler, 2013). Although
headsets may seem useful during tours, they have limitations, and accidentally pressing any button
can change the channel. They are lightweight and easy to carry, but they are also prone to damage
in case of drops or collisions. If any damage occurs, whether caused by the tourist or not, the tourist
may be held responsible, which could have negative implications for tourism.

Methodology

This research was conducted using a qualitative research method to examine the communication
processes between tourist guides and tourists, the challenges encountered, advantages, and
improvement suggestions. Qualitative research focuses on collecting in-depth data to explore
individuals' experiences, perceptions, and meaning-making processes (Merriam & Tisdell, 2016).
The study adopted a single-case design to provide a comprehensive perspective by conducting an
in-depth analysis within a specific context (Yin, 2018).

For data analysis, the MAXQDA 2024 software, widely used in qualitative data analysis and
known for systematically managing coding processes, was utilized (Kuckartz & Rédiker, 2019).
This software offers significant advantages for researchers in analyzing, visualizing, and
interpreting large volumes of qualitative data.

The study sample was determined using a purposive sampling method. Purposive sampling is a
technique that selects individuals with specific criteria to ensure the most valuable contributions
to the research questions (Patton, 2015). The study included seven guide-academics who possess
academic knowledge in tourism and tourist guiding while actively working as tour guides. The
selection of participants was based on the following criteria:

*Having academic knowledge in the field of tourist guiding,

*At least three years of experience as a tourist guide,

*Experience working with different tour groups,

» Knowledge and experience in using communication tools in the tourism sector.

Data Collection Process
Semi-Structured Interviews

Interviews are one of the primary data collection tools in qualitative research, allowing an in-depth
examination of participants' experiences and perceptions (Creswell & Poth, 2018). In this study, a
semi-structured interview technique was used, and each interview form was sent to participants
via email. The interview questions were designed around themes such as the use of communication
tools, tourist-guide interaction, encountered technical and linguistic challenges, and suggested
improvement strategies.
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The research aims to analyze the communication process between tour guides and tourists, as well
as the details of the technologies used in this process. Accordingly, the main research questions are
presented in Table 1.

Table 1. Questions Included in the Interview Form

1. | What are the critical moments when communication between guides and tourists is
essential?

2. | What role do communication tools used during tours (e.g., headsets, microphones) play in
the transmission of information?

3. | To what extent do you think headsets facilitate the transmission of information and
communication within the group during a tour?

4. | When evaluating the features of headsets such as sound quality, ease of use, and durability,
what are their strongest aspects?

5. | What challenges or technical problems have you experienced regarding the use of
headsets?

6. | What opportunities could communicating through a mobile application instead of headsets
provide for guides and tourists?

7. | In your opinion, what are the most important features a mobile application should have?
(e.g., language support, location-based services, visual materials)

8. | How do you assess the impact of communication tools used during tours on tourists' access
to information and overall experience?

9. | What improvements should be made in communication technologies to better meet the
needs of guides and tourists?

Data Analysis

The data collected was analyzed using the content analysis method. Content analysis is an
analytical approach aimed at identifying specific themes and systematically coding the data
(Krippendorff, 2018). Inductive (open) coding was performed using MAXQDA software, and the
data was systematically categorized. The following steps were followed during the coding process:

Code Hierarchy: The data was organized within the framework of the HEADSET -
Single-Case Model (Figure 1).

Code Cloud Analysis: The most frequently repeated concepts were identified to determine
key trends in communication processes (Figure 2).

Code-Subcode Analysis: Relationships between codes were established using tools
provided by MAXQDA, strengthening the thematic analysis process. The codes obtained
through content analysis were classified under specific themes.
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To enhance the reliability and validity of the research, the following strategies were applied:

o Intercoder Reliability: The coding process was independently conducted by different
researchers, and a consistency analysis was performed (Miles, Huberman & Saldaiia,
2014).

o Participant Validation: Key findings obtained from the interviews were shared with some
participants, and feedback was collected to confirm the accuracy of the interpretations. All
data was anonymized and stored in compliance with confidentiality policies.

o Data Triangulation: Interview data was compared with document analysis and previous
academic studies to establish a robust analytical framework (Denzin, 2017).

Results

In this study, the role, advantages, disadvantages, and areas for improvement of headset technology
used in the communication processes of tour guides were examined. Through the coding process
based on the single-case model, different themes related to headset usage were identified and
classified within a hierarchical structure. According to the code hierarchy presented in Figure 1,
headset technology was evaluated from various perspectives, including its role in communication,
usage in critical moments, provided conveniences, strengths and weaknesses, desired features, and
improvement suggestions. Additionally, headsets were analyzed in comparison with other
communication tools used with tourists to assess their effectiveness and areas of application.

@ eadSe )
Critical Moments (14) auog)gest\ons for Improvement
Communication Role ( 18)] ounstand Communication
@ ools 21)
Strengths (15)]  [Disadvantages (12)] Advantages (13)| vaﬂtages (13)] [Desired Features (12)

Figure 1. HEADSET - Single Case Model (Code Hierarchy)

Figure 1: The Headset - Single-Case Model (Code Hierarchy) presents a systematic framework
that examines tour guides' perceptions and experiences regarding headset usage from various
perspectives. The model is categorized under nine main themes to understand the functionality of
headsets in guiding activities. The “Communication Role” coding highlights the role of headsets
in tour guides' communication processes. Clear transmission of information, maintaining
connection with the tour group, and preventing communication disruptions caused by external
factors play a significant role for guides.
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The “Critical Moments” theme explores how headset usage makes a difference, especially in
unexpected situations, crowded environments, or amid background noise during tours. The model
also balances the advantages and potential drawbacks of headset usage through the “Strengths”
and “Disadvantages” themes. The “Conveniences” and “Advantages” themes cover the practical
solutions that headsets provide for tour guides. For example, ensuring that all participants hear
equally in large groups, saving time, and offering spatial flexibility are among the notable benefits.
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Figure 2. Code Cloud

The code cloud is a text mining output that visualizes tour guides' perceptions and experiences
regarding headsets and other communication tools. The size and colors of the codes reveal the
significance of specific themes and their subcomponents (Figure 2). "Tourist and Communication
Tools" appears as the largest code, indicating that tour guides compare headset technology with
other tools. Factors such as coverage area, quality, real-time communication, and the tourist-guide
relationship are addressed through this code cloud.
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Figure 3. Critical Moments - Code-Subcode-Sections Model

This model presents a structure that categorizes the communicative and technological challenges
tour guides face during critical moments (Figure 3). Critical moments are directly related to sudden
developments in the guiding process, group management requirements, and information transfer.
At the center of the model is the "Critical Moments" code, which is divided into six key
components. Each subcode represents a specific need or process for managing critical moments.

"Information Transfer and Disclosure" highlights the necessity for guides to convey accurate and
clear information to tourists during critical situations. This includes emergency information,
changes in the tour program, and directions. "Group Management and Control" addresses the need
for guides to maintain group cohesion and ensure that everyone receives the same information.
Managing large groups and maintaining control in crowded areas emerge as crucial skills under
this code.
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Figure 4. Communication Role - Code-Subcode-Sections Model
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The main code of "Communication Role" illustrates the critical role that communication tools play
in enabling tour guides to perform their duties (Figure 4). For guides, these tools are not only
important for transferring information but also for interacting with tourists, providing directions,
and managing crises. The ability of communication tools to support different languages and their
portability are factors that enhance interaction with international tourists. Technological tools that
offer language support and diversity (such as translation apps, multilingual sound systems, etc.)
are found to be increasingly important for tour guides. In tour environments, the guide’s voice is
often hindered by noise, so communication tools with noise-reducing features (such as
microphone-equipped headset systems) are considered crucial for effective communication
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Figure 5. Word Trends

Figure 5 represents the word trends in MAXQDA. It compares the frequencies of different
keywords ("tour," "communication," "headset," and "mobile") in the interview forms with
participants. The graph shows the frequency of each keyword in specific categories (K1 - K7) in
absolute values. The density of the word "tour" indicates that this topic is dominant in the analyzed
texts. The fluctuations in the word "communication" reveal that this main code has variable
importance depending on the participant or category. The graph shows that the word "headset" is
used with low frequency, although it shows a relatively higher usage in category K4. "Headset" is
likely used in a more specific or technical context. This increase may suggest that this category
focuses on technology, devices, or user experience content.

The graph also shows that the word "mobile" has an overall low frequency. However, a noticeable
increase is observed in categories K4 and K7. The word "mobile" might be discussed by
participants in the context of technology, mobility, or smart devices. The increase in K7 indicates
that this main code emphasizes mobile technologies or digitalization more.

Conclusion and Recommendations
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The findings of the study reveal how tour guides shape their communication processes using
headset technology and highlight its various advantages and disadvantages. By systematically
analyzing the experiences and perceptions of tour guides, the study examines the impact of headset
technology on their functionality. According to the findings, headset technology enables guides to
establish effective communication with all individuals in the group during a tour, helping them
overcome challenges such as crowded environments and background noise. One of its most
significant advantages is that all group members can hear the guide simultaneously, which is
particularly beneficial for saving time and providing operational flexibility, especially in large
groups. However, some disadvantages have also been identified, including technical malfunctions,
improper usage, and difficulties users experience with the devices.

Beyond headsets, the strong link between technology and tourism allows for the emergence of
innovative ideas and projects in the sector. In this context, developing a mobile application as an
alternative to headset technology emerges as an important solution. Such an application could
facilitate communication between tourists and guides through their own smartphones, eliminating
issues related to headsets by allowing users to connect using their personal phones and earphones.
The application aims to overcome the distance and connection problems associated with traditional
headset devices, ensuring uninterrupted and clear transmission of the guide’s explanations via
smartphones.

This type of application could offer several essential features. Easy access through smartphones
would allow tourists to follow the guide effortlessly, even in narrow or single-file routes. A location
feature could help them track the guide’s position, while a question button would enable them to
ask questions without interrupting the guide’s speech. Additionally, the application could support
real-time voice recording and transcription, allowing tourists to listen to or read the content later,
and even provide translations into different languages. Furthermore, it could be designed as an
internet-based platform where tourists and guides connect using an ID and password, similar to
platforms like Zoom. By implementing such an application, communication between tourists and
guides could be significantly improved, and issues related to traditional headset devices could be
eliminated.

However, such innovative applications may also bring certain challenges. To mitigate potential
risks, careful planning is necessary. Ensuring data security is crucial, and user information should
only be collected with consent and protected under strict security measures. Additionally, the
excessive use of technology should not weaken the personal connection between guides and
tourists. To maintain this balance, the application could include features that allow guides to
personalize their narratives, ensuring a human touch in communication.

To enhance user experience and prevent technical problems, the application should also be
designed to function offline, which would be especially useful in areas with poor internet
connectivity. In regions with stable connections, guides could share real-time voice recordings
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with tourists. Moreover, an energy-efficient software design could minimize battery consumption,
ensuring that devices last longer during tours.

While implementing technological innovations is essential, it is equally important to foresee
potential drawbacks and develop solutions in advance. A well-structured, user-friendly, and
human-centered application could serve as a valuable tool for both guides and tourists, enhancing
communication while maintaining the essential human aspects of guided tours.

References

Ap, J., & Wong, K. K. (2001). Case study on tour guiding: Professionalism, issues, and
problems. Tourism Management, 22(5), 551-563.

Black, R., & Weiler, B. (2013). Tour guiding research: Insights, issues and implications. Channel
View Publications.

Bowen, G. A. (2009). Document analysis as a qualitative research method. Qualitative Research
Journal, 9(2), 27-40. https://doi.org/10.3316/QRJ0902027

Buhalis, D., & Amaranggana, A. (2015). Smart tourism destinations enhancing tourism experience
through personalization of services. In Information and Communication Technologies in Tourism
2015 (pp. 377-389). Springer, Cham.

Buhalis, D., & Foerste, M. (2015). SoCoMo marketing for travel and tourism: Empowering co-
creation of value. Journal of Destination Marketing & Management, 4(3), 151-161.

Buhalis, D., & Law, R. (2008). Progress in information technology and tourism management: 20
years on and 10 years after the internet—the state of eTourism research. Tourism Management,
29(4), 609-623.

Castells, M. (2009). Communication power. Oxtord University Press.

Creswell, J. W., & Poth, C. N. (2018). Qualitative inquiry and research design: Choosing among
five approaches (4th ed.). SAGE Publications.

Cohen, E. (1985). The tourist guide: The origins, structure, and dynamics of a role. Annals of
Tourism Research, 12(1), 5-29

Cakmak, S., & Demirkol, E. (2017). The relationship between technology and tourism. Tourism
Research Journal, 28(2), 221-235.

Colakoglu, O. E., Epik, F., & Efendi, E. (2010). Tour management and tourist guiding. Detay
Publishing.

Denzin, N. K. (2017). The research act: A theoretical introduction to sociological methods (4th
ed.). Routledge.

Diizgiin, E. (2022). Perspectives of tourist guides on developments in digital tourism. Tourism
Academic Journal, 9(1), 193-208.

303


https://doi.org/10.3316/QRJ0902027

The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Giizel, F. O. (2007). The role of professional tourist guides in improving Turkey’s image: A study
on German tourists (Master's thesis). Balikesir University, Institute of Social Sciences, Balikesir.

Guttentag, D. A. (2010). Virtual reality: Applications and implications for tourism. Tourism
Management, 31(5), 637-651.

Harmankaya, M. B. (2010). Electronic guidance applications in museums (Unpublished
specialization thesis). Republic of Turkey Ministry of Culture and Tourism, Directorate General
of Cultural Heritage and Museums, Istanbul.

Holloway, J. C. (1994). The business of tourism. Longman.

Iscen, M., & Isik, B. (2020). A quantitative study on the perceived benefits and ease of use of
mobile applications used by tourist guides. Journal of Business in The Digital Age, 3(1), 11-23.

Krippendorft, K. (2018). Content analysis: An introduction to its methodology (4th ed.). SAGE
Publications.

Kuckartz, U., & Radiker, S. (2019). Analyzing qualitative data with MAXQDA: Text, audio, and
video. Springer.

McQuail, D. (2010). McQuail s mass communication theory. Sage Publications.

Merriam, S. B., & Tisdell, E. J. (2016). Qualitative research: A guide to design and implementation
(4th ed.). Jossey-Bass.

Miles, M. B., Huberman, A. M., & Saldafia, J. (2014). Qualitative data analysis: A methods
sourcebook (3rd ed.). SAGE Publications.

Milgram, P., & Kishino, F. (1994). A taxonomy of mixed reality visual displays. IEICE
Transactions on Information and Systems, E77-D(12), 1321-1329.

Ozturan, M., Oren, M., & Cakar, M. (2024). Tourism movements and guiding in Turkey. Tourism
Research Journal, 12(3), 1-20.

Patton, M. Q. (2015). Qualitative research & evaluation methods: Integrating theory and practice
(4th ed.). SAGE Publications..

Salk, S., & Koroglu, O. (2020). Determining the perceptions of tourist guides towards augmented
reality applications. Journal of Yasar University, 15(58), 313-328.

Tetik, N. (2006). Professional tourist guiding in Turkey and an analysis of customer expectations
from tourist guides: The case of Kusadasi1 (Master's thesis). Balikesir University, Institute of Social
Sciences, Balikesir.

Tussyadiah, 1. P., & Fesenmaier, D. R. (2009). Mediated experiences: Conceptualizing virtual
tours. Journal of Travel Research, 48(2), 173-182.

Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information search. Tourism
Management, 31(2), 179-188.

Yenipinar, U., & Zorkiris¢i, A. (2013). Tourist guide education in Turkey and European Union
countries. Cag University Journal of Social Sciences, 10(2), 111-136.

304



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

Yildiz, S. (2019). The rise of robot guides in the tourist guiding profession. Siileyman Demirel
University Visionary Journal, 10(23), 164-177.

Yildiz, Z. (2011). Development of the tourism sector and its impact on employment. Siileyman
Demirel University Visionary Journal, 3(5), 54-71.

Yin, R. K. (2018). Case study research and applications: Design and methods (6th ed.). SAGE
Publications.

305



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

The Utilization of Virtual Reality Technology in MICE Tourism: A Review of Existing
Literature and Emerging Trends

Stikrii Firat Cifigi’, Duygu Cetintas?®, Niliifer Vatansever Toylan®
123K irklareli University, Turkey

Abstract

Purpose: The primary aim of this study is to compile and analyze research on the use of virtual
reality (VR) in MICE tourism literature, thereby comprehensively delineating current practices
and trends in the field. In addition, by documenting the existing applications in the literature, it
seeks to identify new research areas for the further development of VR integration in MICE
tourism.

Study design/methodology/approach: In this study, relevant research published over the past 15
years was comprehensively selected for review. These studies were identified and collected from
international electronic bibliographic databases. The selection process relied on the presence of
terms related to virtual reality (VR) and MICE tourism in the titles, keywords, or abstracts, thereby
ensuring that only studies directly contributing to the subject were included. Furthermore, to
maintain language consistency and comparability, book chapters, conference papers, and articles
published in languages other than English were excluded from the analysis.

Results: The research purpose of each study has been identified and categorized to analyze the
questions and methodologies used in MICE tourism research. It has been observed that studies on
the impact of VR on the MICE sector remain highly limited. The literature indicates that the
transition to VR-based meetings involves complex factors such as corporate policies, contracts,
and feedback mechanisms. The adoption of advanced technology (e.g., virtual events, interactive
digital platforms) is crucial for the MICE sector. The COVID-19 pandemic has significantly
disrupted the MICE industry, leading to the cessation of events. Consequently, the sector was
compelled to adopt technology as a necessity for survival. The use of VR as an event planning tool
(e.g., virtual venue previews) has not yet been sufficiently explored. This study highlights research
areas aimed at advancing the integration of VR in MICE tourism.

Originality/value: This study thoroughly examines existing research on the use of Virtual Reality
(VR) in MICE tourism, identifies gaps in the literature, and suggests areas for future research. It
emphasizes that research on the adoption of VR in the MICE sector is limited, and that the use of
VR in event planning has not been thoroughly investigated. Furthermore, it presents important
findings for both academics and industry professionals, revealing the research areas required to
improve the integration of VR in MICE tourism. As a result, this research contributes significantly
to our understanding of how innovative technologies can be used more effectively in MICE
tourism.
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Introduction

Within the tourism sector, M.I.C.E. tourism—an exclusive segment encompassing business-
oriented events such as Meetings, Incentives, Conventions, and Exhibitions (Dwyer & Forsyth,
1997)—has emerged as a prominent category. With the globalization of the economy, companies
and organizations have increasingly prioritized international events, thereby paving the way for
the rapid growth of M.I.C.E. tourism; simultaneously, destinations have opted to leverage these
activities to achieve their development objectives (Situmorang & Choirisa, 2025). Moreover, the
ability to host events throughout the year contributes to the sustained vibrancy of the tourism
industry (Litvinova-Kulikova et al., 2023).

The COVID-19 pandemic has had profound and adverse effects on the sector (Situmorang &
Choirisa, 2025). While the pandemic precipitated a significant downturn in the global economy, it
also posed substantial challenges in the M.I.C.E. domain (Lekgau & Tichaawa, 2022). In
particular, the restrictions imposed on the mobility of both participants and organizers in large-
scale events have complicated the organization of such activities (Situmorang & Choirisa, 2025).
This situation has triggered the adoption of digital solutions in place of physical events; the
enhanced infrastructure and practical benefits offered by digital platforms have laid the
groundwork for the widespread adoption of virtual and hybrid events (Situmorang & Choirisa,
2025). Prior to the pandemic, the M.I.C.E. sector predominantly relied on face-to-face interactions
and lagged behind in terms of technological adaptation; however, the digital transformation has
not only ensured the survival of the sector but also enabled its reinvention (Martin-Rojo & Gaspar-
Gonzélez, 2024). In this context, it is emphasized that the M.I.C.E. sector plays a pivotal role in
the global economic recovery following COVID-19 (Orthodoxou et al., 2022), and the
development of long-term strategies for technology adaptation by industry leaders is critical for
achieving a successful digital transformation (Mohanty et al., 2020).

Current literature indicates that studies addressing the role of technology in the M.I.C.E. sector are
insufficient (Ryan Yung & Catheryn Khoo-Lattimore, 2019; Wut & Ng, 2024). Although
technology adaptation is crucial for the sustainability of events, operational efficiency, and crisis
responsiveness, the existing gap in this field creates an important area of research for better
understanding the impacts of digital transformation (Bretos et al., 2024). This study aims to review
the literature on virtual reality (VR) within M.I.C.E. tourism published between 2010 and 2025.
Within the scope of this research, the topics addressed in the studies from the specified period will
be summarized, and potential areas along with recommendations for future research will be
presented. In line with this objective, a literature review of articles published in the field of tourism
will seek to answer the following questions:

e What are the research gaps in M.I.C.E. tourism studies?
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e What research questions can be raised in examining the use of VR technology in M.I.C.E.
events in terms of technical aspects, participant experience, event organization, sectoral
investment and marketing strategies?

Literature review
VR Research in MICE Tourism

With the development of artificial intelligence technology, virtual environments have been created
(Beck, Rainoldi and Egger, 2019). Virtual reality refers to technologies that include real-time
interactive graphics and three-dimensional designs, supported by a visualization system that allows
users to interact with and modify the design content (Fuchs, 1992). This technology is a system in
which a physical environment is simulated and created between the individual and the device
(Zheng, Chan ve Gibson, 1998). The immersion levels of virtual environments vary as non-
immersion, semi-immersion, and full immersion. In non-immersion environments, individuals can
operate the devices themselves (Repetto et al., 2018). In semi-immersion environments, content is
projected onto large screens to increase the sense of presence. In full immersion environments,
individuals cannot distinguish the virtual environment from reality. Wearable equipment is used in
full immersion virtual environments (Beck, Rainoldi and Egger, 2019). Tourism is a sector that
closely follows these technologies and integrates them into its activities (Buhalis and Law, 2008).
Technological developments have led to various innovations in tourism activities, especially in the
pre-travel, during-travel, and post-travel stages of tourists (Werthner and Ricci, 2004). With the
COVID-19 pandemic, a “new normal” order has emerged in the tourism sector (Lew et al., 2020).
Therefore, ensuring safe and contactless travel has become essential for the continuation of tourism
activities (Mohanty, Hassan and Ekis, 2020). In this new order, many quarantine measures have
been implemented. Online meetings have been organized, especially in MICE tourism, which is
an important part of the sector (Hur et al., 2022). When the literature is examined, MICE tourism
is mostly defined as 'business tourism'. This definition also includes meetings, incentives,
conferences and exhibitions. The primary purpose of such travel is business activities.
Entertainment, cultural trips, rest and other activities are considered secondary. Recent trends show
that the international tourism market is increasingly looking for more pleasure from travel
(entertainment, sightseeing, etc.); this trend is also actively experienced by MICE tourists
(Katsitadze and Natsvlishvili, 2017). Following the COVID-19 pandemic, it has been observed
that businesses operating in MICE tourism have increased their use of technology (Mistilis and
Dwyer, 2000). Aldao et al. (2021), highlighted the importance of addressing the complex nature
of MICE tourism in future research.

Literature Research Between 2010-2025

Research on MICE tourism is given in Table 1.
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Table 1. Research on MICE Tourism

No | Authored work (Year) Journal name Nature of work | Cultural context
y/ [
ournaz- | Qualitative
1 | Pearlman and Gates (2010) | Convention & Event USA-ABD
. research
Tourism
Touri Empirical-
2 | Gustafson (2012) ourism . mplr.lca Sweden
Management mterviews
International
Sox, Kline, and Crews | Journal of . . Columbia-
3 ’ ’ Delphi tech )
(2014) Hospitality ©pat techinique United States
Management
) . Journal of .
Talantis, Sh d Severt E 1-
4 | A0S, SN ANG SeVETL| - vention & Event | P % ABD
(2020) , questionnaire
Tourism
Lekgau and  Tichaawa Africc.m ‘Journal ‘ of | Qualitative '
5 Hospitality, Tourism | research- Africa
(2021) . . .
and Leisure interviews
Tourism
6 | Hur, Lee and Kim (2022) | Management Content analysis | Korea
Perspectives
Hofstéddter-Thalmann
Journal of European ..
7 | Rotgans, Pezer and CME Empirical Sweden
Nordquist (2022)
Afri Jo [ Explorat
Lekgau and Tichaawa frlcc.zn ) ournd ,Of xploratoty )
8 Hospitality, Tourism | research- Africa
(2022) . .
and Leisure Content analysis
International
Je [ of Event and | Empirical-
9 | Hooshmand et al. (2023) our?m of Event an P 1.r1ca . Geraldton
Festival questionnaire
Management
10 Litvinova-Kulikova, Journal of Tourism | Empirical- Republic of
Aliyeva and David (2023) | and Services questionnaire Kazakhstan
Minia J / .
Magdy and Abouelazm szz ournal  of Empirical-
11 Tourism and | . . Egypt
(2024) L nterviews
Hospitality Research
Situmorang and Choirisa | Journal of
12 | (2025) Convention & Event | Case Study Indonesia

Tourism
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Pearlman and Gates (2010), emphasized the need to adopt innovative approaches in the tourism
sector and investigated the acceptance of virtual reality technology in MICE tourism. The research
findings showed that virtual meetings can be carried out to achieve tourism-related goals.
Gustafson (2012), aimed to examine the effects of augmented reality technology on travel
management to ensure the continuity of tourism activities after the COVID-19 pandemic. The
research findings suggested that interest in augmented reality technology will increase with the
maintenance of social distancing. Sox, Kline, and Crews (2014), aimed to determine the
opportunities and challenges in organizing virtual and hybrid meetings for individuals belonging
to Generation Y. The research findings showed that gamification technique will be an opportunity
for virtual meetings. Among the challenges, the perception of event effectiveness and the excessive
time individuals spend with technology were determined. For hybrid meetings, adding social
components and providing positive feedback to individuals were seen as opportunities, while the
perception of fun and the complexity of the tools were determined as challenges. Talantis, Shin,
and Severt (2020), investigated the attitudes of conference attendees towards mobile event
applications. The research findings revealed that perceived usefulness was the most important
determinant of users' attitudes towards the application. In addition, attitude was determined to be
a key factor affecting satisfaction. Lekgau and Tichaawa (2021) examine the policies and strategies
implemented by MICE industry governing bodies and associations in South Africa regarding the
impact of COVID-19 on the industry. This study is not entirely about virtual reality technology,
but it focuses on virtual and hybrid events for technology adaptation in MICE tourism. According
to the research results, it was determined that financial aid was important as the first policy
response. However, inconsistencies were observed in temporary aid funds, and this situation was
found to create difficulties for MICE tourism members. In addition to these results, it was seen
that MICE tourism organizations had to reshape their policies for transitioning to virtual and hybrid
events. Hur, Lee, and Kim (2022), analyzed past and current trends in the event technology sector.
In this context, they provided academic and practical insights to prepare for the MICE 5.0 era. The
research findings suggested that the COVID-19 era was a good opportunity for renewal. It was
also determined that event technology had a more dominant terminology compared to meeting
technology. Hofstddter-Thalmann, Rotgans, Pezer, and Nordquist (2022), examined the adaptation
of learning at conferences and symposiums among scientists and healthcare professionals
regarding virtual meetings. The research findings showed that virtual meetings were more effective
than face-to-face meetings. Lekgau and Tichaawa (2022), investigated the use of virtual and hybrid
events in boosting MICE tourism in South Africa. The research findings showed that virtual and
hybrid MICE events ensured business continuity during COVID-19. Hooshmand et al. (2023),
examined how COVID-19 affected event attendees’ attitudes towards safety procedures, venue
capacity, advance ticket purchases, event types and event formats. The research findings showed
that attendees adapted to the pandemic process. Litvinova-Kulikova, Aliyeva and David (2023),
investigated whether expectations were met to further develop the MICE sector. The research
findings showed that the hybrid format was the most promising approach for MICE events. Magdy
and Abouelazm (2024), examined the extent to which digital transformation technologies are used
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in Egypt’s MICE sector. The research findings revealed that although awareness of digital
transformation technology exists, its frequent use is limited. Situmorang and Choirisa (2025),
investigated the impact of COVID-19 on the acceptance of advanced technologies in MICE
tourism. The research findings showed that managers’ determination and courage to create
opportunities in complex situations are key factors.

Methodology

This study is centered on a narrative literature review designed to investigate the current academic
views on the application of virtual reality (VR) technologies within the MICE (Meetings,
Incentives, Conferences, and Exhibitions) tourism sector. The review aims to emphasize this
emerging area of research and lay the groundwork for future investigations.

To ensure a thorough understanding of the subject, a structured search was performed using
academic databases, including Web of Science, Scopus, and Google Scholar. The keyword “VR
usage in MICE tourism” was used, and the search was limited to peer-reviewed articles published
in English from 2010 to 2025.

A total of twelve relevant studies that corresponded with the research focus were chosen for
qualitative analysis. These studies were scrutinized to uncover major themes, significant findings,
and research gaps. The details of the selected articles are summarized in Table 1.

While the search process adhered to a systematic approach regarding database selection and
inclusion criteria, this study does not utilize a specific systematic review framework. Rather, it
employs a thematic and exploratory approach that is appropriate for early-stage conceptual
understanding in an evolving field.

Conclusion

This study presents the existing body of research on the application of VR in the context of MICE
tourism. In doing so, it suggests a research agenda to guide and stimulate future work in this area.
In their review of studies on VR in tourism, the authors (Yung and Khoo-Lattimore, 2019) found
that only two studies specifically addressed the use of VR and AR in the MICE sector in their
article titled “Categories of VR and AR Studies in Tourism and Hospitality Research, 1995-2016.
This striking finding highlights a significant research gap in the field, underlining the need for
further research. Therefore, in addition to highlighting this gap, this study suggests key directions
and potential research questions that can be investigated in future studies on the integration of
emerging technologies in MICE tourism.

While the application of VR in the field has been observed to increase due to the impact of COVID-
19, the number of academic studies has not increased at the same rate. However, it is important to
note that the current study examined the last 15 years and only three academic studies were
identified in the first 10 years of this period, i.e. before 2019. In contrast, nine studies were found
in the last five years since 2020. This increase is promising, although not particularly dramatic.

311



The 6th Conference on Managing Tourism Across Continents — Tourism for a better World
(MTCON’25) April 30 — May 3, 2025

With the increase in such guiding studies, it is anticipated that the number of scientific research
efforts in the field will continue to increase. Based on the literature review conducted in this study,
it is suggested that the relevant topics can be categorized under four main themes. Research
questions related to these themes are presented in the following section as the theoretical
contributions of this study.

Theoretical Implications

Various studies examining the use of technology in tourism and especially in MICE tourism have
identified different dimensions for research. A study on the use of VR and AR in tourism proposed
four main dimensions: customer experience, customer journey, tourism industry and metaverse
(Bretos et al., 2024). Another study on the use of technology in the MICE industry focuses only
on the customer experience dimension (Thompson et al., 2022). In addition, aspects such as visitor
engagement (Seraphin, 2021), behavior and attitudes (Séraphin and Jarraud, 2022) have been
identified as valuable areas for further research in the context of participants’ technology adoption.

In this framework, the current study identifies four main themes: technology adoption, MICE
management, visitor experience, and marketing. These topics represent key dimensions that can
be explored in future research. Furthermore, specific research questions that scholars may attempt
to address under these main themes are presented in Table 2.

Table 2. Research Questions About Using VR in MICE Tourism

Dimension/Topic Research Questions

* How can virtual reality (VR) transform participant experiences in the

conference and event industry?
* What are the impacts of VR use on logistical and organizational
processes in hybrid conferences and events?

Technol Adaptati . . .
ecing 9gy Adaptation | What are the key barriers to VR adoption in conference tourism (e.g.,

in MICE technology costs, lack of infrastructure), and how can they be
overcome?
» What role can VR play in revitalizing conference tourism in the post-
pandemic era?
* Can VR-based virtual conferences replace physical conferences, or
will they remain a complementary element?
Management * How can VR technologies optimize conference planning processes

(e.g., venue selection, seating arrangements, presentation content)?
* How can the use of VR in exhibition and trade show areas enhance
interactions between sponsors and participants?
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Dimension/Topic Research Questions

* What measures should be taken to ensure data security and participant
privacy in VR-supported conferences?

* How does the immersion provided by VR affect the perceived value
of the event for conference participants?
* How does participant satisfaction in VR-supported virtual conference
) environments compare to physical events?
Experience .. . . .

* How do participant responses to VR-based interactions differ based
on age, profession, and technology  usage  habits?
* How do multisensory VR experiences influence participant

engagement and networking processes in conference tourism?

* How can VR experiences be used more effectively in the promotion
of conferences and events?
* How can VR influence the decision-making processes of potential
Marketing conference . . attegdees?
* How do VR-based virtual tours contribute to the marketing of
conference destinations?
» What marketing advantages does VR technology provide for sponsors

and advertisers?

Source: Compiled by the authors.

Research dimensions and questions that can guide future studies are presented in the table above.
However, it is seen that technology adoption research in MICE tourism is primarily conducted in
developing countries such as Indonesia and various African countries. Therefore, similar studies
can be conducted in Tiirkiye. In addition, the majority of the samples in existing studies consist of
Generation Y participants. However, when it comes to technology use, Generation Z's technology
adoption and experience also emerge as important topics worth investigating. Moreover, all these
dimensions can be examined through the lens of pandemics such as COVID-19 and potential future
global health crises.

Finally, this study has certain limitations. The scope of the research is somewhat narrow as it
focuses on the use of VR technology in conference tourism with a semi-immersive technique.
Future studies can expand the scope of the research by including fully immersive technologies
such as metaverse and augmented reality (AR). Furthermore, the fact that most of the existing
research has been conducted in developing countries may lead to a biased perspective in future
studies. Comparative analyses can be conducted by examining case studies from developed
countries to obtain a more comprehensive understanding.
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Aiming to suggest common themes and research questions regarding VR adoption in the MICE
industry, this research aims to promote collaboration and synergy among researchers. As a result,
it is expected to raise awareness and contribute to the advancement and development of VR
research in the MICE industry.

Discussion

Recent developments in VR technologies have led to significant changes in scientific research
related to the MICE sector. In particular, following the COVID-19 pandemic, academic studies
have increasingly evolved toward digital transformation and hybrid events, and it is anticipated
that research in this direction will continue to grow rapidly. The transformative capacity of VR to
reshape participant experiences is expected to influence the scope and direction of research in the
sector. Moreover, the impact of technology use on event efficiency and marketing strategies is
likely to be explored in greater depth.

Future studies addressing global accessibility to emerging technologies, participant attitudes, and
the dynamics of the industry are considered to be key factors in understanding the transformation
of the MICE sector. In this context, the psychological and experiential dimensions of events
utilizing the Metaverse and fully immersive virtual reality experiences will play a crucial role in
shaping the evolution of academic inquiry. As a result, the digitalization process in the MICE
industry is expected to become more comprehensive, ultimately fostering a more global
perspective.

This study has several limitations. Firstly, the geographic scope of the reviewed literature is
restricted, predominantly focusing on developing countries, which may limit the generalisability
of the findings. Secondly, most of the studies examine semi-immersive VR technologies, while
fully immersive tools, such as the Metaverse and augmented reality (AR), are still underexplored.
Lastly, there is a lack of demographic diversity, as many studies primarily involve Generation Y
participants. Future research should aim to include the perspectives of Generation Z, who may
engage with technology in fundamentally different ways.
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