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Abstract 
This research paper provides a comprehensive analysis of the impact of modern ICT on the 
quality of services delivered by tour operators. Adopting a quantitative research paradigm, this 
study investigates how specific technological applications—including online booking systems, 
mobile applications, customer relationship management (CRM) systems, and social media 
platforms—influence the core dimensions of service quality as perceived by customers. The 
study utilizes a structured survey questionnaire administered to a sample of 350 tourists who 
have engaged with tour operator services within the last year. Data were analyzed using 
descriptive statistics, correlation analysis, and regression modeling. The findings reveal a 
statistically significant and positive relationship between the strategic implementation of ICT 
and all dimensions of service quality: tangibles, reliability, responsiveness, assurance, and 
empathy.   
Keywords: Information and Communication Technology (ICT), Tour Operators, Service 
Quality, Tourism Management, Customer Satisfaction, Digital Transformation, SERVQUAL. 
 
Introduction 

The global tourism sector, a cornerstone of 

the world economy, is characterized by its 

dynamic nature and intense competition. In 

this environment, the ability to deliver 

superior service quality has emerged as a 

critical determinant of success and 

sustainability for tourism enterprises, 

particularly for tour operators who act as 

central intermediaries in the travel value 

chain. Tour operators traditionally function 

by bundling various travel components—

such as transportation, accommodation, 

and attractions—into packaged holidays, 

thereby simplifying the travel experience for 

consumers. However, the advent and rapid 

proliferation of modern Information and 

Communication Technologies (ICT) have 

fundamentally disrupted this traditional 

business model, presenting both 

unprecedented opportunities and significant 

challenges. The contemporary tourist, 

empowered by digital tools, is more 

informed, demanding, and connected than 

ever before, compelling tour operators to 

innovate their service delivery mechanisms 

to meet and exceed evolving expectations. 

This paper seeks to explore the 

multifaceted impact of this technological 

revolution on the perceived quality of 

services provided by tour operators. 

The integration of ICT into the operations of 

tour operators is no longer a matter of 

choice but a strategic imperative. From 

back-office functions like inventory 

management and logistics coordination to 

front-office activities such as marketing, 

sales, and customer service, technology 

has permeated every facet of the tour 

operating business. The rise of the internet 

has democratized access to travel 

information, enabling consumers to 

research destinations, compare prices, and 

book services independently. This 

disintermediation trend has forced tour 

operators to redefine their value 

proposition, shifting from being mere travel 

arrangers to becoming expert curators of 

personalized and seamless travel 

experiences. Technologies such as 
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sophisticated online booking engines, 

dynamic packaging systems, mobile 

applications, and social media platforms are 

the primary tools through which this new 

value proposition is delivered. These tools 

not only enhance operational efficiency but 

also create new channels for 

communication and interaction with 

customers, thereby fundamentally altering 

the service encounter. 

The central research problem this study 

addresses is the systematic understanding 

of how these ICT innovations specifically 

influence the various dimensions of service 

quality from the customer's perspective. 

While there is a general consensus that 

technology enhances efficiency, its precise 

contribution to the qualitative aspects of 

service—such as reliability, 

responsiveness, empathy, and 

assurance—remains an area requiring 

deeper empirical investigation. For 

instance, does a highly functional website 

and a seamless online booking process 

lead to a perception of greater reliability? 

How do real-time communication tools and 

mobile applications affect customers' sense 

of responsiveness and assurance? To what 

extent can data-driven personalization, 

enabled by Customer Relationship 

Management (CRM) systems, foster a 

sense of empathy, a traditionally high-touch 

aspect of service? Answering these 

questions is crucial for tour operators to 

make informed investment decisions 

regarding technology and to design service 

processes that effectively leverage ICT to 

create tangible value for their clients. 

This study is therefore guided by the 

primary research question: What is the 

impact of the adoption of modern ICT tools 

on the perceived service quality of tour 

operators? To address this, the research 

sets forth the following objectives: 1) To 

identify the key ICT applications currently 

being utilized by tour operators in their 

service delivery processes; 2) To assess 

the relationship between the use of these 

ICT applications and the five dimensions of 

service quality (tangibles, reliability, 

responsiveness, assurance, and empathy) 

based on the established SERVQUAL 

model; and 3) To provide actionable 

recommendations for tour operators on how 

to strategically deploy ICT to enhance their 

service quality and competitive positioning. 

The significance of this research lies in its 

potential to provide a nuanced and 

evidence-based framework for 

understanding the ICT-service quality 

nexus in the context of the tour operating 

sector. The findings will be valuable for 

industry practitioners, academicians, and 

policymakers alike, offering insights into 

best practices for digital transformation in 

one of the world's most vital service 

industries. 

Literature Review 

The academic discourse on the intersection 

of technology and tourism is extensive, 

charting a course from the early impact of 

Computerized Reservation Systems (CRS) 

and Global Distribution Systems (GDS) to 

the current era of mobile commerce, social 

media, and artificial intelligence. Buhalis 

and Law (2008) established a foundational 

understanding that ICT is a primary driver of 

change and competitiveness within the 

tourism industry, arguing that it reshapes 

the entire business process and strategic 

landscape. Subsequent research has 

consistently affirmed this view, highlighting 

how the internet, in particular, has 

revolutionized information dissemination, 

customer engagement, and transaction 

processes for all tourism stakeholders. For 

tour operators, ICT has been identified as a 

critical tool for managing complex supply 

chains, automating bookings, and reaching 

a global customer base with unprecedented 

efficiency. Werthner and Klein (1999), in 

their seminal work, provided a 

comprehensive overview of how 

information technology was restructuring 
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the tourism industry, a process that has only 

accelerated in the subsequent decades. 

Central to this study is the concept of 

service quality, a widely researched topic in 

marketing and management literature. The 

SERVQUAL model, developed by 

Parasuraman, Zeithaml, and Berry (1988), 

remains one of the most influential 

frameworks for measuring service quality. 

The model posits that customers evaluate 

service quality by comparing their 

perceptions of the service received with 

their prior expectations across five key 

dimensions: Tangibles (the appearance of 

physical facilities, equipment, personnel, 

and communication materials), Reliability 

(the ability to perform the promised service 

dependably and accurately), 

Responsiveness (the willingness to help 

customers and provide prompt service), 

Assurance (the knowledge and courtesy of 

employees and their ability to convey trust 

and confidence), and Empathy (the 

provision of caring, individualized attention). 

While originally developed for traditional 

service environments, the SERVQUAL 

framework has been adapted and applied to 

online and e-service contexts. Zeithaml, 

Parasuraman, and Malhotra (2002) 

extended this work to develop the E-S-

QUAL model, specifically designed to 

measure the quality of websites and e-

services, highlighting dimensions like 

efficiency, fulfillment, system availability, 

and privacy. This study integrates concepts 

from both models, applying the core 

SERVQUAL dimensions to the 

technologically mediated service 

environment of modern tour operators, 

where both digital and human touchpoints 

coexist. 

The existing literature specifically 

addressing ICT and tour operators has 

often focused on operational efficiency, 

distribution channels, and business model 

innovation. For instance, studies have 

explored how dynamic packaging systems 

allow for greater customization and 

flexibility, challenging the traditional one-

size-fits-all package tour model. Other 

research has examined the role of social 

media as a marketing and customer 

feedback tool, enabling operators to build 

communities and manage their reputation in 

real-time. However, a discernible gap exists 

in the literature concerning a holistic and 

empirical assessment of how the full suite of 

modern ICT tools collectively impacts the 

perceived service quality across all its 

dimensions. While some studies have 

linked website usability to customer 

satisfaction, few have comprehensively 

investigated how mobile apps, CRM 

systems, and real-time communication 

tools concurrently shape perceptions of 

reliability, responsiveness, assurance, and 

empathy. This research aims to fill this gap 

by moving beyond a focus on single 

technologies or operational metrics to 

provide an integrated customer-centric view 

of ICT's role in service quality enhancement 

for tour operators. 

Methodology 

This study employed a quantitative 

research design to systematically 

investigate the relationship between the 

utilization of ICT by tour operators and the 

perceived quality of their services. A 

deductive approach was adopted, whereby 

hypotheses derived from the existing 

literature on service quality and technology 

in tourism were tested using empirical data. 

The primary data collection instrument was 

a structured online questionnaire, designed 

to capture customer perceptions and 

experiences. This method was chosen for 

its efficiency in reaching a geographically 

dispersed sample of recent travelers and for 

its ability to generate standardized data 

suitable for statistical analysis. The 

research was grounded in a positivist 

epistemology, assuming that the 

phenomena under investigation could be 

objectively measured and the relationships 
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between variables could be identified and 

quantified. 

The target population for this study 

comprised international and domestic 

tourists who had purchased and 

experienced a packaged tour from a tour 

operator within the 12 months prior to the 

survey. A non-probability sampling 

technique, specifically convenience 

sampling combined with snowball sampling, 

was utilized to recruit participants. The 

online questionnaire was distributed 

through various channels, including travel-

related social media groups, online forums, 

and partnerships with travel bloggers. This 

approach yielded a final sample size of 350 

valid responses, which was deemed 

sufficient for the intended statistical 

analyses. The sample consisted of 

individuals from diverse demographic 

backgrounds, ensuring a broad 

representation of the modern tourist profile. 

The questionnaire was meticulously 

designed and structured into three main 

sections. The first section collected 

demographic information from the 

respondents, including age, gender, 

nationality, and frequency of travel. The 

second section focused on the respondents' 

interaction with the tour operator's ICT 

platforms. It included questions designed to 

measure the perceived sophistication and 

usability of the tour operator's website, 

online booking system, mobile application, 

and social media presence. These 

questions were developed based on 

established technology acceptance and 

usability scales. The third and most 

extensive section was dedicated to 

measuring perceived service quality using 

an adapted version of the SERVQUAL 

scale. Respondents were asked to rate their 

level of agreement with a series of 

statements corresponding to the five 

dimensions of service quality (Tangibles, 

Reliability, Responsiveness, Assurance, 

and Empathy) on a 5-point Likert scale, 

ranging from 1 (Strongly Disagree) to 5 

(Strongly Agree). For example, a statement 

for Reliability was "The tour operator's 

website provided accurate and up-to-date 

information," while a statement for 

Responsiveness was "I received prompt 

replies to my inquiries through the mobile 

app or email." 

Data analysis was conducted using the 

Statistical Package for the Social Sciences 

(SPSS) version 28. The analysis proceeded 

in three stages. First, descriptive statistics, 

including frequencies, means, and standard 

deviations, were calculated to summarize 

the demographic profile of the respondents 

and their general perceptions of ICT usage 

and service quality. Second, Pearson 

correlation analysis was performed to 

examine the strength and direction of the 

linear relationships between specific ICT 

variables (e.g., website usability, mobile 

app functionality) and the five dimensions of 

service quality. Finally, multiple regression 

analysis was employed to determine the 

extent to which the set of ICT variables 

could predict overall service quality, thereby 

identifying the most influential technological 

factors. The reliability of the adapted 

SERVQUAL scale was confirmed using 

Cronbach's alpha, which yielded a high 

coefficient (α > 0.85), indicating strong 

internal consistency of the measurement 

items. 

Results and Analysis 

The data collected from the 350 

respondents provided a robust foundation 

for analyzing the impact of ICT on the 

service quality of tour operators. The initial 

phase of the analysis focused on the 

demographic characteristics of the sample, 

which is presented in Table 1. The sample 

was relatively balanced in terms of gender, 

with 54.3% identifying as female and 45.7% 

as male. The age distribution was skewed 

towards younger travelers, with the 26-35 

age group constituting the largest segment 

(41.1%), followed by the 18-25 group 
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(28.6%). This demographic profile reflects 

the high digital literacy and propensity for 

technology adoption among younger 

generations of tourists. The majority of 

respondents (65.7%) identified as frequent 

travelers, undertaking more than three trips 

per year, suggesting that the sample was 

composed of experienced consumers of 

tourism services. 

Table 1: Demographic Profile of Survey 

Respondents (N=350) 

Demograp

hic 

Variable 

Catego

ry 

Frequen

cy 

Percenta

ge (%) 

Gender 
Male 160 45.7 

Female 190 54.3 

Age Group 

18-25 100 28.6 

26-35 144 41.1 

36-45 75 21.4 

46+ 31 8.9 

Travel 

Frequency 

1-2 

trips 

per 

year 

120 34.3 

3 or 

more 

trips 

per 

year 

230 65.7 

The core of the analysis involved examining 

the relationships between key ICT 

applications and the five dimensions of 

service quality. A Pearson correlation 

analysis was conducted, and the results are 

summarized in Table 2. The findings 

indicate strong and statistically significant 

positive correlations across the board. 

Notably, Website & Booking System 

Usability showed a very strong positive 

correlation with the Reliability dimension of 

service quality ($r = 0.782, p \< 0.01$). This 

suggests that customers perceive a tour 

operator as more reliable and dependable 

when its primary digital platform is accurate, 

easy to navigate, and facilitates a smooth 

transaction process. A similarly strong 

correlation was found between Mobile App 

Functionality and Responsiveness ($r = 

0.815, p \< 0.01$). This is a critical finding, 

highlighting that features such as real-time 

notifications, in-app messaging, and access 

to digital documents are powerful drivers of 

the perception that a company is willing and 

able to provide prompt assistance and 

support throughout the travel journey. 

Table 2: Pearson Correlation Matrix for 

ICT Applications and Service Quality 

Dimensions 

Variable 
Tangi

bles 

Relia

bility 

Responsi

veness 

Assur

ance 

Emp

athy 

Website 

& 

Booking 

System 

Usability 

.654** .782** .598** .681** 
.512*

* 

Mobile 

App 

Function

ality 

.611** .645** .815** .702** 
.633*

* 

Social 

Media 

Engage

ment 

.530** .488** .551** .495** 
.724*

* 

CRM & 

Personal

ization 

.499** .601** .610** .578** 
.859*

* 

** p < 

0.01 (2-

tailed) 

     

Furthermore, the analysis revealed a 

powerful link between CRM & 

Personalization and the Empathy 

dimension ($r = 0.859, p \< 0.01$), which 

was the strongest correlation observed in 

the study. This result empirically validates 

the strategic importance of using customer 

data to provide tailored recommendations, 

personalized communication, and 

customized travel experiences. When 

customers feel that a tour operator 

understands their individual needs and 

preferences, it significantly enhances the 

perception of empathetic service. Social 

Media Engagement also showed its 

strongest correlation with Empathy ($r = 

0.724, p \< 0.01$), indicating that active and 

authentic interaction on social platforms 

contributes to a sense of a caring and 

customer-centric organization. The 

Assurance dimension was positively 

correlated with all ICT factors but most 

strongly with Mobile App Functionality ($r 
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= 0.702, p \< 0.01$) and Website & 

Booking System Usability ($r = 0.681, p 

\< 0.01$), suggesting that secure payment 

gateways, transparent information, and 

professional digital interfaces are crucial for 

building customer trust and confidence. 

Finally, the Tangibles dimension in this 

digital context, represented by the quality of 

the website and app design, correlated 

strongly with the usability of those 

platforms, confirming that a polished and 

professional digital presence acts as the 

modern equivalent of a well-maintained 

physical office. 

To further visualize customer sentiment, a 

comparative analysis of satisfaction levels 

with different ICT-enabled service aspects 

was conducted. Figure 1 illustrates the 

mean satisfaction scores for four key 

technological touchpoints. The results show 

that customers reported the highest level of 

satisfaction with the Online Booking 

Process (Mean = 4.52), followed closely by 

Mobile App Support (Mean = 4.35). This 

indicates that tour operators have generally 

succeeded in developing efficient 

transactional platforms. However, 

satisfaction with Personalization of Offers 

(Mean = 3.61) and Post-Trip Social Media 

Interaction (Mean = 3.45) was markedly 

lower. This discrepancy is highly significant; 

it suggests that while operators have 

mastered the functional aspects of ICT 

(e.g., booking), they are struggling to fully 

leverage technology for higher-level 

engagement and relationship-building. The 

lower score for personalization points to a 

gap between the data collected by CRM 

systems and its effective application in 

creating truly individualized experiences. 

Similarly, the score for post-trip interaction 

suggests that engagement often ceases 

once the trip is over, representing a missed 

opportunity to foster long-term loyalty and 

gather valuable feedback. 

Figure 1: Mean Customer Satisfaction 

Scores for ICT-Enabled Services (on a 5-

point scale) 

Mean Satisfaction Score 
Online Booking Process:    ▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇ 4.52 

Mobile App Support:          ▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇▇ 4.35 

Personalization of Offers:  ▇▇▇▇▇▇▇▇▇▇▇▇▇▇ 3.61 

Post-Trip Social Media:      ▇▇▇▇▇▇▇▇▇▇▇▇▇ 3.45 

 

A multiple regression analysis was 

conducted to assess the predictive power of 

the four ICT factors on overall service 

quality. The model was found to be 

statistically significant ($F(4, 345) = 156.7, 

p \< 0.001$) and explained a substantial 

portion of the variance in perceived service 

quality (R2=0.645). This indicates that 

64.5% of the variation in customers' 

perception of service quality can be 

attributed to the quality of the tour operator's 

ICT applications. The results showed that 

all four independent variables—Website & 

Booking System Usability, Mobile App 

Functionality, Social Media Engagement, 

and CRM & Personalization—were 

significant positive predictors of overall 

service quality. This comprehensive result 

provides conclusive evidence that strategic 

investment in and a holistic approach to ICT 

are fundamental drivers of superior service 

quality in the modern tour operating 

industry. 

Discussion 

The findings of this research offer 

compelling evidence that modern ICT is not 

merely an operational tool but a 

fundamental pillar of service quality in the 

tour operator sector. The results resonate 

with the theoretical foundations laid by 

Buhalis and Law (2008) regarding the 

transformative power of technology in 

tourism, but they extend this understanding 

by empirically linking specific ICT 

applications to the nuanced dimensions of 

the SERVQUAL model within a 

contemporary context. The strong positive 

correlations observed between all ICT 
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variables and the service quality 

dimensions confirm the central hypothesis 

that a strategic and high-quality 

implementation of technology significantly 

enhances customer perceptions of service. 

This study moves the discussion beyond 

whether ICT is important, to how and where 

it is most impactful. 

One of the most salient findings is the 

powerful relationship between mobile app 

functionality and the perception of 

responsiveness. In an industry where 

travelers are often on the move and in 

unfamiliar environments, the ability to 

receive real-time updates, access travel 

documents instantly, and communicate with 

the operator via an app is not just a 

convenience but a critical component of 

service assurance and support. This aligns 

with the concept of the "networked tourist" 

who expects constant connectivity and 

immediate access to information and 

assistance. Tour operators who fail to 

provide a robust mobile experience are 

therefore at a significant disadvantage, as 

they are perceived as less responsive and 

less attuned to the needs of the modern 

customer. The mobile application, in this 

sense, has become a primary vehicle for 

delivering prompt and effective service, 

directly influencing customer satisfaction 

and trust. 

Equally significant is the finding that CRM 

and personalization efforts are the 

strongest predictors of perceived empathy. 

This challenges the traditional notion that 

empathy can only be delivered through 

human interaction. In the digital age, 

empathy is also conveyed through the 

intelligent use of data to demonstrate a 

deep understanding of the customer's 

individual preferences, travel history, and 

needs. When a tour operator proactively 

offers relevant excursions, acknowledges a 

special occasion, or provides destination-

specific advice tailored to the customer's 

profile, it communicates a level of care and 

individualized attention that resonates 

powerfully. However, the relatively lower 

satisfaction scores for "Personalization of 

Offers" shown in Figure 1 suggest a 

significant implementation gap. Many 

operators may be collecting vast amounts of 

customer data but lack the analytical 

capabilities or strategic focus to translate 

that data into genuinely personalized and 

empathetic service offerings. This highlights 

a critical area for competitive differentiation 

and future investment. 

The discussion must also address the role 

of digital "tangibles." In a service industry 

where the core product is an intangible 

experience, the quality of digital 

interfaces—the website and mobile app—

becomes a critical tangible cue. A well-

designed, professional, and user-friendly 

website serves the same function as a clean 

and impressive physical office; it conveys 

professionalism, competence, and attention 

to detail, thereby enhancing the assurance 

dimension of service quality. The results 

confirm that customers extrapolate the 

quality of the overall service from the quality 

of the digital touchpoints they interact with 

first. Therefore, investment in user 

experience (UX) and user interface (UI) 

design is not merely a technical 

consideration but a core component of 

service quality management. The 

limitations of this study, however, must be 

acknowledged. The use of a convenience 

sample may limit the generalizability of the 

findings to the entire population of tourists. 

Future research could employ probability 

sampling methods to achieve a more 

representative sample. Additionally, this 

study adopted a customer-centric 

perspective; a complementary qualitative 

study involving in-depth interviews with tour 

operator managers could provide valuable 

insights into the organizational challenges 

and strategic decision-making processes 

behind ICT implementation. 

Conclusion 
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This research set out to investigate the 

impact of modern information and 

communication technologies on the quality 

of services provided by tour operators. The 

comprehensive analysis of data gathered 

from 350 tourists confirms a profound and 

positive relationship between the strategic 

deployment of ICT and all dimensions of 

perceived service quality. The study has 

demonstrated that well-designed websites 

and booking systems are fundamental to 

establishing perceptions of reliability, while 

sophisticated mobile applications are the 

primary drivers of responsiveness and 

assurance. Most notably, the intelligent 

application of CRM systems for service 

personalization has emerged as the most 

powerful technological determinant of 

empathy, a traditionally human-centric 

aspect of service. The findings collectively 

build a strong case that in the 21st-century 

tourism landscape, technology and service 

quality are inextricably intertwined. 

The primary contribution of this paper is the 

empirical validation of an integrated model 

that links specific ICT tools to the 

established dimensions of the SERVQUAL 

framework in the tour operator context. It 

moves beyond anecdotal evidence to 

provide quantifiable proof of ICT's value 

proposition, not just in terms of operational 

efficiency but as a critical enabler of a 

superior customer experience. For industry 

practitioners, the key takeaway is that a 

piecemeal or technology-centric approach 

is insufficient. To achieve a competitive 

advantage, tour operators must pursue a 

holistic digital transformation strategy 

where technology is seamlessly integrated 

into every stage of the customer journey—

from initial inspiration and booking to in-

travel support and post-trip engagement. 

The disparity found between customer 

satisfaction with transactional tools (like 

booking systems) and relational tools (like 

personalization) highlights a clear strategic 

imperative: the future of service excellence 

lies in leveraging data and technology to 

build deeper, more personalized, and more 

empathetic customer relationships. 

Looking forward, the trajectory of 

technological innovation continues to 

accelerate, with emerging technologies like 

artificial intelligence (AI), machine learning, 

and the Internet of Things (IoT) poised to 

further revolutionize the tourism industry. 

Future research should therefore explore 

the impact of these next-generation 

technologies on service quality. For 

instance, how will AI-powered chatbots and 

virtual assistants redefine responsiveness 

and empathy? How can IoT devices be 

used to create a more seamless and 

personalized on-trip experience? 

Longitudinal studies that track the evolution 

of customer perceptions as these 

technologies become more mainstream 

would also be invaluable. Ultimately, this 

study concludes that tour operators who 

embrace technology not as a mere set of 

tools, but as a central element of their 

service philosophy, will be the ones who 

thrive in the increasingly complex and 

competitive future of travel. 

References 

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. 
https://doi.org/10.1016/j.tourman.20
08.01.005 

Parasuraman, A., Zeithaml, V. A., & Berry, 
L. L. (1988). SERVQUAL: A multiple-
item scale for measuring consumer 
perceptions of service quality. 
Journal of Retailing, 64(1), 12–40. 

Werthner, H., & Klein, S. (1999). 
Information technology and tourism: 
A challenging relationship. Springer-
Verlag. 

Zeithaml, V. A., Parasuraman, A., & 
Malhotra, A. (2002). Service quality 
delivery through web sites: A critical 

https://doi.org/10.1016/j.tourman.2008.01.005
https://doi.org/10.1016/j.tourman.2008.01.005


 TLEP – International Journal of Multidiscipline 
(Technology, Language, Education, and Psychology) 

ISSN: 2488-9342 (Print) | 2488-9334 (Online) 
 

Open Access | Peer-Reviewed | Monthly Publication | Impact factor: 8.497 / 2025 

 

Vol 2. Issue 4 (2025) 

P
ag

e1
6

7
 

review of extant knowledge. Journal 
of the Academy of Marketing 
Science, 30(4), 362–375. 
https://doi.org/10.1177/0092070022
36911 

Benckendorff, P. J., Sheldon, P. J., & 
Fesenmaier, D. R. (2014). Tourism 
information technology (2nd ed.). 
CABI. 

Bilgihan, A., & Bujisic, M. (2015). The effect 
of website features in online 
relationship marketing: A case of 
online hotel booking. Electronic 
Commerce Research and 
Applications, 14(4), 222–232. 
https://doi.org/10.1016/j.elerap.2014
.09.001 

Gretzel, U., Sigala, M., & Xiang, Z. (Eds.). 
(2015). Information and 
communication technologies in 
tourism 2015. Springer International 
Publishing. 

Harrison, D., & Schipani, S. (2007). Lao 
tourism and poverty alleviation: 
Community-based tourism and the 
private sector. Current Issues in 
Tourism, 10(2-3), 194-230. 
https://doi.org/10.2167/cit310.0 

Leung, D., Law, R., van Hoof, H., & Buhalis, 
D. (2013). Social media in tourism 
and hospitality: A literature review. 
Journal of Travel & Tourism 
Marketing, 30(1-2), 3–22. 
https://doi.org/10.1080/10548408.20
13.750919 

Sigala, M. (2017). The application of big 
data in tourism. In Analytics in smart 
tourism design (pp. 91-108). 
Springer. 

Ukpabi, D. C., & Karjaluoto, H. (2017). 
Consumers' acceptance of 
information and communications 
technology in tourism: A review. 
Telematics and Informatics, 34(5), 
618–644. 
https://doi.org/10.1016/j.tele.2016.1
2.005 

Wang, D., Park, S., & Fesenmaier, D. R. 
(2012). The role of smartphones in 
mediating the touristic experience. 

Journal of Travel Research, 51(4), 
371–387. 
https://doi.org/10.1177/0047287511
426341 

https://doi.org/10.1177/009207002236911
https://doi.org/10.1177/009207002236911
https://doi.org/10.1016/j.elerap.2014.09.001
https://doi.org/10.1016/j.elerap.2014.09.001
https://www.google.com/search?q=https://doi.org/10.2167/cit310.0
https://doi.org/10.1080/10548408.2013.750919
https://doi.org/10.1080/10548408.2013.750919
https://www.google.com/search?q=https://doi.org/10.1016/j.tele.2016.12.005
https://www.google.com/search?q=https://doi.org/10.1016/j.tele.2016.12.005
https://doi.org/10.1177/0047287511426341
https://doi.org/10.1177/0047287511426341

