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Preface 

 

The ENTER Ph.D. Workshop serves as the antecedent event for the annual ENTER 

International eTourism Conference, meticulously organized by the International 

Federation for Information Technology and Travel & Tourism (IFITT). Annually, this 

workshop affords doctoral students a distinctive opportunity to actively engage in the 

presentation and discourse of their research with peers and eminent scholars within the 

field. Encouragement is extended to doctoral students at all phases of their academic 

journey, encompassing both initial stages and those on the verge of completion. The 

ENTER Ph.D. Workshop’s particular significance, this comprehensive workshop spans 

an entire day, providing participants with the invaluable prospect of refining their 

research concepts and structuring their work within a critical yet supportive milieu. This 

refinement is facilitated through feedback channels from mentors, experts, and senior 

researchers embedded in the global IT and Tourism research community. Furthermore, 

the workshop serves as an insightful preview into the prospective trajectory of 

eTourism research. 

Consequently, on behalf of IFITT, we take pride in presenting the Proceedings of the 

ENTER24 Ph.D. Workshop, as we firmly believe that these scholarly contributions 

epitomize the forthcoming generation of eTourism research. These submissions, 

encapsulating diverse research domains such as smart tourism, technology 

development, social media analysis, and contemporary issues in eTourism, not only 

capture a wide spectrum but also address the ramifications and applications of cutting-

edge technologies affecting the global landscape of travel and tourism. The expectation 

is that these research themes will persist in development, and the emerging scholars 

will continue propelling the trajectory of eTourism study. 

The fruition of the Proceedings and the workshop itself is indebted to the unwavering 

support of an exceptional community. Foremost, sincere gratitude is extended to the 

members of the Scientific Committee, whose dedication of time and expertise during 

the review process has been invaluable. Additionally, heartfelt thanks are conveyed to 

senior experts who volunteered their mentorship to students and contributed to the 

workshop program. Equally, profound appreciation is extended to Jelena Dorčić, the 

ENTER24 overall chair, her team, and all IFITT board members for their indispensable 

support. 

Most importantly, we extend warm congratulations to all students who submitted their 

research proposals to the ENTER24 Ph.D. Workshop. Recognizing them as the 

prospective leaders of the IT and Tourism research community, we convey our best 

wishes for their continued success as they diligently navigate the culmination of their 

doctoral studies and embark on the next captivating phase of their careers. 

 

 

Jelena Mušanović, University of Rijeka, Faculty of Tourism and Hospitality 

Management 

Emre Ozan Aksöz, Anadolu University, Faculty of Tourism 
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Abstract. Metaverse tourism is blurring the boundaries between the virtual and 

physical worlds. Among the core technologies in the metaverse world (e.g., 

Avatar, Virtual reality, Augmented reality, NFTs, etc.), the avatar has the 

potential power to revolutionize the customer experience. Destination 

management organization (DMO) can boost customers’ immersion through 

effective avatar customer journey design (ACJD) in the metaverse world. Yet, 

there is a lack of understanding of how practitioners view an effective ACJD in 

the metaverse world. This study aims to explore the role of avatars on customer 

journey design in a metaverse tourism program (e.g., Dunhuang) from 

practitioners’ perspectives through a qualitative study. This study advances the 

theoretical understanding of metaverse tourism in the tourism literature and 

provides important implications for the tourism industry on how to design tourist 

experiences in metaverse tourism. 

 

Keywords: Avatar marketing, customer experiences, customer journey design, 

content analysis 

1 Introduction 

New technologies are enabling whole new genres of experiences [1]. Recently, the 

emergence of the metaverse has set the business world abuzz with its potential to re- 

shape an ecosystem for new products, services, and emerging synthetic customer 

experiences [2]. At the same time, there is a huge gap between what the metaverse is 

and what opportunities it offers to practitioners and academics. The tourism and 

hospitality industry is no exception, and the metaverse has huge business potential to 

affect the tourism and hospitality industry in various ways. Encouraged by the 

development of metaverse programs in the hospitality industry — a virtual environment 

where all kinds of smart technologies (e.g., Avatar, VR, MR, XR, NFTs, etc.) are 

integrated to create immersive experiences. 

The application of metaverse in tourism and hospitality is still in its infancy. Little is 

known about the impacts of the metaverse on tourism and hospitality management and 

mailto:dengblin@mail2.sysu.edu.cn
mailto:anthonywong@um.edu.mo
mailto:hongbo.liu@surrey.ac.uk


 

2  

marketing. Studies have begun to conceptualize and predict the impact of the 

metaverse [3]. For example, Dwivedi, Hughes [4], along with Gursoy, Malodia [5], 

have discussed the impact of the metaverse on the customer journey. Customer journey 

refers to a journey involving a stream of purchase stages (i.e., pre-purchase, during- 

purchase, and post-purchase) and touchpoints through the consumption process [6]. The 

traditional five-step customer journey ranging from awareness to purchase probably is 

no longer applicable to the metaverse context. Instead, the primary characteristic of the 

metaverse experience journey is “a stream of engagement” in which customers can 

interact with metaverse-scape and have immersive experiences. Most of the studies in 

the field of metaverse have focused on Conceptualizing its impact on the customer 

journey [4, 5], with lacking empirical studies on the impact of the metaverse on the 

customer journey. 

As core technology in the metaverse, avatar design is a fundamental base in the 

metaverse world [7]. Moreover, the application of avatars in digital tourism has become 

popular. However, less research attention has been paid to the interesting phenomenon. 

Moreover, future research should be done from the view of consumers and practitioners 

about avatar design in the digital tourism world [3]. As such, this study examines the 

use of avatar design in the tourism and hospitality industry and aims to understand better 

how this technology can transform customer journey management. The research seeks 

to answer the following research questions: 

Research Question 1: In what ways are avatars currently being used in customer 

journey design in the metaverse tourism world? 

Research Question 2: What are the subsequent critical implications of this on 

destination management organization? 

The aim of this study is to make a valuable contribution to the existing body of 

research. First, we provide a theoretically sound conceptualization and 

operationalization of effective avatar customer journey design (ACJD) through a 

metaverse platform. Accordingly, to the best of our knowledge, this is the first study to 

examine what constitutes an effective metaverse platform design in the context of digital 

tourism. Specifically, we identify ACJD as a multidimensional construct that manifests 

itself in five complementary capacities: (1) thematic nature of the touchpoints 

(destination brand- owned), (2) coherence of touchpoints (3) consistency of 

touchpoints, (4) personalization of touchpoints, (5) gamification of touchpoints. 

2 Literature Review 

Current customer experience journey research focuses on four types of touchpoints [6]. 

They are 1) brand-owned touchpoints, including all brand-owned media such as 

advertising, websites, and loyalty programs; 2) customer-owned touchpoints, referring 

to customer behaviours as part of the overall customer experience; 3) partner-owned 

touch- points, referring to customer interactions during the experience that designed by 

the firm and partners including marketing agencies, multichannel distribution partners 

4) social/external touchpoints, referring to interactions with other customers, peer 

influences, independent sources of information, environment. Based on current 



 

3  

literature on touchpoints management, and its relevance to the research, there are 

three types of customer touchpoints for the avatars in the metaverse tourism world 

including brand- owned, customer-owned, and socially owned touchpoints. Therefore, 

avatar customer journey design is defined as the extent to which consumers perceive 

multiple brand- owned, customer-owned touchpoints, and socially owned touchpoints 

in interacting with the avatar of the travel digital world, which is designed in a themed, 

coherent, connected, personalized, and gamified way. Therefore, the proposed 

dimension of avatar customer journey design includes brand-owned touchpoints 

(Thematic nature of the touchpoints, coherence of touchpoints, and Connectivity of 

touchpoints), customer- owned touchpoints (Personalization of touchpoints), and social 

touchpoints (Gamifica tion of touchpoints). The definitions of these different types of 

touchpoints are as follows. 

1) Thematic nature of the touchpoints. It refers to the core touchpoints that address the 

theme of a travel destination brand, promising customers a certain lifestyle or 

activity with the help of multiple avatar touchpoints. 

2) Coherence of touchpoints. It is defined as a brand identity element that is 

consistent across multiple touchpoints to ensure a similar loyalty-enhancing 

experience response throughout the customer's touchpoint journey. 

3) Connectivity of touchpoints. It refers to multiple touchpoints across virtual and 

physical environments of tourist attractions to achieve seamless connectivity to 

each other. 

4) Personalization of touchpoints. It refers to multiple touchpoints built on the sat 

isfaction of individual subjective needs of the travel service journey. 

5) Gamification of touchpoints. It is defined as a design that adds gamification 

elements across multiple touchpoints to ensure a socially enhanced emotional 

response during the customer's touchpoint journey. 

3 Methodology 

A qualitative research approach will be used to answer the research questions. In-depth 

interviews will be conducted to collect data from practitioners in the tourism and 

hospitality industry in China who have experience in avatar design. Purposive 

sampling, which refers to the selection of participants that are most likely to access 

appropriate and useful information [8], will be used in selecting the target participants. 

The target interview participants will be recruited from Tencent Culture and tourism, 

which is one of the departments responsible for the digital tourism industry in Tencent. 

Workers from Tencent Culture and tourism have designed all kinds of digital tourism 

projects including avatar design with destination management organizations (e.g., 

Palace Museum, Dunhuang Academy. This study will mainly focus on workers who 

have experience with any avatars or virtual characters to study the avatar experience 

journey design (touchpoint management) of the metaverse tourism world from 

practitioners’ perspectives. 

The interview questions will be guided by the research questions. 1) Which kinds of 

avatar scenes and touchpoints in the customer journey you designed? Please explain 
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each of them in detail. 2) What do you care about more about live streaming between 

content quality (brand logo and content, attractions, and knowledge), personalization 

and interactivity (gamification, interaction with avatars, and other customers) when you 

design an avatar-based customer journey? 3) For your design on the content quality of 

the avatar customer journey design, what are you concerned about the most, list by 

importance, and explain why. (Such as brand logo, brand content, and attractions); 4) 

For your design on personalization of the avatar customer journey design, what do you 

concern the most, list by importance and explain why; For your design on the 

interactivity of the avatar customer journey design, what do you concern the most, list 

by importance and explain why. (Such as gamification, interaction with avatars and 

other customer) 5) What do you think that avatar design on core scenes or touchpoints 

through the customer journey inspires potential tourists to intention to visit, positive 

emotion and attitude? 

The interview will be conducted from February to March both online and offline. 

The audio will be recorded upon consent from the participants. The data will be 

analysed using a content analysis. The data will be coded following the systematic 

classification process recommended by [9]. We are interested in searching for 

categories of ACJD practitioners perceive through a multi-round coding process. 

Specifically, we will focus on open coding to develop touchpoints code during the first 

cycle of coding, as researchers read through each review thoroughly. Abstract codes 

emerge from the repeated examination of the reviews. Then, we attend to axial coding 

in the second-cycle scheme. This cycle cantered upon merging similar codes into 

categories in which the coders “fit the piece of the data puzzle together” [10]. The whole 

process will be accomplished by two coders. Finally, we will adhere to selective coding 

[10] to connect categories together to identify a core concept: avatar customer journey 

design. To instil credibility and trustworthiness in the research, we will rely on 

Homburg, Jozić [11]’s customer journey design and mapping strategy during the 

improvisation of the research framework to build a clear linkage among avatar 

touchpoints, avatar experiences, and outcomes of avatar customer journey design. Also, 

several approaches will be used to improve the credibility and trustworthiness of the 

study’s findings, including triangulation and peer debriefing. Enhancement of 

researcher triangulation will be accomplished by two independent researchers (the first 

author and second coders), which hope to guarantee the reliability and consistency of 

the coding results [12]. Two Peer debriefers were included in the process of review of 

the study results. The second author will review the data analysis and the results, by 

providing support and constructive feedback. The coding results were also reviewed by 

the third author who specializes in qualitative research in digital marketing of tourism 

and hospitality area. 

4 Expected Contributions and Implications 

This study, if completed successfully, will make several contributions. It will be the 

first study to explore the impact of avatar design on customer journey design in the 

metaverse tourism context. It will contribute to the metaverse tourism literature by 
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advancing our understanding of virtual tourist experience design in metaverse 

tourism and by building a conceptual framework for the avatar-based customer 

journey design in metaverse tourism. It will contribute to the emerging theory of 

avatar marketing by uncovering which specific dimensions of the avatars’ design 

elements exert the strongest impact on customers' experiences. 

Drawing on practitioners’ perspectives, this study will offer important 

implications for tourism and hospitality companies that would like to adopt 

metaverse technologies in their marketing and customer experience design on how to 

use avatar design to improve their customer experience, and operational efficiency, 

as well as maximize their digital resources. Also, for DMOs that serve a lot of 

tourists, avatars can make it feasible to introduce a segmented, multichannel strategy. 

By providing tourists chances to engage with avatars through different channels (e.g., 

social media, live streaming, dedicated app, and tourist destinations), the firms 

ensure that avatars meet each tourist’s unique needs at the right time and right place 

by designing different avatar customer mapping. 
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Abstract. Talent management is of critical value in hotel businesses. In recent 

years, the importance of the total experience (customer experience + employee 

experience) approach in customer satisfaction, major fluctuations in the labour 

markets (remote working, silent resignation, etc.) and the revolutionary digital 

transformation movement in the global tourism sector have caused the success of 

talent management to become much more valuable. 

All the current evolutions mentioned are actually based on digital transformation 

and are related to the transition of the global tourism ecosystem to the digital 

phase within the scope of the new economy. When looking at the relationship 

between these variables, it is known that there is a relationship between the 

success of talent management and digital transformation. The importance of the 

study is that by defining the relationship and dimensions between digital 

transformation and talent management practices, it is possible to create a 

structuring that takes into account the needs of talent management practices in 

structuring digital transformation strategies. The study will serve as a guide to 

increase the success level of talent management practices. 

Studies in the literature generally consider digital transformation as the transition 

to digital applications in hotel businesses and the subsequent integration of 

business functions into this change. This study aims to close the gap in the 

literature by creating a relationship model that focuses on the basic needs of talent 

management practices and provides design-oriented thinking in structuring the 

digital transformation strategy. 

The purpose of this study is to determine the relationship between digital 

transformation strategies in hotel businesses and talent management practices 

within the scope of human resources management. 

 

Keywords: Digital Transformation, Talent Management, Tourism, Hospitality. 

1 Problem Statement 

In line with the studies carried out, the draft content of the research was developed. In 

line with the information obtained in the literature review, it is planned to explain the 

concept of Digital Transformation, its theoretical development, current applications, 

subheadings, and examples in the hospitality sector in the first part. In the second part 
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of the research, it is planned to explain the concept of Talent Management, its 

theoretical development, and applications in hotel businesses. 

Main Question 

What is the relationship between digital transformation strategy and talent 

management in hotel businesses? 

Sub-Question 1 

What should be the approach to the integration of talent management applications 

when designing a digital transformation strategy in hotel businesses? 

Sub-Question 2 

How can the success of talent management practices be increased in accordance with 

the digital transformation strategy determined in hotel businesses? 

Sub-Question 3 

As talent management practices in hotel businesses change with the influence of 

internal and external environmental factors, how can the digital transformation strategy 

adapt to this change? 

Determining the role of digital transformation strategies in creating an effective 

talent management framework through two-way analysis and definition of the 

relationship expressed and structuring the relationship model will serve as a guide for 

managers in hotel businesses. With the help of the guide, they will be able to create a 

mutually beneficial and cyclical relationship by placing the priorities of talent 

management approaches at the centre of their digital transformation strategies. 

2 Literature Review 

The literature review has been deepened in the last six months. In this context, basic 

scientific publications, theses, and reports were examined. WOS, Google Scholar, 

Dokuz Eylul University and YÖK thesis database were scanned for research purposes. 

In addition, research was conducted on trends by examining the pages of associations, 

unions, global organizations, and businesses on the subject. In addition, a review of 

existing global and local applications was conducted for the application study. 

In the systematic literature review article [16], it is seen that the general result of 

qualitative research conducted in Europe and North America between 2000 and 2020 

focuses on the concept of talent management, application results, and training of talents. 

Talent management in this field is in the early stages of its growth phase, indicating an 

exponential growth in interest in the field. In the research on the impact of digital 

transformation on talent management [10], the sample was conducted with 314 Spanish 

companies that were going through the digital transformation process. The data was 

obtained through a questionnaire answered by managers. The model was tested with a 

statistical technical structural equation model, and the result allowed accepting the 

hypotheses. The organizational changes brought about by digital transformation appear 

to affect attracting and retaining talent. According to research on digital transformation 

and hospitality management competencies [5], an integrative framework research has 

found that digital transformation requires hospitality and tourism organizations to build 

and maintain digital business capabilities such as digital customer engagement, digital 
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customer experience management, digital innovation, digital leadership and others.  

Talent Management in Turkey has shown that in the context of academic articles 

published between 2008 and 2018 [6], the articles related to talent management in 

Turkey have increased significantly since 2014. Within the scope of the articles, it was 

observed that the most studies were gathered under the sub -theme of the “Talent 

Management” sub -theme and the number of studies that affecting the talent 

management was found to be very insufficient. 

3 Conceptual Framework 

In line with the information obtained as a result of the studies, it is planned to explain 

the concept of Digital Transformation and its theoretical development under the 

attached subheadings in the first part of the research. In line with the information 

obtained in the literature review, in the second part of the research, it is planned to 

explain the concept of Talent Management, its theoretical development and 

applications in accommodation businesses with the attached subheadings. 

In addition, in the application section, a scale scan was conducted for a quantitative 

study as a basis for the research. Scales used in similar studies on the subject were 

selected and examined. The purpose, main question, and findings of the studies in 

which the scales were used were also evaluated and presented as an annex to the report. 

By studying the mentioned scales, a suitable scale for the thesis research will be 

determined. 

4 Proposed Methodology 

The thesis work is still in the literature screening stage, and it is planned to continue 

qualitative or quantitative research design studies. In the following six -month period, 

the research question and method will be clarified and clarified. The research method 

is planned for the next six months. 

With this in-depth scanning study, the scientific knowledge that will structure the 

content for the basic concepts and theory part of the thesis has been obtained. With 

scale research, it will be possible to determine the scale on which the research will be 

conducted in the application part.  

The study is planned to be carried out with quantitative methods and survey 

technique. The population, sample, design, and application details are being studied. In 

addition, the Swissotel group talent management digital transformation applications to 

be implemented and the data, programs and reports used will be examined and the final 

decision will be made under the guidance of the consultant.  

It is aimed to complete the writing of the first and second parts. The final decision 

on the scale will be made and it will be ready for implementation. Additionally, the 

pilot application for the research part is planned to be carried out in the hotel. 
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5 Expected Results 

It is known that there is a strong positive relationship between digital transformation 

and talent management. In this study, the Swissotel brand and employees of Accor 

Turkey Group, one of the international luxury chain hotel enterprises, will be examined.  

While the development of the current employees on the one hand with the talent 

management activities, on the other hand, the important work of the employees and 

more efficient work of the employees will be supported by the results of the research. 
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Abstract: Smart destinations are derived from smart cities and use all the 

possibilities of technology to meet the expectations of tourists. This research will 

be carried out in Izmir, one of the smart destinations in Turkey.  This research 

aims to investigate whether smart destinations contribute to the holiday 

purchasing decision processes of domestic and foreign tourists and to determine 

the effect of smart tourism technologies on service quality, memorable 

experience, satisfaction and intention to come back to the destination during 

holiday processes. Survey technique can be used to collect data, and the analysis 

structure will be created with structural equation model. 

 

Keywords: Smart tourism technologies, Smart destination, Izmir 

 

1 Introduction 

Smart cities are urban areas that use assets and resources efficiently and integrate 

today's technological developments into the city's infrastructure. It aims to increase the 

service quality of the region, which is built on state-of-the-art infrastructure with an 

approach similar to smart cities in smart destinations, helping to enrich the experience 

of tourists, ensuring sustainability and efficiency. Nowadays, it is thought that people's 

dependence on technology increases day by day, and it also affects the decision process 

of purchasing a holiday. For this reason, ICT, IoT, high- performance computing have 

an important role in the destination selection of tourists. Destinations evolve into smart 

destinations to attract tourists and compete with other destinations. This makes a 

significant contribution to the enrichment of the experience of the tourists coming to 

the smart destination, the increase in the living standards of the local people, the 

convenience of accessibility, the carrying capacity of the destination at the desired 

levels and the sustainability of the destination. In this research, it is aimed to determine 

the effect of smart tourism technologies on service quality, memorable experience, 

satisfaction and intention to come back to the destination in holiday processes, while 

investigating whether smart destinations contribute to the decision processes of 

domestic and foreign tourists. The research will take place in Izmir, one of the cities 

that attract the most domestic and foreign tourists in Turkey.  

Conceptual Framework 
The concept of smart city has emerged as an application area of IoT. The smart city 
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acts as a combination of other forms of urban environmental management strategies 

[11]. The basic logic of building smart cities is that modern technology, which enables 

communication at spatial and temporal scales, offers service opportunities on a single 

platform [9, p.30].  A smart tourism destination is defined as a structure that guarantees 

the sustainability of the region, is built on the latest technological infrastructure, is 

easily accessible to everyone, facilitates both the environmental interaction and 

integration of tourists, increases the quality of the experience in the destination and 

improves the quality of life of the residents [6, p.180]. The aim of a smart tourism 

destination is to increase the effectiveness of resource management and ensure 

sustainability in order to improve the tourism experience, increase competitiveness and 

maximize consumer satisfaction [3, p. 556].  

2 Literature Review          

When the literature is examined, it has been determined that studies on smart 

destinations and cities generally focus on ICT infrastructure. It is stated in the sources 

that smart destinations are derived from smart cities. A situation analysis about the 

concepts commonly used in studies on smart cities and smart destinations is an 

overview of the concepts. In the studies conducted on smart destinations, Turkey's 

European it has been determined that they are left behind from their countries [7; 4; 3; 

2; 13; 1].                   

3 Proposed Methodology               

Quantitative research method is used in the research. Data will be collected using the 

survey technique from the participants. Concepts included in the research on the survey 

questions; Smart tourism, smart city, smart destination, concepts included in the 

research model will be briefly explained. Data will be collected via survey  technique 

from local and foreign tourists who agree to participate in the study and will be analyzed 

later. A structural equation model (SEM) will be used to analyze quantitative data. Data 

will be collected from local and foreign tourists who have been or are on holiday in 

Izmir (maximum 1 year). The participant must vacation in the same destination at least 

more than once. Because it aims to reveal whether there are smart tourism technologies 

in the tourists' revisit to the smart destination. Participants must have spent their holiday 

in Izmir within a maximum of 1 year. Participants consist of individuals over the age 

of 18. Participants must be aware of smart technologies. 
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4 Model of Research 

 

 
 

H1: Smart tourism technologies positively affect destination service quality functions.  

H2: Smart tourism technologies positively affect memorable tourism experiences. 

H3: Smart tourism technologies positively affect destination satisfaction. 

H4: Destination service quality functions positively affect destination satisfaction.  

H5: Memorable tourism experience positively affects destination satisfaction. 

H6: Destination satisfaction positively affects destination behavioral intent. 

5 Concept in Model of Research 

Smart tourism technologies; computing technology, IoT, cloud computing, big data, 

near field communication (NFC), sensors, smartphones, mobile connected devices, 

beacons, virtual reality (VR), augmented reality (AR) etc. [8]. Destination services 

quality defined as an activity and a benefit service provided by one party to another that 

is essentially intangible and does not result in the ownership of anything [10]. 

Memorable experiences that can be remembered by tourists through unique experiences 

in their touristic activities, that contain emotions, are refreshing, contribute to 

development and thinking, and are generally unique to individuals (Jefferies and Lepp, 

2012 cited in [6, p.16]). Satisfaction is defined the positive feeling you feel when you 

achieve something or want something to happen [14]. Destination behavioral intention 

refers to the individual's willingness to visit the same destination again [12]. 

6 Purpose of the Research 

It aims to investigate whether smart destinations contribute to the holiday purchasing 

decision processes of domestic and foreign tourists and to determine the effect of smart 

tourism technologies on service quality, memorable experience, satisfaction and 
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intention to return to the destination during the holiday process. The sub-purpose of the 

research is to determine whether smart applications have an effect on tourists' 

destination preferences and to reveal the effect of smart destinations on domestic and 

foreign tourists' intentions to return to the destination. In addition, it aims to reveal the 

intention of foreign tourists coming to Izmir to choose smart destinations again and to 

reveal the extent of Izmir city in terms of smart destination studies. 

7 Expected Results 

Since the field work of this research has not been done yet, the conclusion part has not 

been written. The expected possible results of the research indicate that, in general, 

smart tourism technologies will contribute positively to touristic activities. In addition, 

it is thought that smart technologies will make a positive contribution to tourists coming 

to Izmir. 
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Abstract. As we transition into the era of Web 3.0, emerging communication technologies have 

broadened the scope of online travel content, shifting it from primarily text-based to a richer 

visual format. Furthermore, social media platforms furnish us with an abundance of additional 

metadata, including posting dates and travel destinations. In order to effectively harness the 

potential of this vast reservoir of data, we present a holistic analytical framework for Online 

Travel Content (OTC), exemplified through a case study cantered on Finland. 

 

Keywords. Online Travel Content, Holistic Content Analytical Framework, Tourist Online 

behaviour, Travel Experience, Destination Image 

1 Literature Review 

The exploration of online travel content (OTC) has been a significant focus in both 

industry and academic circles since the early 21st century. OTC encompasses a diverse 

range of formats, including diaries, weblogs, reviews, comments, threads, blogs, tweets, 

photos, videos, and more. Within the realm of OTC research, two prominent concepts 

are electronic word of mouth (eWOM) and user-generated content (UGC). 

Electronic Word of Mouth (eWOM) and User-Generated Content (UGC) can be 

likened to the distinction between the action of "informing" (eWOM) and the actual 

"information" itself (UGC). The former emphasizes the transmission of information, 

while the latter focuses on the various formats in which information is presented. 

However, it's important to note that UGC and eWOM frequently overlap significantly, 

particularly in the context of online reviews. As a result, these two concepts are often 

intertwined or used interchangeably in studies related to Online Travel Content (OTC) 

[2; 9; 10]. 

Online Travel Contents (OTCs) were gathered in various formats, including text, 

images, geographical data, and videos, from a diverse range of online platforms. These 

platforms encompass TripAdvisor, Booking.com, Airbnb, virtualtourist, Flickr, Yelp, 

Youtube, Ctrip, Mafengwo, Facebook. It's worth noting that TripAdvisor is extensively 

studied as a platform, while online reviews are a highly researched form of content in 

the field of tourism 

Similarly, a diverse range of methods [1; 2; 4] has been employed, spanning from 

inferential techniques such as ANOVA and linear regression to advanced approaches 

like deep learning involving Support Vector Machines (SVM), Natural Language 

mailto:peng.yang@uef.fi
mailto:juho.pesonen@uef.fi
mailto:heli.hallikainen@uef.fi
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Processing (NLP), and Convolutional Neural Networks (CNN). However, Structural 

Equation Modeling (SEM) and content analysis have played a prominent role. 

Present-day research on Online Travel Content (OTC) primarily concentrates on   

tourist            behavior [3] particularly preferences, the tourism industry with a specific focus 

on the hotel sector, and the personality of destination images. Surprisingly, the origin or 

source of these contents is infrequently addressed. While several cross-cultural studies 

do examine the national culture of the source place, there is a noticeable absence of 

comprehensive data analysis considering both spatial and temporal dimensions [6; 8]. 

It is worth noting that online reviews represent the most extensively studied form of 

OTC; however, these reviews are predominantly available in a single language, notably 

English. 

The objective of this research is to fill a gap in the existing literature by examining 

Finland from the OTC created by multilingual tourists using open data extracted from 

TripAdvisor and Instagram. Our goal is to develop a holistic framework for analyzing 

Online Travel Content (OTC) that encompasses multilingual text, images, videos, and 

spatiotemporal data. 

2 Research Questions 

In this research, our primary focus is on Finland as a tourist destination, examining 

Online Travel Content (OTC) generated by multilingual tourists. The central research 

question we aim to address is: How can OTC be comprehensively utilized to gain 

insights into tourism-related issues? 

Additionally, based on the different types of OTC, we seek to explore several key 

sub-questions related to our main inquiry: 

 Textual Content: What is the perception of the destination image, both in general 

and specific to different languages and tourist groups? 

 Visual Content: What are the prominent objects, such as attractions, activities, 

food, drinks, and nature, and how popular are they among tourists? 

 Spatiotemporal Content: Which cities within Finland are the most frequently 

visited, and what are the patterns of visitor retention? 

Ultimately, our objective is to integrate the findings from all aspects of content 

analysis to construct a comprehensive understanding of tourist behaviour and the 

destination image of Finland. 

3 Proposed methodology 

By coding a python scrapping algorithm we collect data from TripAdvisor and 

Instagram. On the platform of TripAdvisor, we narrow down the data collection on 

mostly visited cities (based on Finnish Statistics agency data) such as Helsinki.  
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Fig. 1 Holistic Content Analytic Framework  

 

Turku and Rovaniemi. On Instagram, we collect data by searching the #Finland  and 

list of hashtags of mostly visited cities, attraction, activities and so on. All meta data 

will be collected including text, image, video, user information, date, and location. 

 

  

Fig. 2 Data Source: TripAdvisor/Instagram 

 
All types of OTCS should be coded and analyzed separately and integrated for 

customized research or business target. In terms of textual content, we use Bertopic 

model [6] which can capture the topic of text in different languages. 

Regarding visual content, we employ image detection techniques, specifically 

YOLO, to categorize the elements within an image. When it comes to video, our 

approach involves a series of steps: initially, we extract images (using OpenCV), then 

scan subtitles (utilizing easyOCR), and separate the audio from the video (employing 

moviepy). This process allows us to apply Optical Character Recognition (OCR) 

techniques for extracting text-based content from both images and videos. The 

illustration demonstrates our capability to obtain a caption like 'Everything is prepared 

for Christmas' from a video frame or an image. 
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Fig. 3 Example of Image and Video Processing 

 

We could also detect human attributes such as age, gender, and emotion. The image 

shows a happy 20-year-old happy lady. In terms of tempo-spatial data, we could capture 

where are the tourist from and which cities are mostly visited in a time serials. 

4 Expected Results 

The anticipated results, which are yet to be fully realized but are the focus of our hopes 

and efforts, encompass the following: 

Multifaceted Destination Image Exploration: Our aspiration is to go beyond the 

confines of examining the destination image solely through textual content in a single 

language. We aim to broaden the horizons of our research by exploring how the 

destination image is perceived across multiple languages and by incorporating various 

forms of visual content into our analysis. By doing so, we aim to offer a more 

comprehensive and nuanced understanding of how a destination is portrayed and 

perceived. 

Comprehensive Insight into Tourist Behaviour: While we have made significant 

strides in understanding tourist online behaviour, our goal is to extend our 

understanding beyond this point. We aspire to delve deeper into the concept of a tourist's 

"footprint," which encompasses not only their digital interactions but also the broader 

impact they have on the destination. Additionally, we aim to gain more insights into 

tourists' intentions to revisit a destination. By achieving this, we hope to provide a 

holistic view of the entire tourist journey, from initial online engagement to the potential 

for future return visits. 

Empowering Academic and Industrial Sectors: Our ultimate objective is to 

provide a holistic research approach that benefits not only academia but also empowers 

industries, particularly those in the tourism sector. We seek to equip both researchers 

and industry stakeholders with a profound understanding of tourists and the destination 

image. By bridging the gap between research and practical application, we hope to 
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facilitate better decision-making processes in the tourism industry. This knowledge can 

empower businesses to enhance the tourist experience, refine destination branding 

strategies, and make data-driven choices that lead to more successful outcomes for both 

tourists and the destinations they visit. 
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Abstract. The growing pressure of tourism on destinations and the adverse 

effects that contribute to climate change are accelerating the need for a paradigm 

shift from recent tourism development models. Decarbonization of the tourism 

sector will be essential in this process, involving the tourism industry, tourism 

authorities, the tourist and local community. To contribute to this transformation, 

this doctoral thesis aims to develop a carbon footprint estimation model applicable 

to tourism destinations as well as to delve into the possibilities of predicting the 

carbon footprint in tourism, and study the right way to integrate this information 

into the decision-making processes and tourism governance of smart destinations. 

To this end, a four-phase project is presented to develop the research problem and 

shape the compendium of articles comprising the thesis. It includes the analysis 

of carbon footprint models in tourism, the development of a CO2 calculation tool, 

the potential of predictive models in carbon footprint calculation, and the study 

of the incorporation of CO2 information in the decision-making processes of 

tourism authorities. 

 

Keywords: tourism, carbon footprint, GHG emissions, climate change, 

destination management. 

1 Problem Statement 

Although tourism has long been regarded as a low-carbon activity, it is now regarded as 

a carbon-intensive industry due to its rapid growth and the carbon-dependent nature of 

the activities that comprise the sector [1]. The relationship between tourism and cli- 

mate change can be considered bi-directional. Just as tourism is a driver of climate 

change, the tourism activity itself gets altered by the effects of climate change [2]. 

The most noticeable impacts of climate change include an increase in the frequency 

and severity of heat waves, wildfires, and droughts [3], and certainly, tourism is not 

immune to the force of these events. These impacts, coupled with the increasing strain 

of tourism at the destination level, disclose the need to ensure sustainable tourism 

development [4]. 

According to the World Meteorological Organization [5], there are four key 

measurement indicators to study the effects of climate change and its resulting 

environmental impacts: sea level rise, ocean heat content, ocean acidification and 

mailto:apousa@nebrija.es
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greenhouse gas (GHG) emissions. In this thesis, the last indicator is the most relevant 

in tourism destinations, since all territories, regardless of their physical characteristics – 

coastal, urban or rural – will be affected by the effects of GHG emissions. 

The measurement of carbon emissions from tourism activity is a crucial indicator for 

adopting sustainable strategies, mainly because tourist behavior is directly related to 

carbon emissions. A tourism destination is a space where visitors make several 

decisions regarding their stay (e.g., transportation choice), and engage in different 

activities over time and space [6, 7]. Studying these on-site patterns and mobilities will 

facilitate and improve estimates of the emissions visitors produce Thus, the ecological 

transition in tourism requires moving towards more sustainable mobility and 

consumption pat- terns [8] – i.e., actions that aim to reduce GHG emissions – not only 

on the origin- destination route, but also in the activities during the stay in the tourism 

destination. 

Governments and international organizations’ primary strategies center on a green 

transition. First, both the European Green Deal and the EU Directive on Green Claims 

contain goals for shifting economic activity towards climate-resilient models. Through 

its adherence to the Glasgow Declaration for Climate Action in Tourism, the World 

Tourism Organization [9] acknowledges the necessity for the tourism sector to support 

the UN's efforts at COP26 in favor of climate action. The European Commission's 

Transition Pathway for Tourism report cites this adaptation as a must for the sector's 

sustainability in the years to come [10]. 

Within the framework of the aforementioned programs, the calculation and 

management of the carbon footprint is explicitly presented as an essential pillar in the 

path to be followed by tourism agents, to increase their resilience and capacity to act in 

the face of future crises. Tourism stakeholders must be able to acknowledge the carbon 

footprint related to tourism generated in their territories, as well as to incorporate this 

information into their intelligence systems and indicators, to improve territorial policies 

and the management, planning and marketing of the tourism destination. 

Therefore, this doctoral thesis aims to develop and automate a model for calculating 

the carbon footprint of tourists in tourism destinations, based on a study of the mobility 

chains and consumption patterns of visitors in different types of destinations during 

their trip. This general objective is, in turn, operationalized in different work phases, to 

each of which a specific objective is assigned. 

Firstly, methodological advances in calculating the carbon footprint in tourism will 

be studied, to identify possibilities for improving these methods with a view to the 

future design of a new tool. The second objective is to examine visitors’ behavior patterns 

and the energy uses linked to these to design a carbon footprint calculator for tourism 

destinations, based on four Spanish destinations serving as case studies. Thirdly, it is 

intended to analyze the possibilities of predictive models in modelling tourism carbon 

footprint. Finally, integrating of the knowledge generated by carbon footprint 

calculation tools into the destination's tourism strategy will be studied to ensure data 

and in- formation-based decision-making and, thus, tourism intelligence. 
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2 Literature Review 

The existing literature on calculating of the carbon footprint from a tourism 

perspective is as broad as the industry itself. Three main ways of approaching these 

calculations can be distinguished in the academic literature. Firstly, the study of 

emissions (CO2 or CO2eq.) from tourism infrastructures or events, generally in case 

studies. For instance, Wang et al. [11] study the energy uses of a sample of amusement 

parks in Taiwan, concluding that the impact per visitor in these facilities is 7.4kg-CO2eq. 

Promjittiphong et al. [12] assess the impacts of the Benja Burapha Cycling Rally as a 

tourist attraction, resulting in total GHG emissions from fuel consumption of 6.333kg-

CO2eq. 
A second group of contributions analyze the carbon impact of certain tourism sub- 

sectors, such as transport or tourist accommodation. Gunter & Wöber [13] are a good 

example of this. These authors calculate the emissions related to air tourist transport in 

48 European urban tourist destinations based on data from the TourMIS tool. Dorta-

Antequera et al. [14] also study emissions from air traffic, but in their case, considering 

the particularity of island destinations (i.e., Canary Islands) and conclude that more than 

6.4 Mt of CO2 are emitted annually due to tourism transport. 
Finally, there is research that collect, from different points of view, the emissions 

attributed to tourism activity in a destination. For instance, Sun [15] conducts an 

empirical study in Taiwan where they study the emissions of tourism activity at different 

scales using macroeconomic data (i.e., Extended Input-Output model). Rico et al. [16] 

monitor de carbon footprint of tourism in Barcelona. Their results claim that the tourism 

industry contributes annually with 9.6MtCO2 to the city environment. 
This last group is the closest to the calculation methodology suggested in this thesis. 

Yet, it is essential to consider the literature from a broader perspective in order to be 

able to transfer the comprehensiveness of each of the branches to one's own calculation. 

3 Conceptual framework 

The theoretical framework of this thesis is mainly sequential and linear, and includes the 

fundamental theoretical axes for the development of each of the four objectives 

presented above. 

 

Fig. 1. Thesis conceptual framework 
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4 Proposed methodology 

A quantitative approach is here proposed to calculate the carbon footprint of the main 

tourist corridors of four Spanish destinations: Madrid, San Sebastian, Benidorm and the 

Monfragüe National Park [17]. After identifying and clustering the main 

accommodation areas, tourist attractions and transport possibilities available for the 

execution of these itineraries [18], the corresponding emissions for these routes will be 

quantified according to the fuel and energy consumption methodology [19]. 

The sequences between the different nodes will be carried out with probabilistic 

models based on the results of the study of tourist behaviour. For this purpose, choice 

experiments [20] and/or contingent valuation method analysis [21] will be developed 

to reveal travellers’ motivations in the decision-making process. 

5 Expected results 

The research results of this doctoral thesis will be materialized in academic articles – 

aligned with the different presented phases – published in high-impact scientific 

journals, which will give rise to the compendium composed of them. This compendium 

would consist of a systematic review of the literature, an article including the suggested 

modelling for tourism carbon footprint calculation, and two exploratory papers on the 

potential of predictive methods and the incorporation of such information in the frame- 

work of smart destinations. In addition to the academic contribution, other scientific, 

technical and social impacts are expected during and after conducting this thesis. 

On the one hand, the result of this thesis will provide destination managers with tools 

to ensure smarter strategies and policies to become more resilient and sustainable. 

Destination management organizations, given the coordination and management 

responsibility they have over the destination and the actors involved in tourism activity, 

will transfer the need to use these tools to the rest of the components of the tourism 

ecosystem; promoting the use of intelligence systems also among private actors and 

other stakeholders. Likewise, it is aimed that the decisions and governance resulting from 

the use of this tool can be a lever to encourage the conversion of visitor attitudes in 

onsite decision making [22; 23; 4]. 
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Abstract: Providing high-quality marketing content to tourists is the key for tour- 

ism organizations to promote their brands and products. However, without 

professional content production teams, tourism organizations often struggle to 

create novel and valuable digital marketing content. This study aims to design a 

human- AI collaboration (HAIC) mode for tourism organizations to create digital 

tourism marketing content (DTMC). A sequential exploratory mixed-methods 

design, including semi-structured interviews, workshops, and online surveys, will 

be used to investigate general HAIC principles and patterns in content creation 

processes and thereafter to design a specific HAIC mode for DTMC co-creation. 

Finally, a research framework will be developed to measure the quality of DTMC 

created by HAIC and test its impact on customer’s travel motivation and visit 

intention. 

 
Keywords: Tourism Marketing, Content Creation, Human-AI Collaboration. 

 

1 Problem Definition 

Digital tourism marketing content (DTMC), such as photos, videos, blogs, forums, 

microsites, and landing pages, has been regarded as the “king” approach for tourism 

enterprises to promote their brands and connect with target customers [5]. High-quality 

DTMC can reduce tourists’ perceived uncertainty and risks caused by the intangibility 

of tourism products [9]. However, creating valuable DTMC is not an easy task since the 

DTMC generated by combining similar scenery and activity materials in traditional 

form, style and pattern lacks creativity and attractiveness, while the content creation 

process is complex and requires extensive human resources and time [5]. While there 

is a research gap in studying DTMC from a productive view, it is necessary to explore 

how tourism organizations can create high-quality DTMC in the digital era to stay 

competitive [9]. 

In recent years, Artificial Intelligence (AI) has dramatically transformed a variety 

of sectors. Existing research showed that AI highly improved the efficiency of 

marketing and suggested that human can collaborate with AI to drive marketing 

strategies, personalize customer experiences, and improve campaign management 

[11]. In the creative industry, generative AI (AI) can automatically create multimodal 
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content and human can collaborate with AI to co-create superior creative content in a 

more efficient and accurate approach than human or AI does [3]. However, little is 

known about how human can collaborate with AI to create marketing content in the 

tourism industry. For instance, what roles human and AI should play, what exact 

capabilities are required by each, and how they achieve strength complement in the 

DTMC creation process. In addition, customers’ reactions towards the DTMC created 

by AI or human-AI collaboration (HAIC) are also unexplored. Therefore, this study 

aims to design a HAIC mode for tourism organizations to create DTMC.  Specifically, 

this research attempts to achieve the following objectives: (1) to explore the principles 

and the current state of HAIC in content creation; (2) to design a specific HAIC mode 

for human employees and AI systems to co-create DTMC; and (3) to examine the 

performance of the HAIC mode by investigating customer’s reaction towards the DTCM 

created under the specific HAIC mode. 

2 Literature Review 

2.1 Human-AI Collaboration 

The general principle for HAIC is to combine the complementary strengths of human 

and AI systems to perform better than human or AI works separately [11]. In specific 

work scenarios, the roles of human and AI and the capabilities they need to perform 

will change according to the work content [3]. In the creative industry, Grabe et al. [4] 

identify four primary HAIC patterns for human and AI to proactively engage in creation 

flows: Curating (AI creates content and human selects), Exploring (AI creates content 

and human adapts), Evolving (human selects AI-created content for AI to adapt and 

combine), and Conditioning (human constraints desired features of content and AI 

creates it). However, extant research on the principles and patterns of HAIC is 

generalized, and there is a lack of exploration of HAIC modes under specific creative 

tasks such as DTMC creation. In addition, the human-AI co-creation model (see Fig.1) 

proposed by Wu et al. [15] generalises and explains the whole creative process of HAIC 

in content creation, providing a theoretical framework for designing specific HAIC 

modes from the process view. 

 

Fig. 1. The human-AI co-creation model (Wu et al., 2021) 
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2.2 Digital Tourism Marketing Content 

DTMC is the information created and published by tourism organizations online to 

introduce products and deliver emotional value [9]. Compared to con- tent created for 

art, games, and fashion design, the creative space for creating tourism marketing content 

is limited since the DTMC creation is constrained by the content and style of the tourism 

products themselves [4]. As a result, creating DTMC requires strong divergent and 

convergent thinking capabilities of the creators [1]. Moreover, prior literature explores 

the impact of DTMC created by human or AI separately on users’ motivation, loyalty, 

commitment, and visit intention to tourism destinations, but less is known about 

customers’ reactions towards the DTMC created by HAIC. 

3 Conceptual Framework 

As mentioned above, this study aims to design a HAIC mode for tourism organizations 

to create DTMC. Exploring HAIC modes in DTMC creation will be the main part of 

this study while testing the performance of the HACI mode will be also indispensable. 

Due to the difficulty of quantifying the creation process and the fact that the 

performance of creation is outcome-oriented, this study will examine the performance 

of HAIC from the customer’s view, that is, exploring the customer’s reaction towards 

the DTCM created under the designed HAIC mode. 

According to the Elaboration Likelihood Model theory, when people are faced with 

information for persuasion, they will be affected by central path (cognitive critical 

thinking) and peripheral path (mental shortcut with little cognitive effort) [12; 13]. In 

the tourism marketing subject, high-quality DTMC stimulates customers’ visit intention 

by evoking their cognitive (central) and emotional (peripheral) motivation [7; 6]. As for 

what characteristics of DTMC contribute to customers’ travel motivation, this study 

proposes that informativeness and personalization will be the central cues to influence 

customers’ cognitive motivation, while entertainment, novelty, and vividness will drive 

their emotional motivation as the peripheral cues [8; 14; 16]. Along with the research 

findings of Studies 1 and 2 (see the Proposed Methodology section), it is expected that 

more characteristic factors of DTMC created by HAIC will emerge and be added to the 

conceptual framework (Fig.2) which will be tested in Study 3 (see the Proposed 

Methodology section). 

In addition, the social response theory highlights that individuals will treat computers 

anthropomorphically and will provide a social response to them mindlessly when they 

perceive social cues [10]. Chen et al. [2] find that individuals’ perception of AI will 

moderate the impact of DTMC on customers’ reactions in both the central and 

peripheral paths. Since HAIC is a new type of creator and they lack of research on 

exploring customers’ perception towards HAIC, based on the social response theory, 

this study proposes that customer's perception towards creator type (hu- man 

creator/AI/HAIC) will moderate the relationship between the characteristic of DTMC 

and customers' motivation. 
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Fig.2 Proposed conceptual framework for Study 3 

 
H1: The (a) informativeness, and (b) personalization of DTMC will positively affect 

customers’ cognitive motivation. 

H2: The (a) entertainment, (b) novelty, and (c) vividness of DTMC will positively 

affect customers’ emotional motivation. 

H3: Cognitive motivation will positively affect customers’ visit intention.  

H4: Emotional motivation will positively affect customers’ visit intention. 

H5: Customers’ perception towards creator type will moderate the relationship between 

(a) informativeness, (b) personalization and cognitive motivation. 

H6: Customers’ perception towards creator type will moderate the relationship among 

(a) entertainment, (b) novelty, (c) vividness and emotional motivation. 

4 Proposed Methodology 

Based on the pragmatism philosophy, this study will apply the abductive approach with 

a mixed-methods exploratory sequential design. 

Study 1. In the first stage, semi-structured interviews will be used to explore the 

principles and the current state of HAIC in content creation processes. Through 

purposive sampling and snowball sampling, this study will recruit practitioners who 

have HAIC content co-creation experience in the last 6 months, and then ask them to 

recall their collaborative processes with AI. Specific questions related to the roles, tasks, 

capabili ties, and specific collaborative principles required in the creation process will be 

asked. The purpose of Study 1 is to provide a general theoretical basis for designing a 

specific HAIC mode in Study 2. 

Study 2. Drawing on findings from Study 1, the second study will adopt a workshop 

approach to design the specific HAIC mode for creating DTMC. Through purposive 
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sampling and snowball sampling, human employees who have DTMC creation 

experience will be recruited. During workshops, each participant will be asked to create 

tour- ism advertisements as high-quality as possible for London City by collaborating 

with AI systems. Then, all participants will be invited to share how they collaborated 

with AI during the creation process and HAIC patterns will be designed through the 

final collective discussion. Integrating the results of workshops, a specific HAIC mode 

for human and AI to co-create DTMC will be proposed. 

Study 3. To examine the performance of the HAIC mode designed in Study 2, in the 

third stage, this study will do online surveys to investigate customers’ reactions towards 

the DTCM created under the HAIC mode. Conducting convenience sampling, target 

tourists who have never visited London will be invited to view the London-related 

DTMC created by human, AI and HAIC, and use online questionnaires to rate the 

characteristics of DTMC, their travel motivation and visit intention evoked by the 

DTMC (see Fig.2). All DTMC used in this study will be selected by the researchers and 

experts in the tourism marketing subject. Through structural equation modelling 

analysis, the findings of this study will present the performance of DTMC created by 

HAIC in Study 2 and indicate the impact of DTMC on customers’ reactions. 

5 Expected Results 

Theoretically, this study will fill the research gap in the computer-supported cooperative 

work and tourism marketing fields by exploring the human-AI collaborative principles 

and patterns for co-creation content and designing a specific HAIC mode for the DTMC 

creation process. It will also provide a new perspective for scholars to explore the 

impact of HAIC-created DTMC on customers’ reactions. Practically, by designing a 

HAIC process, this study will help tourism organizations create novel and useful dig ital 

marketing content. Furthermore, it will offer general guidance for human to work 

alongside AI systems in this AI-driven era. 
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Abstract: This paper delves into the integration of human needs and values in 

evaluating tourism technology, a topic that has gained increasing scholarly 

attention. Researchers have suggested potential benefits such as enhanced user 

experiences and improved service delivery, but there is a lack of systematic and 

empirical studies to substantiate these claims. The study critiques the 

conventional approach of viewing tourism technology as a uniform entity, 

advocating instead for recognizing the distinct attributes of different 

technologies. It emphasizes the need to differentiate between these technologies 

to effectively evaluate their impact and relevance. Adopting a human-centered 

perspective, the paper proposes a Human-Centered Assessment Framework, 

developed through a mixed-method approach, including expert interviews and 

survey. The research identifies key challenges and opportunities linked to 

specific technological attributes. This foundational work provides a structured 

framework for future research, aimed at systematically assessing technology in 

the tourism industry from a Human-Centered perspective. 

 

Keywords: Human-centered, technology, Human-Centered assessment 
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1 Problem statement 

E-tourism refers to the application of information and communication technology (ICT) 

for enhancing the efficiency and experiences in the tourism industry [8]. It encompasses 

a wide range of activities, including online travel booking, virtual tours, digital 

marketing of tourist destinations, and the use of social media for traveler engagement 

and feedback. E-tourism leverages technology to improve both the operational aspects 

of tourism businesses and the travel experience of tourists. The past decades, 

information technologies (ICTs) have displayed their transformative potential, 

prompting researchers to investigate the potential impacts. In the recent years as there 

is an increase in research that critically examines information technologies role within 

tourism, stating the need for a humanist approach to practices with a particular emphasis 

on promoting well-being [3; 5; 6; 11]. Fuchs and Sigala [5] highlight the need to 

critically examine the fundamental beliefs and values that underlie theories used to 

understand and promote the strategic use of ICTs in tourism, as they argue the focus on 
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profit overlooks the humanist alternatives and leaves it underexplored. The discourse 

suggests that it can lead to significant advancements in user experience, service quality, 

and overall satisfaction in tourism experiences [2; 12]. Despite this promising 

perspective, the field suffers from a lack of systematic and empirical investigation into 

these claims as the available concepts, methodologies and theories that incorporate 

humanist perspectives are limited and at this point inhibits our abilities as researchers 

to be effective in the search for empirical evidence [4]. This article specifically stresses 

two tendencies within research on technology in tourism; 1. There is a necessity of 

distinguishing between technologies and their respective attributes in order to 

effectively assess their potential impact and applicability as technology is often treated 

as a singular, homogenous entity. 2. Technology is often investigated without the 

relations to the system that it is part of such as the business model, strategy, value 

perspective etc. When investigating components within a larger system, focusing solely 

on individual components without considering how they affect the system can lead to 

incomplete or misleading conclusions. The interactions and dependencies within a 

system influence the behavior of its components in significant ways [1].  

In this article, the Human-Centered perspective is introduced as a philosophical 

framework to guide the understanding of what attributes technologies that incorporates 

a humanist approach should entail to promote the creation of social systems. This 

represents a pioneering effort in reshaping the discourse around technology in tourism. 

By adopting a human-centric lens and providing empirical insights, it aims to guide 

future technological developments towards more meaningful and impactful 

applications in the tourism sector. 

 

Research question: 

 

 What characteristics should technology embody to enhance human-centric 

practices in tourism? 

 How can these attributes be integrated into a practical technological 

framework to inform industry stakeholders and researchers? 

2 Theory 

There has been an implicit assumption that the technological advancements in 

tourism primarily benefit tourists and this has led to an acceptance of new 

technologies without critical examination of their consequences [9]. Stickdorn 

et al. points to that there exist a disconnect between technology solutions and 

user needs [10]. Technological development has been dominated by a 

mechanical systems approach and is organized and managed so as to severely 

restrict the behavior of its parts [1]. The focus on features and products places 

businesses at the core of system development, limiting customer influence on 

production and internal processes to ensure cost efficiency, thus favoring profit 

maximization within an equilibrium system [13]. In response to the demands of 

empowered customers, customer-involved design processes and mass 
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customization of products have been introduced. However, these efforts largely 

operate within the confines of the existing mechanical logic and fail to 

recognize the need for a fundamental shift to fully unlock the potential (Catarci 

et al. 2020; Hienerth et al. 2011). A switch to a social systems logic represents 

a shift that could yield big differences. A social system serves the purposes of 

its parts and the system of which it again is part of. It enables its parts to do 

things that they could not otherwise do (synergy), such as increase the variety 

in both the means and ends available to them [1].  

3 Human-centeredness 

Human-centered approaches specifically focus on the ethical and sociopolitical 

implications of implementing technologies, giving priority to individual well-

being and placing the perspective of the human experience at the forefront of 

their investigations [4]. Human-Centeredness posits a postphenomenologic 

worldview that emphasizes the role of technology as one that it is to be analyzed 

as a mediator of the relationship humans have with their environment. 

Technological mediation posits that technology plays a crucial role in shaping 

human experiences and interactions with their environment. This perspective 

argues against viewing technology merely as a neutral tool. Instead, it is seen 

as an active mediator of human perceptions and actions [7]. Engelschiøn 

summarized the four main human-centered attributes with related concepts as 

displayed in bold in the two first columns in table 1. [4]. The table also contains 

the preliminary assessment questions that has emerged from the theory.  

 

Table 1 Main human-centered attributes with related concepts and questions 

 

  

  

  

  

  

Emancipatory 

nature  

Agency  

  

Does the technology provided offer 

agency in decisions about how to 

run the business?   

Are the user able to or feel the 

freedom to change technology?  

Power relationships  

  

Is the relationship coerced?  

Is not entering the relationship an 

option?   

Ownership  

  

Who owns the value created?  

Are the user able to bring the value 

created out of the system?  

Are there other value extractions 

than what the providers are paying 

for/aware of happening?  

  



 

 

36  

  

Enabling 

human 

potential  

Conviviality  

  

Are the user of the tool able to 

influence the outcome with their 

creativity?  

Identity  Does the technology allow for 

unique identity expressions? 

Well-being    

Value  Experienced value  How is value measured?  

Network 

integrators  

Social relations  Does the technology enhance 

relationships?  

Collaboration   Does the technology enable 

collaboration? 

 

4 Methodology  

A mixed-methods approach, combining expert interviews and a survey, is 

adopted to provide comprehensive insights. The interviews provide qualitative 

insights, while the survey offers quantitative data, together informing the 

development of the human-centered assessment framework. Stakeholders will 

be identified as key interviewees for their expert insights. Recruitment is 

conducted through professional networks and industry forums. A personalized 

invitation email, detailing the study's aim and interview structure, will be sent 

to potential participants. Semi-structured interviews will be conducted online 

via Microsoft Teams. This format allows for flexibility in exploring topics 

while ensuring coverage of essential research areas. Interviews are recorded 

with consent, and transcriptions are made for analysis. 

The survey, influenced by the expert interviews, consists of Likert-scale 

questions. These questions gauge attitudes and perceptions regarding the 

desired technological attributes. The survey will be distributed through 

different mailing lists, and the respondents will be offered an incentive, 

enhancing the relevance and engagement of the respondents. An important task 

will be to ensure response rates are sufficient. 

Thematic analysis will be employed to analyze interview data. This involves 

coding transcribed data and categorizing these codes using the software NVivo 

into themes relevant to the research question. Survey data will be analyzed 

using the statistical software R. Descriptive statistics summarize the data, while 

inferential statistics, such as regression analysis, explore the relationships 

between variables. The study will adhere to ethical standards of research. 

Informed consent will be obtained from all participants, ensuring they are fully 

aware of the study's purpose, their role, and data usage. Confidentiality and 

anonymity are strictly maintained throughout the study. 
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5 Expected results 

The author has come across different examples of frustrations from the industry 

when it comes to technologies, such as business owners not being able to 

download data like customer lists that they have spent years adding into 

systems, in such a case they had no prerequisites to understand the challenges 

they would face when adopting the system. The resulting index will offer a 

valuable analytic framework for assessing if the technology in question is 

enhancing human-centered practices or not. Furthermore, the research aims to 

contribute to a deeper understanding of the potential significance and impacts 

of different attributes of technologies, informing research, enabling empirical 

investigations, and creating awareness among practitioners ultimately fostering 

more meaningful and valuable experiences.  
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Abstract 

Events are activities occurring within a particular process with a specific 

location. Event tourism is an organization organized to increase the 

attractiveness of a destination. This thesis aims to evaluate the moderating role 

of event satisfaction and habit in the reuse effect of technological innovation by 

using extended reality in the context of a virtual event. In this context, a survey 

technique was used to collect data from a purposive sample. In the application 

phase, firstly, a virtual concert will be created, and the participants will 

experience it with extended reality supported glasses. After the experience, data 

will be collected from the participants, and the analysis process will begin. The 

findings obtained in this study, in which a structural equation will be made to 

test the model, will be interpreted. Suggestions for the sector, the public and 

future studies will be presented for the results obtained. 

 

Keywords: Extended reality, Event satisfaction, Technology, Technological 

innovation, Habit, Reuse 

 

 

1 Problem Statement 
 

Throughout their lives, people experience individual and social transformation 

under the influence of internal and external variables. One of the most important 

of these variables is technology. Therefore, it is a global factor in human life. 

In the context of the 21st century, high resistance to technology is not an 

expected situation. Regarding its technical structure and complexity, middle-

aged and older people are expected to remain in the background at the point of 

use. However, with the influence of social media, it is seen that all generations 

use technological devices such as phones, tablets and computers in some way. 

In particular, Generation Alpha and Generation Z were born in the 

technological age. The participation of this community in education, 

entertainment, social activities, etc., is technology-based chiefly. This 

generation, which uses technology as a necessity and entertainment, spends a 

long time in games, videos and social media applications [1] The fact that they 
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are very excited about reusing the applications that they have reached a certain 

satisfaction usually creates a habit for them. Even though the points mentioned 

above can be evaluated primarily for Generation Z and Alpha, the fact that 

Generation X and Generation Y also reach a certain level of satisfaction with 

technological applications can lead to an increase in habit and, accordingly, an 

increase in the intention to use them again. From this perspective, people of 

almost all ages use technology at different intensity levels. Although this 

situation has positive aspects, such as keeping up with age, accessing 

information, events and sociality quickly, and using free time, it is also 

inevitable because it changes other balances in life and causes problems. 

Especially the cultural values, relationships and communication of people are 

negatively affected by this situation. Children born in the 2000s today have a 

high level of individualization and put technological devices at the centre of 

their lives more than friendship or family relationships. This situation is a 

sociological and psychological problem. It is a fact that prioritizing technology 

in decisions and events to be organized is inevitable and very important. 

However, it is seen as a necessity to do this within the framework of a balance 

in terms of the variables mentioned above. 

Considering the abovementioned circumstances, this study was designed 

based on the fact that the recreational sector came to a standstill at the onset of 

COVID-19. The complete cessation of recreational events during this period 

deeply affected the tourism and music industries and caused a significant loss 

in related industries. This situation is shown as the research's primary problem 

and starting point. In this context, the impact of extended reality, shown as the 

closest technological environment to reality, as an alternative in events has 

become a matter of curiosity. Based on this, several research questions were 

formulated; 

• Do the technological innovativeness characteristics of people 

participating in virtual events with extended reality affect the reuse 

intention? Do event satisfaction and habit have a moderating role in this 

effect? 

 

2 Research's Original Value, Purpose and Importance 
 

In the period when the entertainment sector came to a standstill, concerts, 

theatre, etc., were presented to the audience through specific platforms on the 

internet. However, the only difference between these concerts on platforms 

such as YouTube, Instagram and Twitter from the videos on the platforms is 

that they are presented live at that moment. There is nothing extra for the 

audience to experience. Also, concerts were organized in virtual environments 

such as the Metaverse. In this case, the interaction is high, but the reality is low 

compared to the videos in which people's experiences are within the framework 
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of the simulated world. 

The difference of this study from the methods mentioned above because the 

audience is immersed in a world where they will not be disconnected from the 

event environment as if they were watching a video. The difference from the 

Metaverse environment is that they feel it in the environment where the actual 

event is taking place. Technological innovativeness is used as an independent 

variable in the study, and intention to reuse, which is used as a dependent 

variable, has been used in many fields, especially education and recreation. 

However, no study was found in which event satisfaction and habit regulate this 

effect. In addition, there is no virtual event study designed with the whole 

dimension of extended reality based on tourism technologies, nor has there been 

any measurement of these variables in events related to other technologies. This 

situation reveals the unique value of the thesis. 

The application planned for this thesis is to use extended reality technology 

to create the feeling that people are there without attending any event and to 

make different measurements accordingly. With this technology to be used, it 

is aimed to offer people an organization where they can be satisfied as an 

alternative to reality. In line with this goal, the ultimate goal is to measure 

whether consumers who adopt technological innovations will want to use them 

again after participating in this event. In addition, another objective of the study 

is to measure the potential of event satisfaction and habit to reduce or increase 

this effect. If the results from this study show that people have reached 

satisfaction, it is planned to propose several application areas. Extended reality 

technology may come to the fore to ensure that organizations do not stop and 

provide a realistic experience despite any disaster that will prevent people from 

leaving their homes. Another situation that may arise as a result of this study is 

to ensure the participation of individuals who cannot participate in these events 

out of their own choice. In addition to being a social responsibility, this situation 

includes the ability of individuals with any physical or financial disability to 

socialize comfortably in society. 

There is no similar thesis study in terms of application and measurement. 

Especially in the first stage, the application is thought to constitute an essential 

field of use. This study has a feature that can be developed as an alternative to 

the changes in society's expectations in the coming years (in the long term). 

From another perspective, it is considered an alternative that will come to the 

forefront in face-to-face organizations. Although it comes to the forefront with 

its complementary feature in the short term, it is predicted to turn from an 

alternative to the primary purpose of use in the long term. However, as stated 

before, making it a purpose without creating certain balances may create 

sociological and psychological problems. From this point of view, this change 

in the field of application will be reflected in future studies, and people will 

develop this issue in a balanced and directly proportional manner with the 

development of technology. This situation reveals the importance of the study. 
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3 Conceptual Framework 

People participate in many events in their daily lives in order to socialize and 

motivate themselves. These events, which mostly take place face-to-face, not 

only provide consumers with instant entertainment but also provide them with 

positive energy in the process. However, in the short term, some crises can 

cause these events to stop. The most recent example of this is COVID-19. With 

the spread of this virus, events have almost entirely come to a standstill due to 

the obligation of people to stay at home. Although some events are offered in 

virtual environments, it is difficult to say they satisfy people sufficiently. 

Because consumers expect an experience close to reality, for this reason, it is 

aimed to test the applicability of participation in virtual events with extended 

technology, which is one of the last points of reality technologies, as it is closer 

to reality than other environments in terms of experience and interaction. 

In order to explain extended reality technology, it is first necessary to know 

augmented, virtual and mixed reality. First of all, augmented reality (AR) 

technology offers people a broader perception by combining virtual and natural 

environments. With this technology, people experience an enriched 

presentation in the real world [2]. On the other hand, virtual reality (VR) is a 

technology that allows users to be immersed in 3D environments created by 

computers. This technology includes various screen interfaces and rich graphics 

systems [3]. Mixed reality (MR) can be considered a combination of augmented 

and virtual reality. In this technology, virtual objects are superimposed on the 

real world. Using MR, users can see each other and the natural world in a virtual 

environment. Extended reality, the last point of reality technologies, is shown 

as a roof combining AR, VR and MR technologies. In this technology, the real 

world and the virtual world are combined, and the user can move objects in 

both worlds [4]. 

In the model of the study, technological innovativeness is the independent 

variable, and intention to reuse is the dependent variable. The variables that 

regulate the relationship between these variables will be event satisfaction and 

habit variables. Technological innovativeness is a type of innovativeness 

related to a particular field. People with this characteristic are shown as 

consumers interested in and following technological products. In the literature, 

people who have the characteristic of being the first to adopt technological 

products and services are generally defined as technological innovators [5]. 

These people behave according to their satisfaction with the products or 

services they use. Satisfaction is people's emotional reactions to the experience 

after any consumption or event. These reactions are usually based on subjective 

evaluations. People's quality perceptions, expectations, etc., can be shown as 

one of the most essential factors in the satisfaction received [6].  

Regarding the scope of the study, event satisfaction is similar to the 

fulfilment of people's expectations from the events they participate in. These 
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expectations may vary according to the person, place, type of event, etc. The 

satisfaction obtained from these experiences is expected to be reflected not only 

in immediate satisfaction but also in people's satisfaction and motivation [7]. 

Peopleshow repetitive behaviour for a particular routine they are satisfied with 

or a reward they like to obtain. This habit provides different satisfaction in each 

trial [8]. It is expected that people who achieve certain satisfaction and 

experience different satisfactions in each trial will intend to use these services, 

products or applications again. Intention to reuse refers to the desire of 

consumers to reuse an application or system due to developing a positive 

attitude towards it. The intention to reuse a system is technically similar to 

repurchase. In both cases, the consumer has shown a positive approach by being 

influenced by the first use [9]. 

4 Methodology 

Regarding its structure, the research covers all consumers who use technology. 

However, it was deemed appropriate to include the Z and Alpha generations to 

see the variables and interactions between them best and to design a future-

oriented technology. Since the Alpha generation born after 2010 [10], has yet 

to show high participation in the events to be implemented within the scope of 

the research, it was decided that Generation Z (1997-2012) living in Kocaeli 

province would constitute the universe of the study. Since it was not possible 

to reach the entire population due to certain constraints, sampling was used. It 

is aimed to collect data through purposive sampling. 

Quantitative research methods were utilized to test the relationships between 

variables based on causal results. In this context, a questionnaire form was 

created by taking the previously validated items of each variable. Before the 

survey technique is applied, it is planned to provide an experience of 

participating in a virtual event with Wide Reality technology, one of the study's 

most powerful aspects. In this context, 3D photography will be taken at the 

venue, followed by live performance concert shooting. Then, with the support 

of software engineers through the Unity program, the natural world and virtual 

objects will be overlapped. In this application, the participants will feel 

themselves at the door of a closed concert venue the moment they put on the 

glasses and can interact with the virtual objects placed. Due to symptoms such 

as dizziness and nausea over a certain period in current glasses technologies, it 

is planned to present the event in 2 parts of 15 minutes each. Taking a 10-minute 

break between the parts will allow people to pay attention without problems. 

Following the end of the application, the participants will be given the 

questionnaire forms that were previously created and asked to fill them in. 

These questionnaires include items related to "Technological Innovativeness", 

"Reuse Intention", “Event Satisfaction" and "Habit". After obtaining the data, 
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the analysis process will be started. Factor analysis will be applied to measure 

the appropriateness of the Technological Innovativeness, Event Satisfaction, 

Habit and Reuse Intention scales. Then, structural equation modelling will be 

used to test the research model.  

5 Expected Results 

This thesis will create an application area to measure the relationship between 

the variables in the research model. People who experience a virtual concert 

with extended reality technology in this application area are expected to be 

sufficiently satisfied with the concert and reach a certain level of satisfaction. 

With this satisfaction, it is thought that they will want to use it again. In 

addition, it is expected that they will want to make it a habit (in the long term) 

thanks to its different structure and easy transportation compared to real 

concerts. 

When all these situations are evaluated, it is thought that the reuse intention, 

which is the primary measurement objective, will be positive due to the 

participation of the z and alpha generations, which are thought to have a 

technologically innovative identity, in this event. In addition, it is expected that 

event satisfaction and habit will play a moderating role in increasing or 

decreasing this effect. The variables in this moderating role are likely to 

increase this effect. 
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