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ABSTRACT

Theevolutionin technologyhasbecomeastrategicchoicetodevelopeveryorganizationandits
existenceinthefuture.Thetourismindustryisnotanexception.Thisstudyhighlightsthedevelopment
oftechnologiesandtheimpactoftheirintegrationinthefieldoftourism.Furthermore,itdiscusses
their influenceon thequalityof the touristicproducts.This study focusesonhow theemerging
technologycanimprovethetourismindustryandthemostusableinformationsystemsthatareused
in thisdomain.Thepurposedmodelhasbeendesigned to investigate the effectof adopting the
technologyamongtourismagencies.Asampleof72tourismagenciesinJordanhasbeensurveyed
anddiscussedbyusingstructuralequationmodeling.Theresultsrevealthatefficiency,productivity,
profitability,effectiveness,andmarketingareimprovedafteremployingnewtechnologies.Therefore,
itcanbeconcludedthattheintegrationoftechnologyintourismisunavoidableforthecontinued
existenceofserviceprovidersinthemarket.
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1. INTRodUCTIoN

Nowadays,itisclearlynotedtheinvolvementoftechnologyinallaspectsofourlives,especiallyin
thecommercialandservicessectors.Emergingtechnologieshavechangedthewayofcommunication
amongpeople,andallowedthemtocommunicateinvirtualandmoresocializedway.Thistechnological
developmenthasbecomeveryeffectiveinthenationaleconomyofanycountryworldwide(Pascali,
2017).Thetourismindustryisaveryimportanttributaryandvitalsourcefortheglobaleconomy.So,
itisconsideredasoneofthemostsignificantfactorsforeconomicgrowth,improvesinfrastructures
andservices,andhelpsdiversifythelocaleconomy(Rega&Inversini,2016).Therapiddevelopment
ofInformationandCommunicationTechnology(ICT)anditsapplicationshasledtoahugeupgrade
inthetourismindustry.

Moreover,thepresenceofnetworksandInternetallowcompletingmanybusinessprocesseslike
buying,sellingandpayingmoneyinasafeandfastwaywhichisso-callednowastheElectronic
Commerce(e-commerce),whichmeanssupply,saleandpurchaseofgoods,servicesandinformation
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throughanelectronicsystembetweentheproducer,supplier,andconsumer(Setiawanetal.,2020).
Actually,companieswhichareusinge-commercegetmanybenefitssuchasmarketingbecomesmore
activeandwidespread,reducingtheemploymentexpenses,andcommunicatingeffectivelywithother
companiesandcustomerswherevertheyare(Ikumoro&Jawad,2019).Ontheotherhand,customers
alsogetbenefitsfromdealingwiththecompaniesusingthee-commerce,forinstance:savingtime
andeffort,protectingproductsandfunds,andgettingthefreedomtochoosetheitemandtheprice
andtotakeadvantageofcompetingcompaniesandtheiroffers.

Thedomainoftourismisacooperationbetweenmanybranchesandhasdeeprelationswith
manycommercialaspects,suchasmanagement,servicesandfacilities,promotingandmarketing,
security,ICT,andmore.Definitely,theadoptionofICTintourismthroughprovidingitsproducts
andserviceswouldbeakeyfactorforitssuccess.Theterm“E-Tourism”,or“Online Tourism”,as
apartofthee-commerce,shouldimplicitlycontainvirtualentitiesofwholetouristiccontent,travel
agencies,airlines,hospitality,transportationservices,operators,tourismrelateddata,tourismmarket
stakeholdersandspecialauthoritiesoforganizingthetourismactivities(Kazandzhieva&Santana,
2019).Formoreclarity,e-tourismwill reengineer theprocessof the traditional tourismservices
providingbyredefiningtherelationshipbetweentheorganizationandallofitsstakeholders(Azouri
etal.,2016).

Thesuccessofe-tourismcanbemeasuredbythedegreeofeasewithwhichindividualcanfind
thetouristserviceselectronicallywithouttheneedtophysicallyvisitatouristservicesprovider(Tfaily,
2018).Accesstotourismserviceshasbecomeeasierbyusingthetoolsofmoderntechnology.You
can,fromyourhomeoroffice,moveeasilythroughwebsiteswhichoffertouristservicesoverthe
Internetandmakeaconvenientdecisionforbookinganairlineticketorahotelroomandeventopay
thevalueofrelatedinvoicesinaneasyandsecureway.

The importance of this article lies in that it has identified and explained the main areas of
employingtheICTinthetourismindustry.Thisarticlefocusedonthemostimportantandeffective
elementsofatechnologicalproducttobeadoptedintourism,andthatitsimpactcanbetangibleon
thebehavioroftourists,inadditiontothebeneficialeffectsofitsadoptionontheproducerofthe
tourismproductsandthetouriststhemselves,aswell.Moreover,theroleofsocialmediaintourism
and its impacton the futureof technological applicationsandservices that can serve theglobal
tourismandhospitalityservices.

Thus, thisstudyaimed toanswer the followingquestions:Does the integrationofemerging
technologiesimprovethebusinessesoftourismagencies?Willthefailuretokeeppacewithtechnology
influence the success, and even the existence, of these businesses in the future? Therefore, this
studyempiricallydiscussedtheeffectoftheintegrationofICTontourismagencies.Itproposedand
discussedthroughitsresearchmodeltheeffectoftechnologyadoptiononthefollowingdeterminants:
efficiency, productivity, profitability, effectiveness, and marketing. The results revealed that the
aforementioneddeterminantsaresignificantlyinfluencedbyintegratingICTintourismagenciesand
affectedtheircontinuityinthedomain.Thisresearchworkisidentifiedasbeingofimportancetoall
tourismindustrystakeholdersandresearchersintourismdevelopmentfieldforprovidingthemwith
thenecessarybackgroundtowardstheroleoftechnologyanditseffectontheirbusinesses

2. THE INTEGRATIoN oF ICT

Atthetimebeing,itiscleartoperceivetherapidchangesanddevelopmentsinICT.Theincreasing
numberofpeoplewhoownsmartdevicesleadstoincreaseinthegrowthofe-commercialapplications
overtheworld.Thevariationinpeople’sinterestsandtheirwaystousethetechnologyexplainsthe
currentmassivediversityofonlineservices(Momani,2021a).Thecurrentfiercecompetitionbetween
companiesprovidingtouristicservicesmakestheviabilityofthesecompaniesveryhardwithouta
continuousevolvementof theirmarketing toolsandstrategies (Bethapudi,2013).By taking into
considerationtherapiddevelopmentintelecommunicationandwebtechnologiestokeeppacewith
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thedevelopmenthasbecomeapersistentneed.TheintegrationofICTshouldbeorientatedforboth
operationalandstrategicmanagement(Momani,2015).Itdirectlyimpactsonthecompetitiveness
ofthesecompaniesandimprovestheservicequality.

TheintegrationofICTintheareaofprovidingtourismandhospitalityservicesisperceivedto
beanimportantsourceofrevenueforcompaniesbyallowinganefficientrecoveryofinvestments.
ICThasbeenrecognizedasakeysourceofinnovation,whichcangenerategrowthandaddvalue
(Momani,2020;Tfaily,2018).Intheeraofdigitalization,thedigitaleconomyhasbecomethedriver
oftheeconomyworldwide(Azourietal.,2016;Rondovićetal.,2019).Thefollowingsub-sections
representthemostimportantaspectswhichICThasbeenintegratedinthedomainoftourismand
hospitality.

2.1 The Influence of Innovation and ICT
Generally,inservicessector,theimportanceofinnovationhaslongbeenunderestimated.Theeffect
ofICToninnovationanditseffectivenessonthedevelopmentofthetourismhaschangedthescene,
whichprovesthatitisanenablingenvironmentfortechnologyimplementation.

Thefiercecompetitionprevailstherapidlygrowingglobalmarket.Thiscompetitivenessforces
companiesovertheworldtopaycloseandseriousattentiontoinnovationinordertogainbusiness
benefitsbyincreasingtheirmarket-shareandbreakingintonewmarkets(Rajamohamed,2016).In
thetourismandhospitalityindustry,innovationcangeneratesuperiortouristicproducts,whetherin
tourismguidance,accommodation,ortransportation,oranyothertouristicservices.Innovationisthe
methodofdisseminatingnewideasinthecommercialactivity.Innovationcouldbeinpresentingor
providingnewservices,ormodifyingthewayofprovidingaservice(Li&Lin,2021).Itcouldhave
theabilitytochangethewayofconsumers’thinking,decisionmaking,orconsumptionbehavior.

TheemploymentofICTandtheadoptionofe-businessinthetourismservicesindustrydoes
notonlycontributetothee-tourismevolution,butitalsocreatesnewprovidersfortheseservices.
Travelrecommendationsites(Skyscanner,Expedia,Orbitz,etc.),travelers’reviews(LonelyPlanet,
TripAdvisor),fulltravelpackages(includingflights,accommodation,food,carrental,etc.),economic
aviation,alltheseareexamplesoftheeffectofICTanditscontributionintourismsectoringeneral.

2.1.1 Tourism Information Systems (TIS)
Oneofthemost importantexamplesonthemanagementinformationsystemsusedintourismis
TourismInformationSystems(TIS).TISsareaverysubstantialfactorindeterminingthecharacteristics
oftourismwhichreflectthetrueimageoftherealsituationoftourismandtheimpactofitonthe
economyofanycountry.TISsaretheresultofalldatarelatedtothetourismsectoranditstransactions,
suchasmarketstructure,customerneeds,numberoftouristsenteringandleavingthecountry,the
rate of expenditure, the rate of accommodation bookings, the number of touristic facilities, and
otherdatarelatingtothetouristsandtourismproductinonesingleelectronicplatform(Hughes&
Moscardo,2019).

Theprocessoftourismmanagementdependsbasicallyonthetouristicinformationprovided,and
thiswouldleadtoselectingtherightdecisionachievingdesiredgoalsfromtheprocessofdeveloping
andupgradingtourism.Effectiveknowledgemanagementleadstoamoreefficientunderstandingof
thecurrenttourismactivitysituation,andasaresult,amoreusefulapplicationoftheTISs(Kulkarni
&Bharathi,2020).AsreportedbyHallinandMarnburg(2007),knowledgemanagementisespecially
relevantforbuildingupacompetitiveadvantagebymakingthebestuseofknowledge.Therefore,these
TISsareutilizedtoshowtheimportanceofknowledgeintheprocessofplanningandmanagement
oftourismanditsmarketing,aswell(Rajamohamed,2016).

The stakeholders in tourism and hospitality sector are able to access and process detailed
consumers’informationbystudyingtheconsumers’behaviorsandneeds,andtrackingthechanges
couldhappen(Babu&Subramoniam,2016).ThiscouldbehappenedbyemployingtheConsumer
RelationshipManagement(CRM)databasesystemsinordertomanageacompany’sinteractionwith
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thecurrentandpotentialcustomers,andproposesomepersonalizedsolutionsfortheirindividual
needs(Maggon&Chaudhry,2015).Oneofthemosteffectiveinformationsystemswhichhasbeen
usedbythetourismcompaniesistheGlobalDistributionSystem(GDS).Itisacomputerizednetwork
systemthatenablestransactionsofinventoryandratesbetweentourismindustryserviceproviders;
hotels,airlines,carrentalcompanies,andtravelagencies(Borovčanin,2014).

2.1.2 Online Travel Agencies (OTA)
Recently, a lot of travel agencies have adopted the use of the Internet as a means of tourism
marketing.Now,itiseasierforanycustomertoperformallprocesseslikecommunicatingwiththe
agenciesconcernedandrequestthedesiredserviceinadditiontoexecutingpaymentforthatservice
electronically.Mostairlinecompaniesfurnishtheglobalspecializedcompaniesovertheworldwith
onlinereservationsystemswhichallowcustomerstomaketheironlinereservationprocesseasyand
flexible(Bezvesilnayaetal.,2020).With thisdevelopment, the term(e-ticket)hasappearedand
widelyprevailedandhasbeenadoptedbymanyairlinesintheworld(Wuetal.,2012).Thee-ticket
istheairlineticketthathasbeenissuedinelectronicformviaaComputerReservationSystem(CRS)
aftercompletingtheonlinebookingprocess,whichisequalinvalueandusetotheregularticketthat
isissuedbyanyairlineortravelagency.Amadeus,Saber,andGalileoreservationsystemsarefrom
thewidelyusedGDSsovertheworldinmosttravelagenciesthatperformtheonlinereservationof
flighttickets(Vázquezetal.,2016).

Generally,OTAsarecompaniesoperatingwebsitesthatallowconsumerstobookvarioustravel
related servicesdirectlyvia the Internet.Theyplay the roleof thirdpartyagents reselling trips,
hotels,carrental,flights,vacationpackages,etc.(Zsarnoczky,2018).Theyareonlineplatformsfor
purchasingtravelservicesandallowthemtocustomizetheofferedservicesaswell,withoutany
limitationsoftimeandplace.Nowadays,severalOTAsavailableontheInternetoffersvariedtrip
servicesworldwidesuchas:Expedia,Agoda,Priceline,andOrbitz.

2.1.3 Hotel Management Systems (HMS)
Thehospitalityindustryisconsideredthefastestsectorwhichadoptingautomationforinformation
processingandmanagement inalloperations related tohotelmanagement, suchas reservations,
payments,orderingfoodanddrinks,staffmanagementattendance,inventory,andaudits.(Akazue,
2016).Thisrapiddevelopmenthasprovidedthesoftwaremarketwithvariousapplicationsandtools
ineitheronlineordesktopplatforms.HMSsarecomputerizedinformationsystemsthatcontaina
comprehensivedatabaseof reservations,guests’ information, rooms,staff,andservicesprovided
bythehotelinordertoefficientlymanagethehotelassets(Momani,2012).OPERA,whichwas
developedbyMICROSSystemsInc.,isoneoftheleadingHMSsandwildlyusedinmodernhotels
overtheworld.

2.1.4 Social Media
TheemergenceofsocialmediacamewiththedevelopmentoftheWeb2.0technology.Itgivesthe
socialmediaitsrealexistence.Web2.0technologyisadynamicplatformthatgivesusersthepossibility
tocontroltheirdata.Thistechniqueiscalledas:“usergeneratedcontent”.Itisread/writewebpages
withinteractivedata(Zimeoetal.,2013).Itallowstheinteractionamongusersthemselvesandbetween
themandthewebsitetoencourageparticipation,collaboration,andinformationsharing,andamong
userswitheachother(Beyari&Abareshi,2016;Mata&Quesada,2014;Rad&Benyoucef,2010).
Blogs,wikis,andsocialnetworksareexamplesonWeb2.0(Azourietal.,2016).

Nowadays,themassivepopularityofsocialnetworksgivesapreciousopportunitytotourism
industry stakeholders to advertise their services and collect the largest numberof followers and
audiences.Thischeapandpopularadvertisingmediumcanbethebestchoiceforaccommodation
servicesproviders.PlatformslikeBooking.comcancompatiblyworkwithsocialnetworksbymapping
theirconsumersandprovidethemwithconvenientup-to-dateoffers(Momanietal.,2017).



International Journal of Information Systems in the Service Sector
Volume 14 • Issue 1

5

ItisobviousthesuccessofUberintransportationservicesandAirbnbinaccommodationas
examplesofcommunity-basedservices,especiallywiththeincreaseoftheInternet-connectedmobile
devicesandthedevelopmentinthee-bankingande-paymentsolutions(Mensahetal.,2021).Thus,
itleadstoincreasethenumberoftravelersaroundtheworld.

2.1.5 Geographic Information Systems (GIS)
GISarewidelyknownasvaluabletoolsandextensivelyutilizedforanalyzing,planning,managing,
anddisplayinglargevolumesofdifferentdatarelevanttomanylocalandregionalplanningactivities
(Nistor&Nicula,2021).GISintourismisusedintheanalysisandmanagementoftourismthroughthe
provisionofthenecessarymapsfortouristicsitesandthetopographyofthesurroundingingeneral,
inadditiontoitsapplicationsinplanningfortheunderconstructingtourismprojects(Zhengetal.,
2019).Itisworthtoknowthatthesesystemsoffermanyadvantagessuchas:(1)theabilitytosearch
foraspecificsite,likesearchingforrestaurantsinthecity,orrestaurantsofferingadistinctivedish
offoodorhowtoreachthenearestrestaurantintheneighborhood,(2)givingtheconvenientpath
tobefollowedeitheronfootorbycarorbustoreachthedesireddestination(Szark-Eckardt,2017).
Moreover,themodernGISshavebenefitedfromtheapplicationsofartificialintelligence(AI)to
provideuserswithanexceptionalexperienceofroamingthetouristicsitesbyemployingthetechnology
ofvirtualreality(VR)andaugmentedreality(AR).Thetouristcanperforma3-dimensionaltourwith
360degrees’viewofthesitewhilehe/sheisontheircouch.GoogleEarth/Mapsareapioneering
exampleofthistechnology.

2.2 Future of Tourism
TherapiddevelopmentinICTissignificantlyinfluencingoncurrenttourism.Whilethedevelopment
inemergingtechnologieswillnotstop,itseffectontourismwillcontinuesignificantlyaffectand
changethewayandthemethodofservices’delivery(Januszewskaetal.,2015).Thefollowingsections
representthemostsignificantaspectswhichtheycouldinfluenceonthetourismforthenearfuture.
Thesetechnologiesabsolutelywillmakeadifferenceinthetourismservicespresentation,providing,
supplinganddelivery.

2.2.1 Cloud Technology
Thereareseveralwebplatformsthatutilizethecloud-basedtechnologiestoaidconsumerstomake
reservationoperationsforhotels,flighttickets,carrental,touristtrips,andmanyothertouristproducts.
WebsitessuchasSkyscannerandTravelokasearchamongahugenumberofflightsworldwideto
providetheconsumerwiththebestdeal.Thesameforonlinehotelreservationservices,Booking.
comandTrivagoareexamples.

Theinnovativeideaofstoringdatainavirtualenvironment“Cloud”andprocessingiteverywhere
isstartingtoattractattentionintheworldofentrepreneurship.Cloud-basedtechnologieshavebeen
embracedbymultipleinnovativebusinessideas(Daniel,Durga&Vijila,2021).Inthehospitality
sector,HMSsareoneoftheseapplicationsthatcouldbeimprovedbythecloud-basedtechnologies
(Gulmezetal.,2015).Severalwebsitesofferaccommodationservicesnotonlyforhotelsorresorts,
evenforhostels,students’dormitories,andprivatefurnishedapartmentsintheformofpeer-to-peer
sharing(Sundararajan,2014).Itisapartofsharingeconomy,representstheabilityorthepreference
ofonetoshare,borrow,orrentgoods,assets,orservicesratherthanbuyingorowningthem.The
sharing economy leads to more efficient use of resources of the society. For instance, students’
dormitoriescouldbeareasonableaccommodationforeconomictourismthroughouttheacademic
year(Zsarnoczky,2018).WebplatformslikeBooking.comandAirbnbareexamplesofthesewebsites,
wheretheconsumersareaspartnersinbusinessactivities.

Thebenefitsofadoptingcloudtechnologybytouristiccompaniescouldbecharacterizedby
manyfactors,forinstance:(1)Efficiency:byavoidingwastingtimeandresourcesontechnicalissues
andfocusingoninnovationanddevelopmenttothebusiness.(2)Performance:byprovidinghigh
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speedoperationsprocessandsecuredunlimitedstoragespaceforthedatarelatedtotheseoperations
whichledtoimprovingthescalabilityoftheservicesinfuture.(3)Costeffectiveness:byreducing
theoperatinginfrastructurecosts.

2.2.2 Big Data
Bigdatareferstoahugeamountofdatasetsinwhichnormalcomputersareunabletoview,manage,
modify,search,analyze,transfer,orkeepthemsecure.Withinthistime,organizationsandindividuals
generateahugeamountofdatawithineverysinglesecond.Thewidespreadofportabledevices
(tablets,mobilephones),emails,instantmessagingapps,cloudtechnology,andsocialnetworksare
significantlyinfluencingtheinflationinthevolumeofdatagenerated(Babu&Subramoniam,2016).
Indatascience,thishugedatacouldbetexts,images,videos,databases,statistics,reports,maps,and
GPSdata,etc.,frombothstructuredandunstructureddata.

Inthetourismsector,thesebigdatacanbegeneratedfromthemassiveamountofrecordsrelated
toairlineticketing,hotelreservation,touristscheck-inpointsviaGPS,theirsocialmediaposts,tourist
statisticsdonebyinstitutionsandorganizationsconcernedwithtourismanditseconomiceffect.This
miscellaneousdatacanbemorehelpfulandmoreeffectiveindecisionmakingifitgetsanalyzed
andclassifiedsmartly(Aksoy&Kose,2020).Theapplicationoftheartificialintelligenceanddata
analyticsconceptsandaspectsdefinitelywillbethebestmethod.Thus,intheupcomingyears,who
ownsdata,ownthepowerforcompetitioninthemarket.So,theutilizationandtheadoptionforsome
ITtoolsandsolutionslikeHadoopplatformforanalyzing,storing,andinquiringbigdatawillbecome
amandatorychoiceforalltourismorganizationsandserviceprovidersinnearfuture.

2.2.3 Artificial Intelligence (AI)
AIisconsideredtobeoneofthemostinnovativeadditionstothetourism.Itcanhelpinoffering
somepersonalizedtouristservicesandproductsbyemployingitscreativesolutionstoensurethatthe
touristserviceisprovidedwithregardstothetourist’spersonalpreferences(Weietal.,2021).Decision
SupportSystems(DSS)areoneoftheAIapplications.DSSisapackageofmathematicaloperations
andcomputeralgorithmswithrelationaldatabasesthatallowdecisionmakersinthetourismand
hospitalitycompaniesandtouriststodealdirectlywiththecomputertomakeusefulandinfluential
decisionsaboutthetourismsituationorservice(Momani,2021b).Thesesystemsaimtoimprove
theeffectivenessofthedecisionmakingprocess,suchas,thedecisionsbasedontheexpectations
ofthevolumeofrooms’occupancy,orthevolumeofsalesoffoodandservices,inadditiontothe
decisionsrelatingtothetourismservicesofferedtothetourists.

Yearsago,consumers’decisionmakingprocesstowardstravellingwasdonebyaphysicalvisitto
atravelagency,forreviewingtheirofferedprograms,andthen,takingadecision,eitherchoosingone
oftheiroffersorplantovisitsomeotheragenciesforreviewingotheroffersthatmaybeapprovedby
thecustomertolaunchhistrip.Nowadays,thisprocesshasbeenwhollydifferentandbecameshorter.
With thismassivedevelopment in telecommunicationservicesandsmartdevices, thesearching,
decisionmaking,ordering,andpayingcanbecompleted“electronically”withinacoupleofminutes
(Zsarnoczky,2017).Onlinetravelagenciesplayedasignificantroleinthisdomain.Websiteslike
Expedia,Orbitz,Hotels,TripAdvisorhavemadethedecisionmakingprocessmucheasierforthe
consumers.

ItisworthmentionedherethattheefficiencyoftheDSSincreasesthecompetitivenessamong
thetouristservicesproviders.Forinstance,theonlinebookingsystemsofflightticketshavemadethis
competitionharderbythecomparabilityofprices,especiallywiththeriseoftheeconomyairlines.
Therefore,thecompaniesthatcouldn’tkeepupwiththerapidevolutionoftheindustrywereforced
outofthemarket(Zsarnoczky,2017).

Oneofthemostexciting,promising,andconstantlyimprovingfieldsofAIisRobotics.Many
experimentsovertheworldhavebeendonetointroducetheuseofrobotsinprovidingtourismand
hospitalityservices. Itcanbeapplicable inhotels for roomservice,conciergeservices,cleaning



International Journal of Information Systems in the Service Sector
Volume 14 • Issue 1

7

andluggagehandling.Withinrestaurants,robotscanplayaroleinfoodpreparationandcatering
services.Intravelagencies,theycanbeusedtoprovideinformationuponrequest,andintourism
guidanceaswell.Inadditiontotheirimportantroleinairportsecurity.Robotscanbeusedtodetect
concealedweapons,detectandrecognizefaces.Itisworthtomentionherethatthebrilliantfuture
andpromisingusageofrobotshasbeenmanifestedclearlyduringtheCOVID-19crisis,whilethey
haveactuallythepotentialtoreducethehuman-to-humancontact.

Fromdifferentperspective,andasoneofthemostattractivetechnologiesofAI,VirtualReality
(VR)playsabigroleinmoderntourism.Withspecialglasses,theindividualcanlook“virtually”
intoatourismdestinationoraheritagesite,androamaroundandthrough.Itisacomputergenerated
three-dimensionalenvironmentthatofferanexperiencetobepartofthisvirtualenvironment(Huang
etal.,2016).

AugmentedReality(AR)isadifferenttechnologicalsolution,wheredigitalelementsareprojected
intoareallifespace,soitisusedtoenhanceourpresent/realenvironment.UnlikeVR,whichtotally
transmitstheindividualfromtherealenvironmenttoawholenewenvironment,ARonlyaugmentsthe
surroundingsbyaddingsometypeofgraphics,sounds,videos,text,etc.Fortourismapplications,AR
canbehelpfulinpresentingallneededinformationaboutartifactsinamuseumbyusingsmartphone
camera,insteadofwaitingforaguidetoexplaineachandeveryone(Camps-Ortuetaetal.,2021).
Therefore,increasingtheuseofwearabledevicesfortourismpurposeswillopentheroadforanew
generationofemployingtechnologicalmediationintourismexperiences(Tussyadiahetal.,2017).

2.3.4 Alternative Payment Options
Nowadays,globalcommercefacesanewrevolutioninthemoneytransactions,transfer,andcash-flow
concept.Theexistenceofthecryptocurrencyunderestimatestheroleofbanknotemoney.Certainly,the
emergenceof“Bitcoin”andtheothercryptocurrencies,inadditiontotheinnovationintheelectronic
paymentsystemsaffectdramaticallyontourismingeneralandovertheworld,aswell.

Blockchain,also,isplayingabigroleinthisdigitaltransformation.Blockchainisanewinnovative
paymentsystemconsistsofashareddatabaseforalltransactionsdonebycryptocurrencyforamassive
amountofusers.Thisemergenttechnologyprovidestheuserwithahigherlevelofencryptionthat
ensuresinterventionfreetransactionsandsaferdatahandling,whilethesetransactionscannotbe
modified in any way. This technology operates the transactions without any intermediate agent.
Thismethodbenefitsinprovidingbettersecurityandeliminatinganyadditionaltransactioncosts.
Obviously,thisevolutionwillsignificantlyeffectondifferentpartiesintourism.Thelargestservice
intermediatorslikeAirbnbandBooking.comwillbethemostaffected.Theyareatriskoflosinga
largemarketshare,whiletouristsandserviceprovidersaredealingwiththeirtransactionsdirectly.

3. RESEARCH METHodoLoGy

3.1 Research Hypotheses
Theresearchhypothesesofthisstudyassesstheeffectofintegratingtheemergingtechnologieson
tourismagenciesandhotels.Allhypotheseshavetobetestedstatisticallydependingonthequantitative
researchmethod.Theproposedresearchmodel(Figure1)consistsoffivedeterminantsasfollows:
efficiency,productivity,profitability,effectiveness,andmarketing.Accordingly,thisstudyexamined
thefollowinghypotheses:

H1:TheintegrationofICThasasignificanteffectontheefficiencyoftourismagencies.
H2:TheintegrationofICThasasignificanteffectontheproductivityoftourismagencies.
H3:TheintegrationofICThasasignificanteffectontheprofitabilityoftourismagencies.
H4:TheintegrationofICThasasignificanteffectontheeffectivenessoftourismagencies.
H5:TheintegrationofICThasasignificanteffectonthemarketingoftourismagencies.
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3.2 Research Instrument’s design
Thisresearchrequiresasurveyquestionnairetoenablecollectingtheneededdataobtainedfroma
randomsampleoftourismagenciesallocatedinseveralcitiesinJordan.Thissurveywasdistributedto
theamountof72tourismagenciesfromthebiggestfourcities(seeTable1).Asmentionedbefore,the
researchmodelofthisstudyhasfivemajordeterminants,orconstructs,todeterminetheperformance
andthebusinessactivitiesoftourismagencies.Efficiency,productivity,profitability,effectiveness,
andmarketingareinfluencedbytheadoptionandtheapplicationofICT.Eachdeterminantwastested
withinthequestionnairebyfourstatements(Table2).Thesestatementswereevaluatedbyfive-levels
ofagreementdependingonfive-pointLikert-typescales(Chomeya,2010;Pallant,2005).

4. dISCUSSIoN

4.1 Reliability Test
Reliabilityanalysisisanimportantstepinanyquestionnaireanalysis.Itisthedegreeofaccuracyof
collecteddataandtheconsistencyofmeasurements.Forthisstudy,themostpopulartechniquewas
usedwhichistheCronbach’scoefficientalpha(α)(Field,2009;Pallant,2005).AsmentionedbyHair
etal.(2009),Cronbach’sαvaluescloseto1.0areexcellentreliability,over0.8aregood,intherange
of0.7areacceptable,andbelow0.6areconsideredtobepoor.Accordingly,asshowninTable3,all
Cronbach’sαvaluesofeachvariableareabove0.7,andfromtheacceptabletotheexcellentlevel
ofreliability.Theseresultsindicatethatthestatementsofeachmeasurementitemwerepositively
correlatedtooneanother,andtheyareindependentmeasuresforthemeasurementitem.

Forotherevidencetothequestionnairereliability,anothermeasurewasusedtoassesstheinternal
consistency,whichistheinter-itemcorrelation.Inter-itemmeasurementmeasuresthecorrelation
among statements for each item (Hair et al., 2009). The correlation value from 0.10 to 0.29 is
consideredtobesmallcorrelation,from0.30to0.49ismediumcorrelation,andfrom0.50to1.0
islargecorrelation,alltheseconsiderationsareforbothpositiveandnegativecorrelations(Pallant,

Figure 1. The research model

Table 1. The distribution of the research survey over the cities

City No. of participated tourism agencies

Amman 36

Irbid 17

Zarqa 12

Aqaba 7

TOTAL 72
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2005).Theinter-itemcorrelations’valuesarerepresentedinTable3.Itisclearthatallthevaluesare
above0.3.TheseresultssupportedtheresultsofCronbach’sα.Andasaresult,thesevaluessuggest
thatthequestionnairewasreliableresearchinstrumentandmeasurementtool.

4.2 Validity Test
Thevalidityofascalereferstothedegreetowhichitmeasureswhatit issupposedtomeasure.
Constructvalidity is thedegreeof the relationbetween theoperationalmeasurewith theoretical
conceptbeinginvestigated(Sekaran,2003).Itisusedtoensurethattheinstrumenttrulymeasures
whatitisintendedtobemeasured.Factoranalysisismostlyassociatedwiththeconstructvalidity.It
isusuallyusedforempiricallyexaminingtherelationsbetweenitemsanddeterminingthevariation
betweentheminordertorecognizethegoalfromexistingthefactorasameasureintheinstrument
(Pallant,2005).Therearetwomainapproachestofactoranalysiswhichtheyare:exploratoryand
confirmatory(Bacon,1997).Theauthormentionedthattheexploratoryfactoranalysis(EFA)isoften

Table 2. The complete statements of the research questionnaire of this study

Efficiency (EFC)

EFC1:DoyouagreethattheintegrationofICTisimprovingservicequality?
EFC2:DoyouagreethattheintegrationofICTisimprovingthecompanyimage?
EFC3:DoyouagreethattheintegrationofICTisenhancingthecustomers’satisfaction?
EFC4:Doyouagreethatvisualtoursattracttouristsandimprovetheirbackgroundknowledgeabouttheplacetheyare
goingtovisit,inadditiontoimprovingtheirplanningforthetour?

Productivity (PRD)

PRD1:DoyouagreethattheintegrationofICTisenhancingthedailyproductivityofyouremployees?
PRD2:DoyouagreethattheinnovativepracticesofICTenableyoutoachieveacompetitiveadvantageoverother
competitorsinthemarket?
PRD3:DoyouagreethattheintegrationofICThelpsinbuildingchannelswiththesuppliers(Airlines,hotelchains,
andcarrentals)andimprovethecorebusiness?
PRD4:Doyouagreethattheinnovativemobilecommunicationandappsaregoingtobethenexthigh-demandtoolto
facilitateserviceprovide?

Profitability (PRF)

PRF1:DoyouagreethattheintegrationofICTisimprovingthecompany’sprofitability?
PRF2:DoyouagreethattheintegrationofICTisreducingthebusinessoperatingcosts?
PRF3:Doyouagreethate-bankingservicesandonlinepaymentisausefulandsecuremediumoftransactions?
PRF4:Doyouagreethatthesuppliers(airlines,hotelchains,andcarrentals)aredistributingtheirproductsthrough
onlinereservationplatforms(e.g.booking.com),ordirectlythroughtheirwebsiteswillnegativelyaffectyourbusiness?

Effectiveness (EFV)

EFV1:DoyouagreethattheintegrationofICTiseffectivelyenhancingthetourismserviceprovidingingeneral?
EFV2:Doyouagreethatwell-designedwebsitesandupdatedwebandsocialmediacontentswouldaffectpositivelyon
yourbusiness?
EFV3:DoyouagreethatadoptingTIS(TourismInformationSystems)iseffectivelyimprovingyourstrategicplanning
andtakingthecorrectdecisionsinyourbusinessactivity?
EFV4:DoyouagreethatusingCRM(ConsumerRelationshipManagement)iseffectivelyenhancingthequalityofyour
customercare?

Marketing (MRK)

MRK1:DoyouagreethattheintegrationofICTisopeningnewmarketsforthecompany?
MRK2:Doyouagreethatsocialmediaisaneffectivemediumofmarketingandpromotiononlinetoyourtargetgroups
oftourists?
MRK3:Doyouagreethatonline(Web,socialmedia)promotionsshouldbegivenmorepriorityoverthetraditionalway
ofmarketing(TV,newspapers)?
MRK4:Doyouagreethatmarketingthroughsearchengines(e.g.GoogleSEM)hasagreaterimpactonyourtarget
customers?
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usedintheearlystagesofresearchtogatherinformationabout(explore)theinterrelationshipsamong
asetofvariables.Whiletheconfirmatoryfactoranalysis(CFA)isamorecomplexandsophisticated
setoftechniquesusedlaterintheresearchprocesstotest(confirm)specifichypothesesortheories
concerningthestructureunderlyingasetofvariables(Suhr,2005).Withinthisstudy,theEFAwas
usedsoastoexaminethecorrelationcoefficientsforallinstrument’sscales.Afterthat,theconvergent
anddiscriminantvalidityforallinstrument’sscaleswasalsoexaminedbyusingtheCFA.

TheEFAisasuccessfultechniquetoassesstherelationshipsamongvariablesforexploringthe
constructvalidityoftheinstrument’sscale.Herein,theSPSSstatisticalpackagewasusedtoanalyze
thefivescalesoftheproposedmodelofthisstudy.Accordingtothetestforthesignificanceofthe
itemsofscale,theCronbach’sαtestincaseofitemdeletedwasapplied.Table4presentsthevalue
ofCronbach’sαifanyoneoftheitemsisdeleted.ItshowsclearlythattheCronbach’sαdecreases
withdeletion.Whichmeansthatallitemsforeachscalearesignificantandtheyachievethereason
formtheirexistence,anddeletinganyoneofthemwillnotincreasethescale’svalidity.

TheEFAisausefulpreliminarytechniqueforassessingtheconstructvalidity,butitdoesnot
provideacompleteviewfortheassessmentofthemeasurement.Forthisstudy,theCFAapproach
wasappliedinordertoexaminetheconvergentanddiscriminantvalidity.Sekaran(2003)mentioned
thatconvergentvalidityanddiscriminantvalidityinvolvetheevaluationofmeasuresagainsteach
otherinsteadofagainstanexternalstandard.

Convergentvalidityisestablishedwhenthescoresobtainedwithtwodifferentmeasurement
scaleswhicharemeasuringthesameconceptwithhighcorrelation(Hairetal.,2009).Theauthor
alsostatedthattheconvergentvaliditysuggeststhatallitemsforaspecificconstructshouldconverge

Table 3. Cronbach’s alpha and inter-item correlations reliability results

Measurement items No. of statements Cronbach’s α Inter-item correlation

Efficiency 4 0.846 0.515–0.723

Productivity 4 0.920 0.658–0.746

Profitability 4 0.735 0.335–0.467

Effectiveness 4 0.853 0.493–0.706

Marketing 4 0.833 0.540–0.754

Table 4. Cronbach’s (α) if item deleted estimates

Cronbach’s α Cronbach’s α if item deleted

Efficiency 0.846
EFC1 EFC2 EFC3 EFC4

0.842 0.816 0.802 0.809

Productivity 0.920
PRD1 PRD2 PRD3 PRD4

0.906 0.859 0.893 0.877

Profitability 0.735
PRF1 PRF2 PRF3 PRF4

0.673 0.747 0.744 0.695

Effectiveness 0.853
EFV1 EFV2 EFV3 EFV4

0.809 0.723 0.803 0.814

Marketing 0.833
MRK1 MRK2 MRK3 MRK4

0.835 0.822 0.769 0.764
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highproportionofvarianceincommon.ForCFA,theAverageVarianceExtracted(AVE)shouldbe
usedinordertotesttheconvergentvalidity.AVEisusedtocalculatetheexplanatorypowerforall
variablesintheinstrumenttotheaveragevariation.HigherresultforAVEmeanshigherreliability
andhigherconstructvalidity.Byrne(2010)mentionedthattheconstructshaveconvergentvalidity
whenthecompositereliability(CR)exceedsthevalue0.7andtheAVEisabove0.5.Herein,the
AMOSstatisticalpackagewasusedtoanalyzethefactorloadingofthefivescalesoftheproposed
model.Theitemswithvaluesbelow0.4areconsideredtobelow-loaded(Hairetal.,2009).Table
5presents thefactor loadingvaluesofallscales, inadditionto theresultsofAVEandCR.It is
clearlyshownthatallofthefactorloadingsareresultingvaluesabovetheminimumvalueof0.4.
Additionally,allvaluesofAVEareexceedingtheminimumlimitof0.5andCRvaluesexceeding
0.7,whichmeansthatthereisnooverlapamongthemeasuresinthisstudy.Accordingtothat,these
resultsaresupportingtheinstrument’sadequateconvergentvalidity.

Discriminantvalidityisestablishedwhentwovariablesarepredictedtobeuncorrelated,andthe
scoresobtainedbymeasuringthemareindeedempiricallyfoundtobeso(Sekaran,2003).Discriminant
validityisapartofconstructvalidity.AccordingtoHairetal.(2009),discriminantvaliditycanbe
testedthroughtheinter-factorcorrelationsbycomparingtheAVEofeachfactorwiththesquare
valuesofinter-factorcorrelationsofotherfactors.TheAVEvaluesshouldbegreaterthanthesquare
valuesofthecorrelationsinordertosatisfydiscriminantvalidityrequirements,andasaresult,to
besupported(Pallant,2005;Sekaran,2003).Forthisstudy,thediscriminantvaliditywastestedby
comparingthesquarevaluesforcorrelationsbetweenconstructswiththebelongingvaluesofAVE
aspresentedinTable6.Theseresultsshowedthatallsquarevaluesofinter-factorcorrelationsare
lessthantheAVEvalues(thediagonalcells).Itmeansthattheconstructsareconfirmingadequate
discriminantvalidity.

4.3 Results discussion
TheStructuralEquationModeling(SEM)isageneralstructuralmodelingtechniquewhichiswidely
usedinbehavioralsciences,especiallyininformationtechnologyresearches.Itdescribesthestructural
relationshipsamongtheconstructsinthemodel.SkrondalandRabe-hesketh(2005)mentionedthat
SEMcontainstwotypesofmodels,themeasurementmodelandstructuralmodel.Measurementmodel
relatestheobservedresponsestothelatentvariables.Structuralmodelthenspecifiestherelations
betweenthelatentvariablesandregressionsofthelatentvariablesontheobservedvariablesinorder
todescribehowtheconstructsarerelatedtootherconstructsinthemodel(Awang,2012).Thesetwo
modelswereappliedwithinthisstudybyusingAMOS.

Table 5. Factor loading of the model’s measurement scales

Factor Loading AVE CR

Efficiency
EFC1 EFC2 EFC3 EFC4

0.668 0.889
0.842 0.816 0.802 0.809

Productivity
PRD1 PRD2 PRD3 PRD4

0.781 0.934
0.906 0.859 0.893 0.877

Profitability
PRF1 PRF2 PRF3 PRF4

0.512 0.807
0.673 0.747 0.744 0.695

Effectiveness
EFV1 EFV2 EFV3 EFV4

0.621 0.867
0.809 0.723 0.803 0.814

Marketing
MRK1 MRK2 MRK3 MRK4

0.637 0.875
0.835 0.822 0.769 0.764
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1. Measurement model assessment: Hair et al. (2009) recommended using the goodness-of-fit
(GOF)measuresinordertoevaluatethemeasurementmodel.Severaltestswereapplied,and
theresultsshowedthatthemodelisfromacceptabletogoodleveloffitwithvaluesasfollows:
Chi-square(χ2=429.145),degreeoffreedom(df=246),therelativeChi-square(χ2/df=1.744),
ComparativeFitIndex(CFI=0.949),Tucker-LewisIndex(TLI=0.932),IncrementalFitIndex
(IFI=0.948),andRootMeanSquareErrorofApproximation(RMSEA=0.051).Allresultswere
ingoodleveloffit,Chi-square(χ2)wasgreaterthanthedegreeforfreedom(df),CFI,TFI,and
IFIindiceswereabove0.90,finally,RMSEAwaslessthan0.08.

2. Structural model assessment:Withinthisstep,thehypothesizedmodelanditsentirerelations
amongconstructswereevaluated.GOFtests’resultswereasfollows:χ2=531.125,df=292,χ2/
df=1.819,CFI=0.9356,TFI=0.926,IFI=0.931,RMSEA=0.052.Allresultswereingoodlevel
offit.Furthermore,thestandardizedcoefficientswerepresentedinTable7.Itisclearthatwhole
standardizedpathcoefficientvalueswereintheacceptablerange(above0.30).Accordingly,these
resultsshowedagoodleveloffittothemodel,andasaresult,allpathcoefficients(hypotheses)
werestatisticallysignificant.

SEMgavearesultindicatingthattheICTisaffectingthewholeoftheproposedfactors(efficiency,
productivity,profitability,effectiveness,andmarketing)whichrepresenttheperformanceandbusiness
activitiesintourismagenciesinJordan.Thisresultsupportstheproposedhypothesesandsupports
theresearchmodel.Dependingonthesefindings, itcanbeconcludedthat theresearchmodel is
viableafteranexamination.ItcanbeconcludedthatadoptingtheICT,andemergingtechnologies
ingeneral,areakeyfactorforthefuturepresenceofthecompanyinthemarketanditsabilityto
compete.ThereportedresultsofthisstudyrevealthattheICTissignificantlyaffectingthebusiness
oftourismagenciesinwholethefivedeterminantsexaminedthroughthisstudy.Thefollowingisa
summaryoftheseresults:

Table 6. The results of discriminant validity test

EFC PRD PRF EFV MRK

EFC 0.668

PRD 0.527 0.781

PRF 0.524 0.312 0.512

EFV 0.182 0.192 0.063 0.621

MRK 0.170 0.265 0.323 0.189 0.637

Note: AVE values are on the diagonal (in bold font); all other entries are the correlations’ square values.

Table 7. The structural model assessment findings

Hypothesis Path Standardized path coefficient Hypothesis testing result

H1 ICT→EFC 0.44*** Supported

H2 ICT→PRD 0.62*** Supported

H3 ICT→PRF 0.37*** Supported

H4 ICT→EFV 0.41*** Supported

H5 ICT→MRK 0.53*** Supported

Note: *** p < 0.001
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1. Efficiency:TheintegrationofICTisimprovingtheefficiencyoftourismagencies.Itdoesn’t
affectontheserviceprovidingqualityonly,butevenaffectsonthequalityoftheserviceitself
whichleadstoanincreaseinthethecustomers’satisfaction.Touristswillbeabletodiscoverthe
placetheyareplanningtovisit,improvingtheirbackgroundknowledgeaboutit,andimproving
theirplanningforthetourasawhole.Thisintegrationwillpositivelyenhancetheimageofthe
companyinthemarket,aswell.

2. Productivity:EmployingICTintheworkplacewilldefinitelyimprovetheproductivityofthe
employeesandtotalbusinessactivity.Tourismagenciesagreedthatthecomputerizedsolutions
andtelecommunicationtechnologieswillimprovetheirrelationshipwiththetourismservice
providersandsuppliers,andopennewmarketsthatcouldnotbereachedbefore.They,also,agreed
thatthefutureofserviceprovidingwilldependonsmartapplicationsandonlinepayments.

3. Profitability:Digital transformation,directlyor indirectly,will improve theprofitabilityby
reducingbusinessoperatingcosts.Onlinepaymenttoolsandmoderne-bankingserviceshave
mademoneycollectingeasier,faster,moreaccurate,andsafer.Tourismagenciesareblamingthe
massivedistributionoftheonlinereservationsystems.Theirusabilityandaccessibilityfeatures
attractandallowthetouriststoplan,reserve,andpayforacompletetourbythemselveswithout
anyinterferencefromthetourismagencies.Thismaynegativelyaffecttheagencies’profitsand
generalrevenues.

4. Effectiveness:Theresultsconfirmedthatthecompletecontentandwell-designedwebsitesand
socialmediaprofilesofthetourismagenciesarepositivelyandeffectivelyaffectingontheir
businesses.Theutilizationofcomputerizedinformationsystemsandtoolssuchas:TIS,CMS,
andHMS,willimprovethemanagementoperationofthetourismindustryingeneral.

5. Marketing:Theyagreedthatsuccessfulmarketingandadvertisementplanswillimprovetheir
competitivenessandexistenceinthemarket.Itwillopennewmarketswhichcanbereached
remotely.Noonedeniesthatsocialmediaplaysabigroleinthismarketingasanew,rapid,and
freelyaccessiblewayofcommunicationwithoutanybarriersoftime,placeandculture.

5. CoNCLUSIoN

Tourismactivityisbusiness-to-consumer(B2C)whichtargetsagroupofindividualconsumers.Thus,
individualshavebecomeanintegralpartofthebusinessmodel.Atpresent,emergingtechnologies
havebecomeinvolvedinallaspectsofourlives,personalandbusiness.Itaffects theeconomies
ofallcountriesovertheworld.Whilethetechnologyisthebackboneofinnovationanddrivesits
development,includingthetourismandhospitalityindustryaswell.Thedevelopersofinformation
systemskeepprovidingthemarketwithnew,creativeandinnovativesolutions.Therefore,thisdigital
transformationandtheadoptionofICT,inadditiontothenetworkstechnologyandInternet,leadto
ahugeupgradeinthetourismindustryandimprovetheorganizationalandadministrativepractices
intourismmanagementingeneral.

TheintegrationofICTintourismandhospitalitybecomesthefutureofthetourismindustry.
Thisevolutioncanbeconcludedasaneweraofelectronicservicesprovidinginthefieldoftourism
called“e-tourism”,whichpromisestoopennewhorizonsintourism.Manyinnovativeapplications
suchas:computer(online)reservationsystems(CRS)inaviationandhospitality,thespreadofsocial
mediaapplicationsandmarketingthroughthem,community-basedservices(Uber,Airbnb),artificial
intelligenceapplications,interactivetechnologies,GPSservices,inadditiontothenewalternative
electronic payment options through cryptocurrencies, blockchain applications, and others. This
developmentine-ticketingande-paymentcreatessomenewpositivefeaturesintheworldoftourism
andtravel,andmakesthetravelservicesandtheirrelatedpromotionandmarketingeasierandfaster.

The empirical study conducted through this research work had been done over 72 tourism
agenciesfromdifferentcitiesinJordan.TheresultsofthisstudyrevealedthatintegrationofICTinthe
tourismindustryimprovestheefficiencyoftheservicesprovidingbythetourismserviceproviders,
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suppliers,anddistributes,whichwillefficientlyimprovecustomers’satisfaction.Theproductivityof
theemployeesinthetourismagenciesisimprovedbyadoptingICTwhichwillimproveinbuilding
widerchannelswiththesuppliersoftourismservices.Theprofitabilityoftourismagenciesisaffected,
aswell.EmployingICTreducesthebusinessoperatingcostsingeneral.Itwasnotedthattourism
agenciesareblamingtheself-reservationbycustomersviaonlinereservationplatformsordirectly
throughthesuppliers’websitesthatitisnegativelyaffectingtheirbusinesseswhilethecustomercan
finishhis/herplanningforatour(traveling,transportation,accommodation)withoutanyinterference
fromtheagencies.

From a different perspective, the integration of ICT is effectively enhancing the tourism
serviceprovidingingeneral.UsingsomecomputerizedsolutionssuchasTISorCRMdefinitely
willeffectivelyimprovetheirbusinessandpositivelyaffectingtheircustomers’satisfaction.Froma
marketingperspective,utilizingICTtoolswillpositivelybeenrichingtheirmarketingmediumsand
morespreadingtheiradvertisingcampaigns.Withoutadoubt,web2.0technologyandsocialmedia
appsplaythebiggestrole.

Dependingontheaforementionedresults,itcanbeconcludedthattheintegrationofemerging
technologiesimprovesthebusinessesoftourismagencies.Thefailureinkeep-pacewithtechnology
influencesthesuccessandexistenceofthesebusinessesinthefuture.Itmeansthatbothresearch
questions have been accomplished. Therefore, the integration of the emerging technologies is
unavoidableforthecontinuedexistenceofserviceprovidersinthemarket.Ithasbeenrevealedthat
theworldisheadingtowardsatechnologicaltransformation,whiletourismisnotanexception.This
evolutioninemergingtechnologiesandthedigitaltransformationreflectedfromthisdevelopment
willnotstop.ThedevelopmentinITserviceswillcontinuouslyeffectsonthemethodofdelivering
tourismandhospitalityservices.AIapplicationsandcryptocurrencieswillplayabigrole in the
futureoftourism.
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