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Introduction – The world is facing a new chalenge(1/4)

Before Covid 19

• New profile demand: high-tech, looking for new experiences and a more in deep engagement (Buhalis & Leung 
2018; Boztas & Hadwick, 2019). 

• Destination managers seek higher competitiveness while assuring sustainability and the quality of the destination 
(Xiang, 2018; Shafiee, Hasanzadeh, Ghatari, Jahanyan, 2019). 

• Increasingly important economic impact of tourism in the Portuguese economy, with a significant contribution of 
Lisbon as a tourism destination.

Source: Lisbon Airport, 2020

After Covid 19

• The situation is unprecedented. Within the space of months, the framing of the global tourism system moved from 
overtourism (e.g. Dodds & Butler, 2019) to nontourism, vividly illustrated by blogs and newspaper articles depicting 
popular tourism sites in ‘before’ and ‘after’ photographs (Cond_e Nast Traveller, 2020).

• Travel is absolutely central to epidemiology and disease surveillance. This also means recognizing that travel and 
tourism is both a contributor to disease spread and its economic consequences and is dramatically affected by it 
because of nonpharmaceutical interventions (NPIs) (Gössling, S., et al. 2020).



Introduction – The world is facing a new chalenge(2/4)

Source: UNWTO World Tourism Barometer May 2020
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Source: UNWTO World Tourism Barometer May 2020
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Future

• The general belief is that tourism will rebound as it has from previous crises. However, there is much evidence 
that COVID-19 will be different and transformative for the tourism sector.

• The COVID-19 crisis should be seen as an opportunity to critically reconsider tourism’s growth trajectory;

• The role of domestic tourism in the recovery and the longer-term transformation to more resilient destinations;

• The behavioral demand responses of tourists in the short- and longer-term, including (1) business travel and 
widespread adoption of videoconferencing; (2) avoidance of spaces that are more prone to infection; (2) growing 
importance of smart technologies that promote well-being, trust and less human contact

Source: Lisbon Airport, 2020



Objectives

Main objective:

Specific aims:

#1 Identify the smart technologies that optimize the tourist experience when visiting a touristic 

attraction;

#2 A metric proposal to evaluate “the smartness degree” of an attraction tourist;  

✓ How important are the smart technologies in tourist attractions from the tourist point of view?



Theoretical background

Source: Ismagilova, Hughes, Dwivedi, Raman, 2019; Zee, & Vanneste, 2015; Kandampully, Bilgihan, & Zhang, 2016).

Changing context 

for Tourism 

Attractions

Smart Tourism 
Technologies

Smart Tourism 
Attractions

STA’s Metric

✓ “New Tourist ”

✓ AI Technology

✓ IoT

✓ Augmented 

reality

✓ Virtual Reality

✓ Cloud Computing

✓ Mobile Technology

✓ Big Data

✓ everywhere Wi Fi

✓ Intelligent chat 

robot

✓ Wearable devices

STTs are technological media that tourist consumers use at all phases of their stages of
decision-making process and customer journey. These technologies enable tourism destinations
and suppliers to acquire better knowledge and understanding of tourists’ needs and to improve
their resource/asset management and performance.

TA that follow the technological advances and incorporate ((STTs) in their 
management functions 
(i) To better efficiency and effectiveness in terms of operations and performance;; 
(ii) to become more attractive in terms of offering value propositions,
(iii) to attain a competitive advantage in the market. 

How smart are tourism attractions?



A metric proposal

Main aspects

✓The Tecnological context 

High Tech and Low Touch environments to support multiple activities (e.g. telework;

teleconference; distance learning; home entertainment; e-health) to avoid human exposure to

hazardous situations;

✓The “after covid” tourist;

Over the last two decades, the widespread adoption and extensive use of ICTs (Web 2.0 tools, the 

extensive use of mobile technologies, Apps, smart devices, context and location-aware services 

have resulted in a radical shift of the tourist consumer behavior: more independent and skilled; 

more active and demanding; co-creators of unique tourist experiences; creating and sharing 

information and attempting to influence other users.

- More sensitive to health and to sustainability issues, tourist will tend to visit places free from 

infection hazards (e.g. virtual visits) or “safe places” and that respects the environment and 

contributes to the economic development and social well fare. 



A metric proposal

Main aspects

- Mapping the tourist journey (pre visit; visit ; after visit)

Before their visit experience, tourists use smart technologies to search for information on

relevant tourism services and select the tourist attractions that meet their own requirements from

a large number of tourist attractions and make their reservation and book in advance all tourism

products and services needed for their visit or trip;

During the visit itself, on site at tourist attractions, smart technologies (e.g. mobile tourism

guides, mobile recommendation systems, navigation systems, congestion management systems)

can be influential in all actions and interactions enhancing tourists’ ability to co-create and co-

manage their visit experience process;

After visiting, smart technologies (e.g. social networking sites) will be used to post tourist’s

experiences that can later be revived, comment on and recommend in order to form a complete

chain of opinions that will influence their peers and potential visitors.



A metric proposal
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