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ABSTRACT
Information and communication technologies, or ICT, have revolutionized societies’ daily lives and the economy’s 
development on a global scale. Senior tourism is considered a sector in solid expansion, and, as such, it matters to 
understand the importance that these tourists attribute to these technologies. The association between tourism and 
digitalization gave rise to the concept of “smart tourism”. So, it is essential to have the necessary skills to be active in a 
world mediated by the internet. It is not just tourist destinations that have evolved in the present digital age; tourists, 
themselves, have also changed. However, this digitalization has not equitably reached the entire senior population. 
The main goal of this article is to analyze the internet use by older tourists to plan their trip to the Algarve before the 
COVID-19 pandemic crisis. It has the specific objective of identifying and exploring what type of service they sought 
the information. The results indicate that there are statistically significant differences between different groups of 
respondents regarding the use of the internet to plan a trip to the Algarve. 
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1. Introduction
In tourism, digital transformation plays a central role, contributing to the dissemination of tourism prod-
ucts and services, allowing stakeholders and tourists to enjoy the benefits of globalization and social 
changes (Erdogan, 2021).

Society is becoming increasingly digital, systematically resorting to the use of the internet. Information 
and communications technologies (ICT) have become progressively more present, due to their accessibil-
ity and effectiveness, nowadays reaching its peak (Lee et al., 2020). Technologies thus play an important 
role in the development of numerous economic sectors, among which tourism is no exception (Medeiros 
et al., 2021).

ICT proves to be efficient and innovative when there is a diffusion within a social system, in which vir-
tual reality technologies, augmented reality, image identification and recognition technologies are consid-
ered as the most promising technologies (Lee et al., 2020). In the opinion of Tsao et al. (2019), technologies 
such as virtual reality and augmented reality are a strong resource for seniors to rebuild their general 
awareness of their life value, philosophy and stories. These authors also argue that reminiscence thera-
pies, using ICT, enable the activation of memories and cognitions in the older tourists, thus contributing 
to the prevention of dementia.

Information technologies are currently more accessible to the population, due to technological devel-
opments (Chang et al., 2019). The increase in accessibility is evidenced by the fact that 22% of the world 
population now own smartphones, 20% own personal computers (desktops and laptops), and 6% own 
tablets (Heggestuen, 2013). Smartphones are increasingly becoming the device of choice for consumers 
and tablets are gradually replacing traditional personal computers (Ko, 2018). In the realm of tourism, 
smart technologies have aroused great interest in the tourism field, since cities and destinations are in-
creasingly “smart” (Atembe, 2015).

Smart tourism involves several elements supported by ICT (Law et al., 2020), which in turn are respon-
sible for innovations in tourism (Buhalis, 2006; Buhalis et al., 2008). Furthermore, through interactive 
services and connectivity, ICT provides more accessibility and pleasure to tourists (Buhalis & Amaranggan, 
2014). Three forms of ICT are vital to having a smart destination: IoT, cloud computing and end-user inter-
net service system (Zhang et al., 2022).

Smart technologies are being developed by the tourism sector, with the awareness that they are very 
useful and practical for both consumers and providers of products and experiences. The use of smart 
devices in the tourist industry allows the maximization of the value of tourist resources and the produc-
tion of enormous social and economic benefits (Pai et al., 2020). On the other hand, smart technologies 
are assuming an important role in supporting consumers through the implementation of QR code and 
sensors (Komninos et al., 2013). All this allows tourists to obtain necessary and relevant information, com-
municate, share experiences, among other activities.

But it’s not just tourist destinations that have evolved in the present digital age, tourists themselves 
have also changed. In the last two decades, the intense use of ICT has resulted in a radical change, in terms 
of tourist consumer behaviour (Neuhofer et al., 2012; Buhalis et al., 2015; Neuhofer et al., 2015). Tourists 
are currently independent and skilled (Park et al., 2019) and have become more demanding, active and 
informed. They have seized new ways of searching for information and comparing, booking, interacting, 
sharing, complaining, reviewing and recommending (Buhalis, 2006; Buhalis & Law, 2008). Thus, according 
to Benckendorff et al. (2014) and Pearce (2011) these changes have shaped the digital tourist.

Tourists have been going through a great change, resorting to research, booking, personalization and 
communication, using new technologies. Due to the adoption of smart devices, more and more tourists 
plan their trip alone, without resorting to travel agencies, as they once did (Pai et al., 2020). Ko (2018) spec-
ifies that 88% of travel searches are done through personal computers and tablets and 27% are carried 
out through smartphones and search engines and online travel agencies have a dominant position in the 
marketing of hotels. The majority of hotel reservations are made from personal computers and tablets 
(81%), followed by reservations made through smartphones (21%). In the same study, it was possible to 
verify that search engines, family and friends are the most used sources of information for choosing ho-
tels.
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Currently, the search for information and online travel booking no longer occurs only through web-
sites. These provide services for choosing and booking hotels, selecting restaurants and purchasing air-
line tickets (Balasubramanian et al., 2015; Wang et al., 2016; Suki & Suki, 2017).

Airline companies are offering airline ticket booking applications that individuals can download to their 
mobile devices. According to Parker (2017), in 2016, only 13% of the US population used their mobile 
phone to book holidays online or buy plane tickets, this is because the process is more challenging than 
making online reservations using a personal computer.

The development of the digital world has given rise to concepts such as digital competence, which 
involves the confident and critical use of Society and Information Technologies (IST) in work, leisure and 
communication. In this context, it is necessary to have digital literacy, that is, to have the necessary skills 
for a person to be an active member in a world mediated by the internet. In the western world, the senior 
population has been adapting to this digital age. The percentage of internet-users aged 55 and over has 
been increasing steadily in almost all European countries (Pesonen et al., 2015). 

According to Eurostat information, in the EU-27, in 2019, some 28 % of the EU-27 population aged 
65-74 years made at least one online purchase (for private purposes). In 2018, the percentage who par-
ticipated in tourism for personal purposes (therefore excluding tourism linked to business purposes) was 
49% (Eurostat, 2020). 

In addition to the internet, senior people also use electronic devices to their advantage. Some studies 
show that they use smartphones and tablets to access electronic health services, to make social connec-
tions, to read books on the internet and for communication in general (Hardill & Olphert, 2012; Martin-
ez-Pecino et al., 2012; Wan & Chan, 2013).

However, this digitalization has not reached the entire senior population in an equitable way. In a study 
carried out with the Swiss senior population, it was possible to verify that younger seniors use the internet 
more when compared to older seniors, and in this study, only 4.9% of seniors aged 85 and over use the 
internet regularly (Friemel, 2014). It was also observed that gender differences in internet use disappear 
when education, marital status and technical interest are similar in both genders. It was also observed 
that family and friends are strong influencers on the use of the internet (Friemel, 2014). Other studies 
indicate that the internet is used much less by retired older people (Shim et al., 2005) and by those with a 
lower level of education (Batra, 2009). Retired seniors, as well as senior people with a lower level of edu-
cation, are more dependent on travel agents (Alén et al., 2017).

This was the context of the project ACCES4ALL - Accessibility for All in Tourism (2017-2019) that devel-
oped a case study of an age friendly and digital bus stop, with availability of Wi-Fi and information through 
an interactive panel to be located at the Faro International Airport, in the Algarve.  The universal acces-
sibility of information considers all users and should be addressed in this type of urban furniture. The 
question was whether older tourists have enough digital literacy to use these cutting-edge technologies.

Thus, as part of this project, surveys were conducted on older tourists (aged 60 and over) users of 
Faro International Airport. The questionnaires contained four sets of questions: information about the 
respondents, characterization of their mobility, information about the perception of universal accessibil-
ity conditions at bus stops, and their use of information and communication systems and technologies. 

The main goal of this article is to study the use of the internet by older tourists to plan their trip to 
the Algarve. It has the specific objective of identifying and analysing what type of service they sought for 
information.

2. Case Study - The Project Accessibility for All in Tourism
The Algarve is located in the southernmost area of continental Portugal, which allows for a privileged 
contact with the Atlantic Ocean and to enjoy a mild and inviting climate for the many visitors it welcomes 
every year. With 16 municipalities and 67 parishes, the region combines multiple landscapes from the 
coast, barrocal and mountains with tradition rooted in its people and their customs.

In 2020 the Algarve was the main destination in Portugal with 30.1% of the total overnight stays in the 
country, having the second largest share (22.5%) of the country in the number of hotel accommodations, 
and 38.6% in bed capacity, the highest number in Portugal.  In this region, overnight stays by tourists from 
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the United Kingdom accounted for 25.9% of the total overnight stays in hotels, the most represented 
market, followed by the German market (16.4% of total). Overnight stays in coastal areas accounted for 
98.4% of the total for the region and 38.7% for the country, also the largest share (Instituto Nacional de 
Estatística, 2021).

Faro International Airport is located in central Algarve, the southernmost region of continental Por-
tugal, and represents the main gateway for tourists to the region. Opened in the 1960s, it serves the 
Algarve region, Baixo Alentejo and together with Seville airport, also serves the Spanish community of 
Andalusia, especially the province of Huelva on the border with Portugal, 65 km east of Faro. According 
to ANA (2019), the airport operates international and domestic flights, mainly tourist oriented and with 
pronounced seasonal peaks. It handles over 40,000 flights per year, and the busiest time for air traffic is 
between March and October, especially during the summer months, when thousands of tourists, mostly 
from the UK, choose the Algarve and southern Spain for their vacations. In the months of July and August, 
Faro Airport records averages close to 200 flights per day and handles more than 25,000 passengers per 
day. In 2019, Faro Airport handled 9,009,000 passengers.

The main goal of the Project ACCES4ALL was to develop a pilot study of an accessible, smart and sus-
tainable bus stop to be located in the most important transportation hub in Algarve, the Faro Internation-
al Airport. A collaborative approach was developed which considered different interconnected actions: 
contacts and workshops with institutions and enterprises; questionnaire-survey for older tourists at Faro 
Airport; walking and observing people with visual disability and people in wheelchairs in the city of Faro 
and at Faro Airport. 

In this project ICT are considered a key tool for promoting equity in access to information. Information 
accessibility according to the universal design approach should be systematically applied to modal inter-
faces. Therefore, it was important to understand the digital literacy of older tourists and their experience 
in the use of the internet to plan a trip to the Algarve.

3. Methodology
To understand the needs of older people in terms of their mobility and communication, a question-
naire-survey was developed by the research team.  It considers four sets of questions: (1) information 
about the respondent; (2) characterization of their mobility; (3) information of the universal accessibility 
of a bus stop; (4) use of information and communication systems and technologies. The characterization 
of older tourists was made considering gender, age, level of education, professional occupation, country 
of residence, city or town where they reside, disabilities affecting mobility and the need for technical aids 
to get around the town.

The survey was developed for foreign older tourists aged 60 or over, considering that an older person 
is defined by the United Nations as a person who is over 60 years of age (UNHCR, 2018). The outbound 
markets for Portugal go beyond the European countries, where the ageing population is considered to be 
over 65 years old (Eurostat, 2020). Residents in countries such as Brazil, Canada and the United States of 
America seek out the national territory (Padinha et al., 2021). 

 Inquiries were developed in April, August and September 2018 and conducted randomly by profes-
sional inquirers at Faro International Airport, mainly in waiting areas before departure. During the survey, 
the interviewers used photographs to explain technical aspects to older tourists. Inquiries, totalling 851, 
produced considerable data that was introduced into an electronic file, using advanced statistical analysis 
capabilities of IBM SPSS Statistics for Windows, version 26 (IBM Corp., Armonk, N.Y., USA). Because of the 
low frequency of participants who were 90+ years old, 85+ year old participants were grouped.

This article only focuses on the use of information and communication technologies, referring to the 
fourth part of the applied questionnaire surveys. It should be noted that in this part, there are only two 
questions regarding the use of the internet to plan a trip to the Algarve and the indication of the type of 
service for which the older tourists sought the information.  

The characterization of the older tourists was made by gender, age, level of education, disability condi-
tion and country of residence. Bar graphs, representing frequency of use of the internet for making reser-
vations related to a trip to the Algarve by age, level of education, gender, disability condition and country 
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of residence, were created with error bars representing a 95% confidence interval. The chi-square test of 
independence was used to assess the statistical significance of relationships between the several groups 
of older tourists for each characteristic regarding the use of internet for making reservations related to 
a trip to the Algarve. The level of statistical significance was set at 5%, thus whenever results provided  , 
it was assumed that there is statistical evidence to consider that the study variables are dependent and 
that the differences tested are statistically significant. To improve the performance of the chi-square test, 
in the case of the analysis by age and by level of education, only 3 groups were considered, namely 60-
69, 70-79 and 80+ and namely Basic+Secondary, Vocational and Higher Education. The error bars in the 
bar graphs complement chi-square test results indicating the groups (by age, gender, level of education, 
disability condition and by country of residence) with significant differences regarding the study variable 
(the use of the internet for making reservations related to a trip to the Algarve) by looking for the overlap 
of the correspondent error bars. 

4. Results
To characterise the respondents, 60.7% are male and 39.3% are female; 44.8% are in the age group 60-69, 
39.8% in the age group 70-79 and only 15.4% aged 80 or over.  Considering the different levels of educa-
tion, 25.7% Basic Education and Secondary School, 54.0% Vocational/Technical Training and 20.3% have a 
Higher (Tertiary) Education (Table 1). 

Table 1. Characterisation of the Sample of Older Tourists

Variable Category
Sample

n %

Gender
Male 513 60.7

Female 332 39.3

Age group

60-69 376 44.8

70-79 334 39.8

+ 80 129 15.4

Level of education

Basic Education and Secondary School 214 25.7

Vocational/Technical Training 450 54.0

Higher (Tertiary) Education 169 20.3

Source: Own Elaboration

In respect of the disability condition, 25.3% answer that they have some disabilities affecting their mo-
bility. In terms of country of residence, the respondents came from more than 30 countries, mainly from 
Europe as 40.6% came from the United Kingdom, 13.8% from Germany, 8.6% from Ireland, 7.8% from 
France, 4.5% from The Netherlands, 3.3% from Italy and 3.2% from Belgium, just to indicate the main 
ones. This data is in line with the data from the main source markets present at Faro International Airport 
in 2019. Regarding the origin of the demand, five international markets represent 84.3% of the total pas-
sengers processed: United Kingdom, Germany, Ireland, France and the Netherlands (Padinha et al., 2021).

The total percentage of elderly tourists surveyed that use the internet is 97.5%, which means that the 
vast majority of respondents use the internet (Vieira et al., 2022).

4.1 Use of the Internet to Plan a Trip to the Algarve
70.3% (589) of the senior tourist respondents used the internet to plan a trip to the Algarve, 65.8% (558) 
used it to make flight reservations, 53.3% (452) for accommodation reservations, 10.7% (91) for transfer 
reservations, 0.6% (5) for public transport reservations and 2.6% (22) used it to make other reservations. 
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4.2 Use of the Internet to Plan a Trip to the Algarve by Gender
When analyzing the data concerning male senior tourists, it can be seen that 68.9% (348) of them used 
the internet to plan a trip to the Algarve, 64.3% (328) used it to make flight reservations, 52.7% (269) for 
accommodation reservations, 8.0% (41) for transfer reservations, 0,6% (3) for public transport reserva-
tions and 2.7% (14) for other reservations. Regarding female senior tourists, 73.1% (239) of them used the 
internet to plan a trip to the Algarve, 68.7% (104) used it to make flight reservations, 15.1% (50) for transfer 
reservations, 55.1% (183) for accommodation reservations, 0,6% (2) for public transport reservations and 
2.4% (8) for other.

Figure 1. The use of the Internet to Plan a Trip to the Algarve by Gender 

Source: Own Elaboration

In this case, the results show that there are statistically significant differences between men and wom-
en regarding the use of the internet for transfer reservations, [χ2 (1; n=842)=10.28, p=0.001], suggesting 
that women are more likely to use the internet for transfer reservations than men. Nevertheless, there 
are no statistically significant differences between men and women regarding the use of the internet to 
plan a trip to the Algarve, [χ2 (1; n=832)=1.67, p=0.197], to make flight reservations, [χ2 (1; n=842)=1.71, 
p=0.192], accommodation reservations [χ2 (1; n=842)=0.456, p=0.499], public transport reservations [χ2 (1; 
n=842)=0.001, p=1] and other reservations.[χ2 (1; n=842)=0.089, p=0.829]. 

4.3 The use of the Internet to Plan a Trip to the Algarve by Age
Analyzing the data considering age, it can be seen that 89.2% (332) of the senior tourist respondents aged 
between 60-69 used the internet to plan a trip to the Algarve, 84.8% (317) used it to make flight reserva-
tions, 69.5% (260) for accommodation reservations, 13.1% (49) for transfer reservations, 0.5% (2) for pub-
lic transport reservations and 3.5% (13) used it to make other reservations. Moreover, 59.6% (195) of the 
senior tourist respondents aged between 70-79 used the internet to plan a trip to the Algarve, 54.5% (182) 
used it to make flight reservations, 44.9% (150) for accommodation reservations, 7.5% (25) for transfer 
reservations, 0.9% (3) for public transport reservations and 2.1% (7) used it to make other reservations. 
Finally, 41.7% (53) of the older tourist respondents 80 years old or over, used the internet to plan a trip 
to the Algarve, 39.8% (51) used it to make flight reservations, 28.1% (36) for accommodation reservations, 
10.2% (13) used it to make transfer reservations. As for the use of the internet to make public transport 
and other reservations, none of the older respondents aged 80 or over used it.
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For this case, the results show that there are statistically significant differences between the different 
age groups regarding the use of the internet to plan a trip to the Algarve, [χ2 (2; n=826)=131.21, p<0.001], 
to make flight reservations, [χ2 (2; n=836)=117.03, p<0.001], to make accommodation reservations, [χ2 (2 ; 
n=836)=81.57, p<0.001] and to make transfer reservations, [χ2 (5 ; n=836)=5.48, p=0.05]. 

Moreover, the results suggest that there is a decrease in the use of the internet to plan a trip to the 
Algarve, to make flight reservations and to make accommodation reservations as the age increases. 

Moreover, the results suggest that there is a decrease in the use of the internet to plan a trip to the 
Algarve, to make flight reservations and to make accommodation reservations as the age increases.

Figure 2. The use of the Internet to Plan a Trip to the Algarve by Age

Source: Own Elaboration

4.4 The use of the Internet to Plan a trip to the Algarve by Level of Education
Concerning the use of the internet to plan a trip to the Algarve by level of education, it can be observed 
that 53.3% (112) of the older tourist respondents with Basic and Secondary Education used the internet to 
plan a trip to the Algarve, 48.1% (103) used it to make flight reservations, 35.0% (75) for accommodation 
reservations, 12.1% (26) for transfer reservations, 0.5% (1) for public transport reservations and 3.3% (7) 
for other. 72.5% (321) of the older tourist respondents with Vocational/Technical Training used the inter-
net to plan a trip to the Algarve, 68.5% (307) used it to make flight reservations, 56.7% (254) for accom-
modation reservations, (42) 9.4% for transfer reservations, 0.7% (3) for public transport reservations and 
1.8% (8) for other. 86.3% (145) of the older tourist respondents with Higher (Tertiary) Education used the 
internet to plan a trip to the Algarve, 82.1% (138) used it to make flight reservations, 66.7% (112) for ac-
commodation reservations, 13.1% (22) for transfer reservations, 0.6% (1) for public transport reservations 
and 4.2% (7) for other.

In the case of level of education, the results indicate that there are statistically significant differences 
between the different levels of education groups regarding the use of the internet to plan a trip to the 
Algarve, [χ2 (3; n=821)=51.03, p<0.001], to make flight reservations, [χ2 (3; n=830)=51.26, p<0.001], to make 
accommodation reservations, [χ2 (3; n=830)=42.84, p<0.001].



320   RibeiRo, Silva, azevedo, RoSa 

Figure 3. The use of the Internet to Plan a Trip to the Algarve by Level of Education

Source: Own Elaboration

4.5 The use of the Internet to Plan a Trip to the Algarve by Older Tourists with or without 
Disability 
Concerning the use of the internet to plan a trip to the Algarve by disability condition, 48.1% (99) of the 
older tourist respondents with disability used the internet to plan a trip to the Algarve, 43.0% (92) used 
it to make flight reservations, 33.6% (72) for accommodation reservations, 7.5% (16) for transfer reserva-
tions, no one used it for public transport reservations and only 0.5% (1) used it to make other reservations. 
In the case of the older tourist respondents without disability, 77.7% (488) of them used the internet to 
plan a trip to the Algarve, 73.7% (464) used it to make flight reservations, 60.0% (378) for accommodation 
reservations, 11.6% (73) for transfer reservations, 0,8% (5) for public transport reservations and 3.3% (21) 
for other reservations.

Figure 4. The use of the Internet to Plan a Trip to the Algarve by Disability Condition

Source: Own Elaboration
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The results reveal that there are statistically significant differences regarding disability condition and 
the use of the internet to plan a trip to the Algarve, [χ2 (1; n=834)=65.41, p<0.001], to make flight reserva-
tions, [χ2 (1; n=844)=66.8, p<0.001], to make accommodation reservations, [χ2 (1; n=844)=44.58, p<0.001], 
other reservations, [χ2 (1; n=844)=5.17, p=0.023],

Regarding the use of the internet for transfer reservations, there is no difference regarding disability 
condition, [χ2 (1; n=844)=2.86, p=0.091]. 

Regarding the use of the internet to make public transport reservations, as the values are very small 
the results are not valid.

4.6 The use of the Internet to Plan a Trip to the Algarve by Country
Concerning the use of internet to plan a trip to the Algarve by country 63.5% (212) of older tourists from 
the UK used the internet to plan a trip to the Algarve, 58.8% (200) used it to make flight reservations, 
47.4% (161) for accommodation reservations, 12.9% (44) for transfer reservations, only 0.9% (3) for public 
transport reservation and 3.2% (11) used it to make other reservations. In the case of older tourists from 
Germany, 65.5% (74) of them used the internet to plan a trip to the Algarve, 62.3% (71) used it to make 
flight reservations, 50.9% (58) for accommodation reservations, 8.8% (10) for transfer reservations, no 
one used it to make public transport reservations and 3.5% (4) for other reservations.

Figure 5. The use of the Internet to Plan a Trip to the Algarve by Country

Source: Own Elaboration

The results indicate that there are statistically significant differences regarding the use of the internet to 
plan a trip to the Algarve analyzed by country of origin of the respondents, [χ2 (4; n=825)=37.01, p<0.001], 
to make flight reservations, [χ2 (4; n=835)=40.16, p<0.001], to make accommodation reservations, [χ2 (4; 
n=835)=19.16, p=0.001] and for transfer reservations [χ2 (4; n=835)=20.18, p<0.001]. Nevertheless, regard-
ing the use of the internet for transfer ínsignificant differences. 

5. Conclusion
Senior tourism has been a field of special interest for researchers and the academic community, having 
emerged in various academic studies in gerontology, travel and leisure time, with the older tourists being 
increasingly one of the most prominent market segments in the tourism sector (Alén et al., 2017; Patter-
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son & Balderas, 2020). The debate about digital literacy of the older people has been increasing, since they 
currently have a higher level of use of technologies and the internet compared to previous generations 
(Martín et al., 2017). Senior people can play an active role in tourism travel planning through relational, 
information and communication technologies (Ramos-Soler et al., 2019) but the results of the present 
study show that, before COVID-19 pandemic crisis, the digital development of most senior persons were 
still lagging far behind. 

With the development of information technologies and mobile applications, tourism activity allows for 
the diversification, dissemination and sharing of tourist products (Medeiros et al., 2021), thus proving the 
relevance of understanding and exploring the importance of ICT in senior tourism and assessing wheth-
er this sector is prepared to use the innovative technologies before, during and after a trip (Mandić & 
Praničević, 2019).

The present research is focused on the use of the internet by older tourists before a trip considering 
a survey developed before the COVID-19 pandemic crisis. It analyses the use of the internet to plan their 
trip to the Algarve, making flight reservations, accommodation and transfer reservations, among others. 
The results show that, before COVID-19 pandemic crisis, there are many older tourists that have digital 
literacy and plan their trips online. So, this study provides some insights for tourism managers to design 
or adjust online information about the place of destination. The websites have to enable older people 
with access requirements, to operate independently, that is, with autonomy, guaranteeing equitable use. 
Tourism managers and ICT experts have to create accessible websites take into consideration the princi-
ples of universal design. 

The results show that there are statistically significant differences between the age groups, the levels of 
education, the tourists with(out) disability and the country of origin of the respondents. These differences 
confirm that there are a lot of older tourists who have no digital literacy. In fact, in a study developed by 
Wen et al. (2020) almost all senior tourists interviewed said they were afraid of using new technologies, 
especially when it comes to checking in at airports, hotels, and tourist attractions. And if they do not have 
any help from others to use this type of service, most older tourists interviewed are afraid and less willing 
to use smart technologies.

It’s not just travel bookings that are associated with the growth of smart tourism. Currently, all tourist 
spaces and departments use smart devices, such as self-service check-in kiosks at hotels, check-in ma-
chines at airports, self-service ticket offices, and tourist guide systems at touristic attractions (Pai et al., 
2020). Through the adoption of these smart devices, tourists thus benefit from a convenient and efficient 
system.  

According to Ramos-Soler et al. (2019), many senior people choose their travel destination according 
to their experiences, as well as the recommendations of friends, and in some cases contrast this informa-
tion with ideas found on the internet. In addition, the internet, considered as the most used information 
search tool, is often used to book accommodation and transportation. 

The use and impact of technologies are related to traveller satisfaction (Law et al., 2020). Likewise, the 
use of technologies tends to increase the quality of tourist trips (Hrnjić et al., 2016). One of the essential 
tools for the satisfaction of travellers are smartphones, which play a crucial role in the leisure experience 
(Kirova & Thanh, 2019). The satisfaction of the travel experience has a positive effect both on tourist’s 
happiness and on their intention to revisit the tourist destination (Pai et al., 2020), thus showing that it is 
beneficial for tourist destinations to invest in order to become smart destinations.

Smart destinations aim to improve tourist experiences through the use of the latest ICT and smart 
services (Boes et al., 2015). On the other hand, smart destinations are an innovative tourist destination, 
which guarantees sustainable development (Bifulco et al., 2016), capable of facilitating and improving the 
interaction of visitors with the experiences at the destination, and eventually the quality of life of residents 
(Lee et al., 2020). Finally, the construction of smart destinations has been focused on the needs of tourists 
and, through the combination of ICT, culture and innovation in the area of tourism, a quality service is 
promoted, tourism management is improved and the scale of economy increased (Buhalis & Amarang-
gana, 2014).

The 2020-2021 pandemic crisis is leading to the adoption of new approaches and technologies in the 
hotelier world (Lau, 2020). Live-streaming platforms and Wi-Fi 6 are promoted. 5G technology is installed, 
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which allows for better connectivity in terms of communication, and better use of artificial intelligence, 
the Cloud, the Big Data, the internet of Things, and other platforms. The pandemic has been reinforcing 
technological advances. Digitalisation tends to have a positive impact on the lives of senior persons. 

Senior tourists significantly contribute to the reduction of seasonality in tourism (Patuelli et al., 2016;  
Otoo &  Kim, 2018; Medeiros et al., 2021). There is, therefore, a need to rethink the use of ICT in this con-
text, in order to promote greater involvement of senior tourists, tourist companies and places visited with 
their history and peculiarities, providing them with new experiences (Zhang et al., 2022). ICT should make 
tourists more active, since the articulation with mobile devices allows a greater level of interactivity. In 
fact, the speed of technological advances is changing the way individuals perceive the environment and 
the way consumers interact with companies and their products (Flavián et al., 2019). This is happening in 
the choice of tourist destinations by senior citizens, and the information available online is a determining 
factor in the attractiveness of the territories.

Considering the strengths of the Project ACCES4ALL, it gives innovating information to the use of the 
internet and other digital tools. The survey influenced a collaborative design process to develop inclusive 
and smart bus stops considering the perceptions of the older tourists and people with disabilities. The 
proposed smart and interactive panel has intelligent features to allow its adaptation to different users’ 
needs (Rodrigues et al., 2018). In the case of elderly people, communication is attained, for example, using 
simple language. 

Although the sample size is appreciable, this study has some limitations. The results should not be 
extrapolated to tourists, in general, because the majority come from developed European countries. An-
other limitation of the study is the larger proportion of men (than women) and the small number of re-
spondents aged 85+ year old participants, probably with less digital literacy.
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