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1.1 Introduction

Tourism, as a service- intensive industry, has always been following closely 
and implementing state- of- the- art technologies. Nowadays, this sector tends 
to integrate the latest information technology applications such as Internet 
of Things (IoT) (Benckendorff et al., 2019). In fact, the entire tourism and hos-
pitality industry has been transformed by the increasing implementation 
of technologies. Neuhofer et al. (2015) indicate that innovative technologies 
have not only become an integral part of tourism but have also fundamen-
tally reshaped the way travel is planned, business is conducted and  tourism 
services are provided and received. Moreover, previous studies have found 
that traveller behaviours were changed due to the development of new tech-
nologies, which also result in new types of travel experiences (Jeong and 
Shin, 2019). For instance, the growing capabilities of cloud computing and IoT 
have revolutionized travellers’ experiences by bringing together  information 
searches, interaction, social networking and remote- control functionalities 
to travellers (Pesonen and Horster, 2012; Buhalis and Foerste, 2015; Huang 
et al., 2017; Buhalis et al., 2019; Jeong and Shin, 2019).

In recent years, the impact of IoT on travellers’ experience has been widely 
recognized by researchers and practitioners from various industries (Gretzel 
et al., 2015; Balaji and Roy, 2017; Novak and Hoffman, 2018). IoT refers to nu-
merous objects that can be equipped with sensors, digital logic and processing 
technologies to identify and integrate into communication networks to achieve 
common goals (Asghari et al., 2019). In other words, it allows objects to act 
smartly and make informed decisions under many  circumstances (Salman and 
Jain, 2019). In the tourism industry, IoT has  created new ways of interaction, 
data collection and analysis, and thus new opportunities for value creation 
and management (Xiang et al., 2015a). This leads to new levels of competitive-
ness among service providers in this industry and transforms the traveller’s 
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experience through providing high- quality services. In other words, it implies 
that IoT can trigger limitless possibilities for the development of the tourism 
industry by enhancing travellers’  experience (Gretzel et al., 2015).

Specifically, tourism destinations provide IoT ecosystems with  mobile 
applications and sensors to support travellers in interacting with their 
 surroundings (e.g. information search and navigation, interpretation of 
 cultural attractions etc.) (Tussyadiah et al., 2018). Physical limits imposed now 
have a limited influence on tourist experience at the destination (Tan, 2017). 
Furthermore, the coronavirus pandemic has placed great limits on  physical 
contacts and face- to- face interaction, thereby giving birth to travellers’ 
 Covid-19- related safety concerns. Many destinations have been  facilitating 
the use of IoT- enabled applications (e.g. Contact Tracing App (CTA)) as one 
form of safety and security strategy, to improve travellers’  experiences via 
eliminating their safety concerns (Pillmayer et al., 2021). Thus, it is  possible 
to argue that the advances in IoT technologies give travellers a novel way 
of  enjoying trips at a specific destination. Along these lines, it becomes 
 imperative to understand the extent, the triggering factors and the influences 
of IoT usage on the tourism industry.

The purpose of this chapter is to illustrate an in- depth understanding 
of the use of IoT in tourism and its impact on the travel experience. In the 
next section, we first review the previous research on the IoT application 
in tourism- related sectors, including destination management,  hospitality, 
transportation and intermediaries. Subsequently, the chapter critically 
 discusses the relationship between IoT and travel experience. Next, we 
 provide a future agenda for IoT applications in the tourism sector,  suggesting 
the solutions and recommendations for the use of IoT in tourism. The final 
section draws conclusions and makes final key points.

1.2 IoT Applications in Tourism

1.2.1 IoT applications in destination management

Destination management can be seen as a vital process that brings together 
different stakeholders and authorities to work towards a common goal to 
ensure the viability and integrity of destinations (Benckendorff et al., 2019). 
Digital technologies such as IoT can be useful in supporting destination man-
agement organizations (DMOs) to connect travel markets and travellers, as 
well as understanding today’s travellers’ preferences and behaviours (Jeong 
and Shin, 2019). Thus, in recent years an increasing number of destinations 
have adopted IoT technologies as a strategic tool for destination manage-
ment to support tourism experience creation and enhance efficiency and 
 effectiveness (Almobaideen et al., 2017; Li et al., 2017; Cimbaljević et al., 2019).

One of the common IoT applications in destination management is 
 attractions. For example, Disney developed and released an exclusive prod-
uct using IoT technologies in 2014, named MagicBand. Using MagicBand, 
visitors were able to access many facilities, including the theme park and 
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their hotel room, with just a touch of the wearable wristband, as well as 
buying food and merchandise (Borkowski et  al., 2016). Moreover, in San 
Francisco’s De Young Museum, visitors can access audio- visual materi-
als and testimonials revealing the hidden story behind Keith Haring’s art-
works by using Google Glass (Tussyadiah et al., 2018). Moreover, Chianese 
and Piccialli (2014)  propose an IoT- based smart museum system with user- 
friendly  intelligent apps to assist visitors. This system enhances visitors’ 
experience via provision of the relevant, real- time and precise information 
with respect to the particular segment and exhibition. Literature suggests 
that such may be the case with other attractions and entertainment as well 
(Alletto et al., 2015; Wang et al., 2016; Spachos and Plataniotis, 2020).

In addition, IoT has been used for data analysis in the process of 
 destination management. With the massive number of devices connected 
to the internet, a huge amount of real- time and context- aware data can be 
 automatically produced and analysed (Xu et  al., 2014). In the process of 
 destination  management, IoT applications are expected to automatically 
 collect and analyse the data about the destinations and travellers, which may 
help destinations become better and more effectively managed (Ammirato 
et al., 2018). In addition, DMOs can utilize these data to adjust their opera-
tion and strategies accordingly to enhance the travel experience and their 
competitiveness (Buhalis and Amaranggana, 2015). IoT technologies also 
 enable easy access to and interaction with context- aware information such as 
transportation, attractions, tours and hotels. Thus, they facilitate  travellers’ 
 interaction with and integration into their surroundings, increasing the 
 quality of experience at the destination (Benckendorff et al., 2019).

1.2.2 IoT applications in hospitality

As the goal of hospitality is to ensure a higher level of customer satisfac-
tion via highly personalized offerings (Berezan et al., 2015), IoT  applications 
play an essential role in the hospitality industry. More specifically, it helps 
service providers to, on the one hand, improve operational efficiency and 
 effectiveness with lower costs (Wu and Cheng, 2018) and, on the other,  ensure 
guest satisfaction by providing a more personalized guest experience and 
customized stay (Amer and Alqhtani, 2019). For example, Yuksel et al. (2020) 
proposed an IoT- based Paperless Buffet Management system for restaurants 
which is context- aware, customer- friendly and staff- oriented. This system 
 reveals that IoT can allow restaurants to forecast the crowd, update the menu 
and meal information easily, and thus improve operational  efficiency as well 
as service quality.

To enhance the guest experience, several exciting IoT solutions have 
been applied in hotels over the last decade, such as self check- in and check- 
out, keyless entry and room- controlling, used in Hilton and Starwood for 
 example (Buhalis and Leung, 2018; Car et  al., 2019). Moreover, Peninsula 
Hotels have applied IoT technologies to provide integrated services like 
tablet- controlled devices. These allow the guest to adjust room settings based 
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on their preferences, order room service, arrange transportation and find 
nearby attractions through in- room tablets (Kansakar et al., 2019).

1.2.3 IoT applications in transportation

Transportation is an integral part of the tourism industry (Marlina and 
Natalia, 2017). To date, IoT technologies have been applied to various as-
pects of the transportation industry which significantly affect the tourism 
 industry, such as intelligent transportation systems, shared mobility and 
smart  airports (Weng et al., 2017; Lykou et al., 2019; Benckendorff et al., 2019).

An intelligent transportation system integrated with IoT technologies 
during recent years has offered a faster, safer, more efficient and more user- 
friendly transport for travellers (Benckendorff et al., 2019). More specifically, 
with sensors embedded in such an intelligent transport system, physical 
 objects can be monitored in real time, and enormous data can be generated 
(Herrera- Quintero et al., 2018). For example, a vast amount of traffic data can 
be collected from physical devices, such as GPS, traffic lights, induction coils 
and video camera. This can assist in the improvement of public transport 
service quality and contribute to higher tourist satisfaction (Patel et al., 2019).

Shared mobility service has experienced significant growth in the 
 transportation industry by using IoT technologies over the last decade 
(Clewlow and Mishra, 2017). As part of the tourism product, this allows 
 tourists to use more diverse forms of transportations than ever before, such 
as bike- sharing, scooter- sharing and car- sharing (Stocker and Shaheen, 
2018). In addition, many taxi service companies, such as Uber and Lyft, have 
adopted IoT technologies to develop user- centric mobile applications, which 
combine real- time and context- aware services with a payment system as well 
as a review platform (Benckendorff et  al., 2019). They also allows tourists 
to order taxis on their smartphone at any time (Weng et al., 2017), trace the 
 vehicle and receive a notification when it arrives (Benckendorff et al., 2019). 
This, in turn, offers tourists more convenient, comfortable and enjoyable 
travel experiences (Meng et al., 2020).

Smart airport is becoming a buzzword in the era of IoT. It can be seen as a 
‘connected airport’ which is important for airport operations and  passenger 
experience (Lykou et  al., 2019). For instance, many airports such as Hong 
Kong International Airport have developed IoT- based mobile  applications 
that provide visitors with many functionalities, including updates on 
gates, flight times, baggage carousel numbers and personal recommen-
dations about nearby restaurants and shops (Hemdi et  al., 2016). Besides, 
with the  use of IoT, self- service systems in airports have been developed 
that provide self- service capabilities for a wide range of actions such as self 
and  remote check- in (Hemdi et al., 2016), self and remote bag drop (Mallick 
et  al., 2018), self- boarding and e- Border pass (Mayer, 2019). These smart 
 applications in airports can reduce passengers’ wait time, assist operation 
teams in tracking passengers, and appropriately arrange resources to ensure 
passenger  activities run smoothly (Luis et al., 2018).
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1.2.4 IoT applications in travel intermediaries

Travel intermediaries are firms that connect travel suppliers with customers, 
who are considered as intensive users of information (Benckendorff et  al., 
2019). In the era of IoT, the tourism industry structure has been  transformed 
due to its fragmented and information- intensive nature (Sharma et al., 2020). 
In particular, the spread of IoT technologies has transformed the consuming 
styles and distribution channels in the tourism sector. Travel service providers 
need to use smart technologies such as mobile applications, websites, social 
media and Augmented Reality (AR) for attracting new  customers (Mohseni 
et al., 2018), and enhance the quality of service as well as  operational efficiency 
(Sharma et al., 2020). Besides, the application of IoT in  intermediaries enables 
the collection of data on tourist experiences and preferences. It  enables travel 
intermediaries to develop more suitable tourism spot packages and improve 
tourist loyalty and engagement (Car et al., 2019). For example, many travel 
agencies and tour operators have developed IoT- based mobile applications 
such as Ctrip and Qunar that allow travellers to find, compare and book tick-
ets, hotel rooms and rental cars and purchase other travel products. These 
provide real- time and convenient services for travellers as well as gathering 
associated information about their preferences and behavior.

1.3 IoT and Travel Experience

1.3.1 The role of IoT in the travel experience

Prior studies point out that travel can be seen as a ‘linear’ process, which 
includes three phases: pre- trip; during- trip; and post- trip (Wang and 
Fesenmaier, 2013; Neuhofer et al., 2015; Kheiri and Nasihatkon, 2015). Travel 
is a series of activities linked to these three phases, including information 
searching, travel planning, reservations making, visiting, dining and reflec-
tion (Huang et  al., 2017). Hence, from the temporal viewpoint, the travel 
 experience is often referred to as an ‘activity- based’ process (Neuhofer et al., 
2012).

Advances in IoT technologies have brought a wide range of smart 
devices and intelligent services into the tourism industry (Buhalis and 
Amaranggana, 2015; Gretzel et  al., 2015; Buhalis, 2019). It affects travel 
 activities within all stages of the travel process. During the preparation 
phase of a trip, IoT provides travellers with personalized information, 
giving them the ability to make wise and informed travel choices such 
as deciding which method of travel to take. It also ensures an effective 
transaction- oriented process such as reservation- making and payment- 
taking and  provides a cross- platform for travellers to communicate with 
service providers (Huang et  al., 2017). During the travelling period, IoT 
provides travellers with rich, real- time, and context- aware information 
due to its higher level of connectivity and accessibility. It keeps travel-
lers  informed of their current situation and assists them in making more 
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effective decisions (Verma and Shukla, 2019). At the post- trip stage, IoT 
 applications allow travellers to share their experiences with other people 
and service providers more easily.

In an effort to better understand the impact of IoT on tourist demands, 
Benckendorff et al. (2019) proposed a Mobile Technology Ecosystem which 
incorporates some key IoT- enabling technologies such as Radio- Frequency 
Identification (RFID), Near- Field Communication (NFC), Global Positioning 
Systems (GPS) and some sensing technologies. This system has demonstrat-
ed that IoT technologies can help change tourists’ behaviour and  demands 
by addressing a wide range of functional and informational needs. In this 
system, travellers use their mobile devices for a variety of management 
functions, including time management, navigation, dining reservations, 
 accommodation bookings, flight check- in and itinerary management. By 
taking advantage of IoT, tourists could simply use their mobile devices to 
receive rich information, location- based, customized and interactive  services 
(Buhalis and Amaranggana, 2015). The combination of everyday  objects 
transmitting data and people carrying sensing devices allow for the co- 
creation of travel experiences to occur in real time. Thus, it is undoubted 
that the use of IoT technologies in travel can significantly affect the tourist 
 experience by generating rich and real- time intelligence about tourists’ needs 
and wants and responding to them.

Despite insufficient academic studies having specifically investigated 
the influence of IoT on the travel experience, some scholars have demonstrat-
ed that smart technologies (e.g. geo- based technology, NFC, RFID, smart-
phones, wearable devices) have significantly affected tourists’ experience 
and satisfaction (Tussyadiah and Zach, 2012; Wang et al., 2016; Tussyadiah 
et  al., 2018). Gretzel et  al. (2015) point out that IoT is considered as one of 
the fundamental smart tourism technologies, which is reshaping the way 
 tourism services are provided and received. Almobaideen et al. (2017) further 
indicate that IoT offers a set of innovative services which make travellers’ 
trips more efficient and safer, such as location- based suggestions including 
restaurants, souvenir shops, shopping malls and banks; and even a restroom 
can be provided  during the trip. Thus, Li et al. (2017) have explained that IoT 
technologies play an essential role in reshaping tourist experience because 
they offer travellers a more personalized and ubiquitous tourism service that 
might exceed their expectations.

Based on these arguments, it is reasonable to conclude that the role of 
IoT in the travel experience is significant due to its unique abilities, such 
as informing, which refers to the ability to source and access informa-
tion while travelling; contextualizing, which refers to the ability to offer 
 contextual information based on contextual sensors; personalizing, which 
refers to the ability to combine contextual information with user data to 
provide personalized service; remote controlling, which refers to the ability 
to  control something from distance; and communicating, which refers to 
communication via social media or messaging. As shown in Table 1.1, IoT- 
based travel applications can affect tourists’ travel activities throughout the 
entire trip.
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1.3.2 IoT and perceived value

Perceived value has been considered as one of the most important fac-
tors affecting consumers’ post- purchase responses and behaviours (Hong 
et al., 2017; Pham et al., 2018), as well as satisfaction and loyalty (Ashraf 
et al., 2018; Chen and Lin, 2019; El- Adly, 2019). In the tourism literature, 
perceived experience value has also received increasing attention from re-
searchers (Kim and Thapa, 2018; Kim et al., 2019a; Oriade and Schofield, 
2019; Loureiro et al., 2020). Kim et al. (2015) have explained that perceived 
value of travel experience (PVTE) can be seen as the process by which a 
visitor receives, selects, arranges and interprets information based on their 
various experiences while travelling, to create a meaningful picture of the 
value of travel experiences.

Moreover, Pandža Bajs (2015) illustrates that perceived value is a concept 
that offers insight into how consumers perceive given products or services 

Table 1.1. The role of IoT in the travel experience.

IoT capabilities Description Travel applications/examples
Travel 
phases

Informing The ability to source and 
access information 
while travelling

•	 Attraction and destination 
guides

•	 Navigation

During- trip

Contextualizing The ability to offer 
contextual information 
based on the contextual 
sensors

•	 Push real- time notifications 
relative to location and context

•	 Live travel information (e.g. 
flight status, weather, safety, 
events and offers)

•	 Wearable devices (applied 
in the museum, theme park, 
galleries, etc.)

During- trip

Personalizing The ability to combine 
contextual information 
with user data to 
provide personalized 
service

•	 Recommender system (hotel, 
travel packages, flight tickets, 
etc.)

•	 Location- based suggestions
•	 Personalized hotel rooms

Pre- trip, 
during- 
trip

Remote 
controlling

The ability to control 
something from 
distance

•	 Smart hotel (self check- in/out, 
keyless entry, control the room 
from a mobile phone)

During- trip

Communicating The ability to 
communicate, such 
as social media and 
messaging

•	 Mobile social media (WeChat, 
Facebook, Tripadvisor, etc.)

Pre- trip, 
during- 
trip, 
post- trip
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and provides guidance as to how to create the product or service in order 
to nalyzi customers’ needs and expectations. Thus, understanding travel-
lers’ perceived value of travel experience with IoT is expected to provide 
insights into travellers’ post- purchase responses and behaviours in the era 
of digitalization.

This study develops the perceived value into two dimensions: 
 functional and emotional value. Functional value refers to the rational and 
 economic valuations made by individual travellers (Sánchez- Fernández 
and Iniesta- Bonillo, 2007). In the context of IoT usage, this also means the 
functional and instrumental benefits delivered by using IoT technologies 
while travelling, focusing on individual tourism consumers’ perception 
of utility and performance (Jamal et al., 2011). Emotional value has been 
defined as a product’s or service’s ability to arouse feelings or affect states 
(Sheth et  al., 1991). Following this concept, this study defines emotional 
value as travellers’ perceived specific feelings with the use of IoT tech-
nologies while travelling, such as comfort, security, pleasure, excitement 
and enjoyment (Jamal et al., 2011).

For instance, an increasing number of IoT devices in the tourism industry 
create opportunities for generating considerable amounts of data, known as 
big data, regarding travellers’ needs and preferences (Stylos and Zwiegelaar, 
2019; Stylos et al., 2021). Tourism stakeholders can get valuable insights into 
travellers’ preferences, ideas, values and behaviours from analysing these 
data, and thus provide the service in a more efficient and effective way (Kim 
et al., 2019b; Xiang et al., 2015b). This, in turn, leads to a higher level of per-
ceived value of travel experience by tourists.

1.4 A Future Agenda for IoT Applications in the Tourism Sector

Although much has been written about IoT in previous studies, there are still 
many IoT applications that are far from being fully addressed in the existing 
tourism literature. A discussion of the future agenda for IoT in tourism is 
therefore useful for both practitioners and scholars. Given this background, 
this chapter considers how IoT might change the future of tourism in four 
tourism- related sectors, including (i) destination management; (ii) hospital-
ity (iii) transportation; and (iv) intermediaries.

1.4.1 Destinations management

In recent years, IoT technologies are shifting destination management sys-
tems to smart destinations because of the connectivity of devices and  systems 
that travellers can, in turn, customize (Buhalis et al., 2019). It can further be 
posited that the application of IoT is reshaping the future of destinations by 
revolutionizing the way of interactions among travellers, services, products 
and destinations.
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Based on the roles of IoT applications in tourism and travel experi-
ences, it becomes imperative for researchers in the future to understand 
the extent, triggering factors and influences of IoT usage in the tourism 
industry. In addition, although the adoption of IoT technologies will be 
beneficial for the destinations and travellers, further research needs to 
 ascertain the negative impacts of IoT on destination management, to help 
destination managers to understand how to facilitate IoT adoptions and 
apply them properly.

Li et  al. (2017) point out that one of the most prominent future chal-
lenges to destinations is adapting business strategies, tactics and initiatives 
to the advancement of new technologies to meet consumer expectations. 
Travellers’ behaviour, preferences and expectations are changing with the use 
of  technology. Thus, destination service providers should pay more  attention 
to  understanding the needs, wishes and desires of travellers in the era of IoT, 
and create a successful future through adapting marketing strategies with 
IoT. In addition, DMOs also need to future- proof their technology frame-
work so that the destination management system can be easily  upgraded in 
tandem with the changing IoT technologies.

1.4.2 Hospitality

Kansakar et  al. (2019) point out that the future of the hospitality industry 
is being changed by the current advances in IoT technology. Many smart 
hospitality services (e.g. smart showers) can be expected to come about 
as IoT  technologies are becoming more mature (Kansakar et  al., 2019). 
Understanding how IoT shapes the future of the hospitality industry pro-
vides valuable  insights into business innovation (Haaker et al., 2021).

Some previous studies predict that potential future hospitality  services 
should include the personalization of experiences and digitalization of 
 services (Neuhofer et  al., 2015; Kansakar et  al., 2019; Buhalis et  al., 2019). 
Thus, future scholars could empirically investigate the relationship between 
IoT applications and guest experiences. This would provide insights into 
 travellers’ attitudes and responses to IoT usage. In this regard, researchers 
would be able to suggest improvements for designing IoT solutions for the 
hospitality industry.

In line with Pestek and Sarvan (2020), the hospitality industry should 
be urged to be more future- oriented and prepare fully for the planning of 
technology adaption. For example, in the post- pandemic era, safety will be 
a major concern for most travellers. Hoteliers should invest more in IoT- 
enabled, contactless technologies which can help increase guests’  comfort 
level and confidence in a safer stay. In addition, security and privacy 
 issues are major concerns among the difficulties besetting the IoT  industry, 
 especially at the consumer level. Guests appreciate the  prospective  benefits 
but are concerned with privacy and usability (Car et al., 2019). Thus, guar-
anteeing the privacy and security of guest information is essential for the 
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hospitality industry to improve customer satisfaction and build trust with 
guests.

1.4.3 Transportation

The application of IoT is predicted to have a transformative effect on trans-
portation and create seemingly endless possibilities and benefits for future 
travellers (Sodhro et  al., 2019). For example, some uncertainties around 
travel can be removed through the use of IoT. In particular, smart devices 
can offer visitors up- to- date information about transport or congestion at 
resorts.

According to Benckendorff et al. (2019), transport not only refers to the 
utility of moving from place to place, but it can also be integral to the tourism 
experience. Thus, future studies on the influence of IoT on the transporta-
tion industry should consider a deeper engagement with travel experiences. 
In addition, Shaheen and Cohen (2018) state that realizing the full potential 
of technology on transportation requires us to consider how users’ travel 
behaviour will respond to it. Providing a deeper understanding of the link 
between the IoT innovation process and travellers’ behaviour is necessary 
for future research.

In the transportation industry, IoT can be seen as the cornerstone of 
 future sustainable transport systems (Chavhan et al., 2019). Nowadays, IoT 
technologies are changing in a significant and unforeseen way. Thus, similar 
to destination management, the technology framework of transportations 
needs to be future- proofed so that the destination management system can 
be updated quickly with the changing IoT landscape. Furthermore, under-
standing how travellers make decisions and interact with IoT technologies 
would be helpful for the transportation industry to meet the traveller’s 
 future needs most optimally.

1.4.4 Intermediaries

Technological innovation unites all relevant stakeholder groups in the 
 tourism service ecosystem, which has witnessed a vertiginous transforma-
tion of the intermediaries’ industry (Stylos, 2019; Romero and Tejada, 2020). 
However, tourism literature on the relationship between IoT technology 
and intermediaries remains limited. Future scholars could further investi-
gate how IoT affects intermediaries, to provide insights into the potential 
impact of IoT on the business model, business opportunities and future of 
intermediaries in the tourism industry. Indeed, the role of IoT in supporting 
travel during Covid-19 should be examined. It would offer insights into how 
 intermediaries use IoT to innovate their service offerings.

In a post- Covid world, travel will become increasingly complex;  future 
travellers might have higher expectations and safety concerns for their trav-
el. Technological innovation will play an essential role in rebuilding traveller 
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confidence. Thus, future intermediaries should invest more in IoT applica-
tions to meet travellers’ requirements in the post- Covid era. Furthermore, 
intermediaries should pay more attention to finding out how IoT technolo-
gies are creating new habits and behaviours for travellers and then adjusting 
their business strategies appropriately.

1.5 Conclusion

This chapter provides valuable insights into how IoT technologies can 
reshape travelling experiences throughout an entire trip. As shown in 
Fig. 1.1, we develop a framework that supports a better understanding of 
the relationship among IoT applications, travel experience and perceived 
value, and future agendas. In particular, a number of IoT solutions have 
been developed in various industries linked to tourism, such as destina-
tion  management, hospitality, transportation and intermediaries that have 
changed the way in which services are provided and received in the  tourism 
industry (e.g., Apanasevic and Markendahl, 2018; Benckendorff et al., 2019; 
Car et  al., 2019). Given this background, it is reasonable to conclude that 
IoT plays a significant role in travel experiences, which in turn affect trav-
ellers’  perceived value. In this vein, we set a future research agenda for 
tourism scholars regarding IoT, as well as suggest an improvement for IoT 
 applications in the tourism sector.

Over the last decade, the value of IoT in the tourism industry has been 
widely acknowledged by both academics and practitioners. However, 

Academics

A future agenda for loT applications in the tourism sector

Practitioners

Functional value

Perceived value

Pre-trip

Destination
management Hospitality Transportation Intermediaries

During-trip

Travel experience

Post-trip

Emotional value

IoT applications in tourism

Fig. 1.1. IoT applications and travel experience.



20 M. Hu et al.

the tourism literature on the relationship between IoT technologies and 
 travel experiences in different tourism contexts remains limited. Hence, 
this chapter sets up a future agenda which identifies several promising 
directions for future studies on IoT applications in the different tourism 
 sectors, including destination management, hospitality, transportation 
and  intermediaries, as summarized in Table  1.2. This chapter has also 
provided a couple of  recommendations for tourism managers to enhance 
travellers’ experience and  improve their competitiveness. For example, 
we suggest hospitality managers invest more in IoT- enabled, contactless 
technologies to reduce the  impact of Covid-19, which might in turn im-
prove travellers’ satisfaction. Thus,  tourism managers could learn from 
this study and strengthen the basis of their practice. Furthermore, this 
study takes a summarizing perspective and therefore empirical analysis is 
lacking. This in turn may encourage more studies that can address critical 
cases  mentioned above.

Table 1.2. A future agenda for IoT applications in the tourism sector.

Tourism sectors Academics Practitioners

Destination 
management

•	 To understand the extent, the 
triggering factors and influences 
of IoT usage on destination 
management

•	 To ascertain the negative impact of 
IoT on destination management

•	 To understand exactly what 
tourists need and want in the 
era of IoT

•	 To adjust business strategies to 
the development of IoT

Hospitality •	 To examine the role of IoT in guest 
experience from the traveller’s 
perspective

•	 To suggest an improvement for the 
way to design IoT solutions for the 
hospitality industry

•	 To invest more in IoT- enabled, 
contactless technologies to 
reduce the impact of Covid-19

•	 To guarantee the privacy and 
security of guest information

Transportation •	 To consider a deeper engagement 
on travel experience

•	 To provide a deeper understanding 
of the link between the IoT 
innovation process and travellers’ 
behaviour

•	 To future- proof the technology 
framework of transportations

•	 To understand how travellers 
make decisions and interact 
with IoT technologies

Intermediaries •	 To understand the potential impact 
of IoT on the business model, 
business opportunities and future 
of intermediaries

•	 To understand the role of IoT 
in supporting travel during the 
pandemic

•	 To design IoT solutions to meet 
travellers’ needs in a post- 
Covid-19 world

•	 To find out how IoT is creating 
new habits and behaviours for 
travellers
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