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In the digital age, tourism is undergoing a profound transforma-
tion driven by technological advancements (Pappas et al. 2021).
From virtual reality experiences to AI-powered recommenda-
tions, the integration of innovative tools is redefining competi-
tiveness and enhancing user experiences (Hoyer et al. 2020). The
tourism industry is no longer confined to physical travel alone;
instead, it extends into virtual, digital, and personalized realms
that cater to diverse consumer needs and preferences. The rise
of artificial intelligence, big data analytics, and immersive ex-
periences has enabled businesses to offer hyper-personalized
services while allowing consumers to engage with destina-
tions in new and exciting ways (Ma et al. 2024; Zhang 2025).
Additionally, the growing reliance on mobile applications, dig-
ital payments, and algorithmic pricing further exemplifies the
shift towards a technology-driven ecosystem (Parapanos and
Michopoulou 2023). A special issue dedicated to this theme,
comprising 13 research articles, sheds light on emerging trends,
challenges, and opportunities in tourism-oriented technology.

1 | Technology-Enabled Experiences
(Demand Side)

One of the critical aspects explored is Virtual Tourism
Experiences (VTEs). Baruah and Chatterjee (2025) delve into
consumer behavior in online reviews, offering valuable insights
into the design, delivery, and marketing of VTEs. As technology
continues to evolve, virtual experiences are expected to play a
pivotal role in bridging gaps between travelers and destinations,
making tourism more inclusive and accessible.

Similarly, Zhang and Wang (2025) focus on the role of tour-
ism short videos in stimulating consumer psychological and

behavioral engagement. Their study emphasizes that factors
such as information quality, perceived similarity, decision sup-
port tools, recommendation signals, and community atmosphere
contribute to a deeper cognitive and emotional connection with
destinations. The proliferation of social media and video content
platforms has made storytelling an essential tool for destination
marketing.

Gaming has also emerged as a significant contributor to tour-
ism experiences. Ting et al. (2025) examine how tourism-related
mobile games generate visit intention, with ease of play and mo-
tivation significantly shaping traveler attitudes. Uzunogullari
et al. (2025) take this a step further by exploring the sense of
place developed within video game environments, suggesting
that interactive experiences enhance the realism and appeal of
virtual tourism settings. These findings have profound implica-
tions for gamified tourism marketing strategies.

In the realm of heritage tourism, technology is playing a dual
role of preservation and engagement. Ma et al. (2025) synthesize
existing knowledge on technology integration in heritage tour-
ism, identifying both its potential benefits and inherent risks.
Meanwhile, Li et al. (2025) employ GPS data analysis to investi-
gate hiking-based linear heritage, demonstrating how location-
based insights can optimize visitor experiences.

Artificial intelligence is also revolutionizing tourism demand
prediction and decision-making. Nguyen et al. (2025) pro-
pose a deep learning methodology combining Convolutional
Neural Networks (CNN) and Gated Recurrent Units (GRU) to
efficiently predict Vietnam's tourism demand. Additionally,
Stergiou and Nella explore the role of AI-driven assistants such
as ChatGPT in influencing tourist decision-making. Their
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findings suggest that AI can provide accessible and diagnostic
recommendations, yet its effectiveness varies across different
destination contexts.

Algorithmic pricing is another area of concern in the digital
tourism landscape. Wang et al. (2025) investigate how the over-
reliance of Online Travel Agencies (OTAs) on pricing algorithms
affects trust and loyalty. Their research suggests that, particu-
larly during peak seasons, regular customers without premium
memberships often pay higher room rates than new customers,
raising ethical questions about fairness and transparency in
pricing strategies.

Lastly, inclusivity remains a key consideration in technology-
enabled tourism. Lukoseviciute and Nelson (2025) advocate for
accessible trail tourism by introducing a novel approach to trail
accessibility and difficulty rating. Their model considers indi-
viduals with mobility impairments, ensuring that the benefits of
tourism extend to a wider audience.

2 | Technology-Enabled Competitiveness
(Supply Side)

Beyond consumer engagement, digital tools also enhance
business success in tourism. Lopes et al. (2025) highlight
that Portuguese SMEs find digital marketing, updated web-
sites, social networks, and online reservation systems essen-
tial for sustaining competitiveness. In a parallel vein, Moisa
et al. (2025) emphasize the potential of leveraging digital foot-
prints for dynamic segmentation, ensuring that businesses
can tailor offerings based on individual preferences and per-
sonality traits.

The financial aspect of tourism is also witnessing a trans-
formation with mobile payment systems (MPSs). Hameed
et al. (2025) analyze the factors influencing the adoption of
MPSs in travel and tourism, identifying risk, tradition, and
usage barriers as critical determinants of user acceptance.
Given the rise of digital wallets and contactless payments,
businesses must address these concerns to encourage wide-
spread adoption.

Artificial intelligence is also impacting tourism supply-
side dynamics, particularly in demand forecasting. Nguyen
et al.'s (2025) deep learning model combining CNN and GRU
offers businesses a robust methodology for predicting tourism
trends, allowing for better resource allocation and planning.

Moreover, Stergiou and Nella's (2025) study on Al-driven rec-
ommendations highlights how AI tools can enhance destination
marketing and tourism service efficiency. Businesses leveraging
AT for customer engagement can gain a competitive edge by of-
fering more tailored and accessible experiences.

Lastly, Wang et al's (2025) findings on algorithmic pricing
present a significant challenge for businesses relying on OTAs.
While algorithmic pricing can optimize revenue, transparency
concerns may erode consumer trust and loyalty. Businesses
must strike a balance between profitability and fairness to sus-
tain long-term competitiveness.

3 | Conclusion

The insights presented in this special issue underscore the
transformative role of technology in tourism. On the demand
side, digital tools enhance traveler experiences, engagement,
and accessibility, while on the supply side, technology fosters
business competitiveness through improved marketing, seg-
mentation, and Al-driven forecasting. The rapid evolution of
technology continues to challenge traditional tourism models,
requiring businesses and policymakers to remain adaptable and
forward-thinking.

However, while technology offers significant advantages, it also
brings ethical considerations that cannot be ignored. Issues sur-
rounding data privacy, algorithmic fairness, and digital inclusiv-
ity must be addressed to ensure that the benefits of technological
advancements are equitably distributed. Additionally, while AI-
driven recommendations and automated pricing systems opti-
mize efficiency, they must not compromise consumer trust and
long-term industry stability.

As digital innovations continue to reshape the industry, it is
crucial to strike a balance between technological efficiency
and human-centric experiences. The integration of smart solu-
tions should aim to enhance—not replace—the emotional and
cultural richness of travel. Policymakers, businesses, and con-
sumers must work together to create a tourism ecosystem that
is innovative, ethical, and sustainable. The future of tourism lies
in its ability to embrace cutting-edge technologies while pre-
serving the authenticity and accessibility that make travel truly
transformative.
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