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interactivity, personalization and security. Based on the conducted marketing research, the 

assessments of the levels of smart tourism technologies offered by the  Georgian destinations have 

been established. Using regression analysis, statistically significant values are obtained that reflect 

the impact of informativeness, accessibility, interactivity, personalization and security on the 

perception of smart tourism technologies, as well as the impact of perception of smart tourism 

technologies on   Georgian Tourists satisfaction. 

 

Introduction.  In the 21st century, the development of new technologies and means of 

communication is fundamentally changing the world. The introduction of Industry 4.0 leading 

technologies affects many sectors of the economy, including tourism (Stankov and Gretzel, 2020). 

Influenced by Industry 4.0, the concept of Tourism 4.0 envisages similar technological 

transformations in the field of tourism and hospitality, which brings significant public benefits 

(Buhalis et al., 2019). Consequently, the traditional tourism industry has entered the era of smart 

tourism (Neuhofer, 2012; Um  and Chung, 2019). Smart tourism is a universal information service 

that tourists receive during the travel process (Li et al., 2017). Smart tourism technologies (STT) 

belong to any form of information technology that tourists use to find information, transactions, 

communications, and create content (Yoo et al., 2017).  

STT includes general and specific applications that can enhance the tourists’ experience and create 

added value  (Neuhofer et al., 2015). STT includes both smart devices as well as social platforms, big 

data, ubiquitous connectivity through Wi-Fi, smartphones, mobile-connected devices, integrated 

payment methods, smart cards, artificial intelligence, and others, which have become particularly 

popular in recent times (Wang and  Li, 2013; Gretzel et al., 2015; Pai at al., 2020). Researchers 

distinguish between different characteristics of STT, based on which we can distinguish the following: 

informativeness, accessibility, interactivity, personalization, and security (No and Kim,  2015; Huang 

et al., 2017; Lee et al., 2018; Jeong  and  Shin, 2020).  Informativeness is the Integrity of quality, 

reliability, and accuracy of information provided by travel destinations via STT (Huang et al., 2017). 

Accessibility is a measure by which tourists can easily obtain and use the information offered by 

destinations through the STT (Huang et al., 2017). Users will find out more about destinations when 

STT access levels are high. Interactivity provides feedback and active communications with 

consumers when using STT (Tan et al., 2018). Personalization helps consumers to obtain specific 

information based on their needs through of STTs when planning travel (No and Kim, 2015; Jeong 

and Shin, 2020).  Security is determined as the protection of consumers' personal information when 
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using the STT. Therefore, many researchers view it as an important component of STT (No and Kim, 

2015; Huang et al., 2017).  Despite numerous studies on STT, there is less work related to smart 

tourism development in considering the COVID-19 pandemic. However, it is clear that the COVID-

19 pandemic is significantly expanding the use of smart travel technologies (Gretzel et al., 2020). It 

should also be noted that in the Georgian realities, some research has been carried out to study 

consumer behavior in the tourism sector  (Apil et al.,  2009; Todua and Jashi, 2016a; Todua and Jashi, 

2016b; Todua, 2017a; Todua, 2017b;  Todua, 2018; Todua, 2019a; Todua, 2019b; Urotadze, 2019a; 

Urotadze, 2019b; Urotadze, 2019c;  Urotadze, 2020; Todua, 2020; Seturi and Urotadze, 2020), but 

the specifics of using STT have not yet been studied. To fill this gap, we conducted market research 

in February-March 2021.  Based on the literature review, we propose the research’s conceptual 

framework (see Figure 1) and the following hypotheses:  

H1: Informativeness associated with  STT positively influence on the Perception of consumers. 

H2: Accessibility associated with  STT positively influence on the Perception of consumers.  

H3: Interactivity  associated with  STT positively influence on the Perception of consumers. 

H4: Personalization associated with  STT positively influence on the Perception of consumers. 

H5: Security associated with  STT positively influence on the Perception of consumers. 

H6: Perception of STT  positively influence on the consumers' satisfaction. 

 

 

 

Figure 1.    Conceptual framework of research 

 

Research Methodology. The study was conducted a personal survey of respondents. A 

systematic random sampling method was used. The survey was conducted among 620 respondents 
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using a well-structured questionnaire. The survey involved 237 men and 383 women, whose ages 

ranged from 18 to 45 years and who are active internet users. The confidence interval is 95%, and the 

standard deviation is 1,96%. To assess the attitude of consumers to Smart Tourism, a five-point Likert 

scale was used. The data collected for the study were analyzed by applying SPSS 21.0 package. 

Regression analysis was used for processing the received data (Malhotra, 2010).  

Research Results. The survey revealed the levels of STT information, accessibility, 

interactivity, personalization, and security offered by Georgian tourist destinations, which were 

assessed by respondents using a five-point scale, namely, in the order of values from 1 to 5 (see Figure 

2). As the analysis shows, respondents mainly assess the characteristics of STT at an average level. 

To test the hypothesis of interest, Regression analysis was carried out. Regression analyses 

were used to understand the interaction between the independent variables and the dependent 

variables. At first, investigated how the informativeness, accessibility, interactivity, personalization, 

and security of STT   influences consumers' perception (see Table 1).   The findings indicate the above 

variables are significant at the 5% level. This means that informativeness, accessibility, interactivity, 

personalization, and security are significant determinants of STT. 

 

 

Figure 2.  Levels of informativeness, accessibility, interactivity, personalization and security of 

STT provided by Georgian  tourist destinations 
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Table 1. Regression analysis of the impact of informativeness, accessibility, interactivity, 

personalization and security on perception of STT 

 Sum of 

Squares 

df Mean 

Square 

F P 

Informativeness Regression 3451.21 1 3218.12 321.602 0.000 

Residual 4172.44 618 9.92   

Total 7623.65 619    

Accessibility Regression 2391.26 1 3217.14 372.503 0.001 

Residual 4282.43 618 9.84   

Total 6673.69 619    

Interactivity Regression 2589.21 1 3428.19 321.302 0.000 

Residual 4185.42 618 8.89   

Total 6774.63 619    

Personalization Regression 3112.21 1 4113.18 971.401 0.000 

Residual 4267.41 618 6.81   

Total 7379.62 619    

Security Regression 3651.69 1 2919.17 573.405 0.000 

Residual 4267.47 618 9.71   

Total 7919.16 619    

 

Source: SPSS output based on own data 

 

Regression analysis was used to test how the perception of STT impacts on the consumers' 

intention to travel (see Table 2).   The results suggest that perception of STT plays an important role 

in the Tourists satisfaction. 

Table 2. -  Regression analysis of the impact of perception of STT on Tourists satisfaction 

 Sum of 

Squares 

df Mean Square F P 

Perception 

of  STT 

Regression 3031.43 1 3218.71 393.518 0.001 

Residual 4261.45 618 9.95   

Total 7292.88 619    

 

Source: SPSS output based on own data 
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In all cases discussed above P <0.05. This means that the differences between the groups 

studied are statistically significant. In view of the above, we can say that the H1-H6 hypotheses have 

been supported. 

Conclusions.  Our research showed that Georgian consumers positively perceive the 

characteristics of the STT offered by travel companies. However, they evaluate them at an average 

level. At the same time, the impact of STT characteristics on the perception of Georgian consumers 

and the intention to travel is relatively high. Statistical analysis reveals the reliability of the model 

used in the study. The study results showed that the characteristics of the STT we selected are relevant 

to the tourism industry. Therefore, research results have a theoretical and managerial implication in 

terms of using STT in the field of tourism. The study results will help managers employed in the 

tourism industry to broaden their understanding of the characteristics of STT and actively use them 

to communicate with their customers. 
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Abstract. Contemporary tourism is a complex and massive phenomenon; It`s a form to organize the 

vacation, means of getting to know the environment, sphere of services and entrepreneurship, a part 

of regional and state policy. There`s a large industry of using the recreational resources in modern 

developed countries, which brings significant revenues.  The mentioned industry includes recreational 

enterprises, resorts, sanatoriums, holiday houses and others, the main purpose of which is to maintain 
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