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Tourism and the Technological 
(r)evolution 
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“[…] information is the lifeblood of tourism and so technology is 
fundamental for the ability of the industry to operate.”  
Cooper, Fletcher, Gilbert, Fyall and Wanhill (2008:628)  

ICTs ICTs 
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eTourism (I) 

 
 

(Buhalis, 2003) 

Buhalis, 2003 



www.bournemouth.ac.uk 4 

eTourism (II) 

The digital revolution introduced by the internet, intranets and extranets 
provides unprecedented and unforeseen opportunities for productivity 
improvements, interactive management and dynamic marketing. 
 
As a result, organisations and governments are now, for example, able to: 
•  accelerate knowledge and information distribution;  
•  apply knowledge management at the widest possible coverage;  
•  increase their efficiency and productivity;  
•  improve and shorten the decision making process;  
•  enhance their communication and co-ordination efficiency;  
•  reduce their transportation, postage and communication costs; and  
•  support their interactivity with all stakeholders. 

(Buhalis 2003).  
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eTourism (III) 

•  eMarketing or eCommerce? 
•  Destination Managers are understanding that 

if well managed technologis can bring a 
tremendous added value to their business. 

  
•  The «internet revolution» brings: 

•  New way of marketing and selling the destination 
•  New business model 
•  … 

(Inversini et al., 2009) 
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Example I 

http://estonianfreepress.com 

NEW BUSINESS MODELS 
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Management & Experience 

Technology is crucial for the management of 
tourism releted information. 

 
 
Tourism is an experience which involves 

travelers. Modern travelers are exploiting 
technologies in all the different stages of the 
tourism goods consumption.  

 
Modern traveler is sophisticated and in constant 

need of information. (Buhalis and Law, 2008) 

 

(Buhalis, 2003) 

BUT 

(Gretzel et al., 2006) 
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When technologies get 
involved? 

Gretzel et al., 2006 

(Gretzel et al., 2006) 
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When technologies get 
involved? 

(Gretzel et al., 2006) 
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WHAT IS A WEBSITE? 
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“a cluster of pages” which is composed of “a unique node on the web” 

(O’Neill, 1998) 
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“hobby for Information System people”  
(Van der Geest, 2001)  
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Website Communication Model 
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WCM (II) 

Things 

People 
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Then what is a website? 

“a set of contents and services (pillar1), created by a group of 
people (pillar 3) and made available to a given group of end 
users (pillar 4) thanks to a collection of technical instruments 
(pillar 2), and it is situated within a given relevant market (5 
element)”. 

(Cantoni and Tardini, 2006)  


