
PARIPEX - INDIAN JOURNAL F RESEARCH | O June - 202Volume - 11 | Issue - 06 | 2 | PRINT ISSN No. 2250 - 1991 | DOI : 10.36106/paripex

A
B

S
T

R
A

C
T Smart tourism has emerged as a global trend in the tourism sector. Every aspect of the tourism sector makes use of 

intelligence. In tourism services and offers, smart systems have become crucial. This study's aim is to design a smart 
tourism and smart tourist attraction concept. This also represents a smart way of managing and developing tourist 
attractions. Many studies on smart tourism have revealed a broad idea of smart technologies, tourist experiences, smart 
locations, and smart transportation. In compared to other domains, there have been comparatively few studies on smart 
attractions. More research into smart tourist attractions and their management is needed, according to this study.
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INTRODUCTION
The term "smart" has rapidly gained popularity in the tourism 
sector because of the usage of technology of information and 
communication (ICT) (Caragliu et al., 2011). Safety, health 
services, education, transportation, environment, 
management, water, energy, and sustainability are just few 
areas where smart systems have been adopted (X. Wang et 
al., 2016). Koo et al., (2013) addressed use of such smart 
systems to improve the tourist encounter and resource 
effectiveness. Y. Wang et al., (2020) indicated that many 
governments, state authorities, and corporate organizations 
across the globe are seeking to create smart tourism activities 
as well as initiatives in order to identify the significant 
potential for competitiveness with ICTs.  Smart tourism is the 
result of the growth of ICT applications, creative tools, and 
techniques to promote tourism. Smart tourism helps to utilize 
of allocated resources as well as expansion of stakeholder 
cooperation ––––(Boes et al., 2016). At the point of destination, 
it incorporates smart technologies to aid in the planning, 
design, and administration of tourism resources, assets, and 
experiences (Femenia-Serra & Neuhofer, 2018).

Smart tourism cannot be defined solely as a 'tourism + 
technology' term, but it  may be defined as using 
technological system to improve and facilitate tourism 
activities. It contains the technology that tourists use to 
enhance their experience throughout their trip or visit. It is, 
both conceptually and practically, a new paradigm which has 
resulted in the emergence of smart city development 
'(Buhalis & Amaranggana, 2013). It's an application of smart 
technologies like AI(artificial intelligence) technology, cloud 
technology, and the internet of things (IoT) in tourism for 
enabling better tourism services (X. Wang et al., 2016). It is 
also application of technologies of information and 
communication (ICTs) to develop new tools and ways for 
improving tourism (Gretzel et al., 2015).

The ST framework has been developed in response to the 
increasing use of ICTs and the requirement for long-term 
sustainability (Xiang et al., 2015). ST stands for "a range of 
smart technologies, such as sensors, beacons, mobile phone 
apps, radio-frequency identification (RFID), near-field 
communication (NFC), smart metres, the Internet-of-Things 
(IoT), cloud computing, relational databases, and others, that 
together form a smart digital ecosystem that fosters data-
driven innovations and supports new business models." 
(Gretzel, 2018). Several academics have been interested in 
the topic of smart tourism for the past five years (Xiang et al., 
2015). With the growing impact and use of smart technologies 
in tourism industry, effective research on smart tourism has 
increased. Several research related to smart technologies and 
platforms have been done. However, research on customers' 
perspectives in smart tourism is scarce (X. Wang et al., 2016). 

The emerging smart tourism research literature has 
concentrated on destinations and accommodation. There 
have been few studies on tourist attractions. In terms of 
technological advancement, (ML(Zhang Minli) & Wp(Yang 
Wenpo), 2012) proposed that a smart tourism system may be 
established using four types of ICT: cloud technology, 
artificial intelligence technology, Internet of Things and 
mobile communication. Smart tourism, according to several 
academics, is an ecosystem that includes a smart destination 
(spatial zone), a smart business network, and a smart 
technology nfrastructure. Smart tourism has three pillars: (i) 
improving tourism experiences, (ii) improving asset/ 
resource management, and (iii) achieving competitiveness 
with a focus on sustainability '(Buonincontri & Micera, 2016).

Smart devices and technology are utilized in the tourism 
business, (X. Wang et al., 2016) estimated that tourism will 
continue to grow dynamically. Future research, according to 
(Y. Wang et al., 2020), should incorporate appropriate smart 
tourism plans and qualitative approaches to design a new 
course for future study. Shen et al., (2020) suggested that 
future research could include a research concept relating to 
cultural and natural tourist attractions. Examining the 
similarities and contrasts between the two types of tourist 
attractions could be another area of research. Other tourist 
attractions could use as study sites for further research, and 
older travellers' perspectives on smart tourism attractions are 
encouraged. Empirical research related to some contexts in 
the tourism industry, like smart tourist attractions, is lacking. 
As a result, the purpose of this research is to define the terms 
"smart tourism" and "smart tourist attractions."

Tourist Attractions and Smart Tourist Attractions
X. Wang et al., (2016) stated that as smart technologies' 
influence on the tourism industry increases, so does research 
on smart tourism. In comparison to destinations, hotels, 
restaurants, entertainment, and traffic, the focus on tourist 
attractions study was less. According to Hanso, (2016), 
attractions are a vital part of tourism activities as these offer 
tourists a reason and purpose to enhance their visit and create 
memories. In the perspective of smart tourism, tourism 
services and offerings at tourist locations are more 
convenient and faster (X. Wang et al., 2016). This foresight aids 
in the expansion of tourism attractions through appropriate 
design and administration –(Ivars-Baidal et al., 2019). Smart 
tourist attractions (STA) can be constructed by knowing the 
needs and preferences of new age tourists, according to (X. 
Wang et al., 2016)

STA is an ICT-integrated picturesque place with smart 
facilities. Through digitalization, STAs assist visitors in co-
creating their experience. In order to achieve sustainable 
development, businesses must apply smart ways to make 
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their practices more environmentally and ecologically 
friendly to transform traditional tourist sites into smart tourist 
attractions, environmental impacts and technological 
advancement are required. STA's essential concepts were 
also examined in terms of tourist-resource preservation; 
manage the organization, tourism growth, public service, and 
decision-making (X. Wang et al., 2016). STA should also be 
equipped with smart technologies such as cloud computing, a 
data warehouse, and intelligent IoT, according to the report. 
These technologies offer a novel approach to improving the 
tourist experience, resource management, and STA 
competitiveness '(Buhalis & Amaranggana, 2013).

As a result, tourist attractions should come up with a strategy 
for integrating smart facilities, including smart devices and 
technology, to serve tourists. To design the STA, significant 
work, time, and resources are necessary. STA should make the 
customer journey more appealing, fascinating, and 
memorable. STTs aid in meeting the goals of building STA at 
the destination level (Shen et al., 2020). STAs should employ 
and control appropriate marketing communication to 
develop the tourist attractions to deliver an effective message 
to the potential customer (Shen et al., 2020).

Smart tourist and attractions
According to X. Wang et al., (2016) Smart tourism is being 
developed primarily for improving tourist experience. Due to 
the advancement of ICT, a new breed of experienced, 
sophisticated, and demanding tourists has emerged. Many 
research indicated main visitor wants in this informed era 
based on a broad review. It also recognized a number of new 
visitor behavior tendencies that have emerged because of 
technological advancements. These developments are 
caused by a variety of ICT tools, such as the internet, mobile 
phones, critical thinking, and price sensitivity, among others. 
Such tourists express their needs and behaviors in 
accordance with the social media age. While visiting tourist 
destinations, these travelers took advantage of digital tools, 
technology, self-service and booking applications. Greater 
worth, good quality, safety, wealth, and time are all things they 
appreciate. All of these new tourist era patterns provide 
problems for the growth of tourist attractions. As a result, 
developing smart tourism attractions from the perspective of 
new tourists is tough.

According to  Y. Wang et al., (2020), tourists use smart 
technology to communicate with other stakeholders and 
enhance their visit to tourist destinations. Smart travellers use 
STTs to take advantage of tourism services. These travelers 
utilize these platforms to share their travel experiences and 
knowledge in order to inspire others. This is accomplished 
with digital tools and platforms. The usage of ICTs has 
resulted in various changes in visitor behaviour over the last 
two decades. Tourists have become more reliant and skillful 
because of smart technology and devices. These smart 
technologies are to credit for enhancing tourist decision-
making]. A few research on connected tourist attractions and 
tourist experiences have been done. As a result, more 
research is required regarding this concept.

CONCLUSION
The study's purpose was to introduce the idea of smart tourist 
attractions and smart tourism. Firstly, significance of smart 
tourism and smart systems in the tourism industry is 
discussed. It emphasised the usage of smart systems in 
several aspects of the tourism sector in the modern days. At 
the destination level, smartness is being used to improve the 
visitor experience. It also explained how smart systems aid in 
administrative functions such as resource use. It emphasized 
the relevance of technologies of information and 
communication (ICTs) in the tourism sector for innovation and 
creativity.

The smart tourism idea and its integration with ICTs were then 

presented. The increasing use of ICT tools and apps is 
credited with the development of smart tourism. Many studies 
discussed how technology is employed in the tourism 
industry to help tourists and improve their experience at 
attractions. Artificial intelligence, the internet of things (IoT), 
and cloud computing are among technologies employed in 
smart tourism. Since the last decade, there has been a greater 
emphasis on smart tourism research. The majority of the 
research focused on travellers, locations, hotels, restaurants, 
and services. However, there are fewer studies on 
attractiveness. Smart tourism has an integration with 
numerous fields. More research is needed in the realm of 
attractions.

Finally, a smart tourist attraction concept was revealed. To 
transform a traditional tourist attraction into a smart tourist 
attraction, ICT technology, tools, and apps are required. Smart 
devices and smart technologies can help tourist attractions 
manage their resources more effectively. The integration of 
smartness with tourist attractions is beneficial to tourist 
attraction operation and management. Tourists can use of 
these unique smart technologies at sites to make their trip 
more memorable. As a result, smart tourist attractions can use 
the smart system to become more competitive and 
innovative.
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