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Abstract 
Smart tourism has become the importance component in tourism development. Technology 
attributes that suitable for tourism destination need to be highlighted. This study explores 
the knowledge and attitude of tourists towards smart tourism attributes. This preliminary 
study used an online focus group discussion is made with five panels of tourism 
stakeholders that representing the local tourist perspectives to discuss the attributes of 
smart for tourism destinations. The findings highlight the technologies for smart tourism 
that focus on mobile app, website, QR Code application, physical infrastructure and other 
requirement also been highlighted. This study can be used as a preliminary understanding 
on the potential of smart tourism destination. The framework also can give benefits the 
destination’s marketing and tourism stakeholders in planning and developing the smart 
tourism destination. 
Keywords: Smart Tourism, Technology, Stakeholders, Focus Group Discussion. 
 
Introduction 
Smart tourism reflects the integration between technology usage and the destination's 
sustainability (Zamfir & Corbos, 2015). The technology usage is importance as the industry 
has shifted towards a more technology-friendly industry, especially before the Coronavirus 
(Covid-19) pandemic, undoubtedly at a slow rate. The tourism destination required to 
adopt the technology to ensure it can get the competitive advantage and able to compete 
with the other destinations. 
 
In Malaysia, the concept of smart Tourism has become importance after the National 
Tourism Policy (NTP) 2020-2030 was launched on 23 December 2020 to ensure the 
continuity of the country’s tourism industry and make Malaysia a preferred tourist 
destination globally. In this policy, the Transformation Strategies is to embrace ‘Smart 
Tourism’. The introduction of Malaysia Smart Tourism 4.0 initiative launched by Tourism 
Malaysia on 5 April 2018 aims to take the industry to the next level by taking advantage of 
opportunities in the digital age. This highlights the importance of smart tourism in this 
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country. Therefore, the attributes of smart tourism need to identify to ensure the country 
can go inline towards the adoption of technologies. 
 
The smart tourism concept is very big Otowicz et al (2022) introduced fourteen dimensions 
mapped in the literature for smart tourism and their levels and the integrative review 
showed that collaboration, technology, and sustainability is the most research that been 
highlighted. Smart Tourism is a concept that combines information and communication 
technologies (ICTs) with tourism to enhance the visitor experience, improve the efficiency 
of tourism operations, and support sustainable tourism development (Gretzel et al., 2015). 
The big area of smart tourism is now required further actions . The stakeholder perception 
towards the technology in smart tourism need to be explored to ensure the tourism 
destination can take the necessary actions in implementing the technologies. 

 
Based on the matters discussed, this study used the focus group discussion to explore 
the potential of integrating smart tourism technologies for tourism destinations. The study 
aims to explore the stakeholder perception on technology for smart tourism destinations. 
This study findings offer stakeholders’ perspectives on their knowledge and experience in 
smart tourism. The panels are those who are knowledgeable about the tourism industry 
and experienced in travelling to smart destinations. This study also highlights what smart 
applications are deemed required for tourism destinations. 
 
Literature Review 
The literature in smart tourism is growing. Several systematic review on smart tourism 
(Otowicz et al., 2022; Ye et al., 2020) highlight the trends related to this study. Ye et al ( 2020) 
highlights the themes of technology and tourist behavior, perception, and experience 
constituted nearly two-fifths of all publications, followed by technology adoption, which 
reflected that the research emphasis on how smart tourism affects individuals remains 
a top priority. Meanwhile study by Otowicz et al (2022), the reviews of 14 operational 
dimensions of smart tourism, namely: collaboration, technology, sustainability, experience, 
accessibility, knowledge management, innovation management, human capital, marketing, 
customized services, transparency, safety, governance and mobility. This indicates the 
various areas of study related to smart Tourism. 
 
The technology in smart tourism varied. Washburn ( 2010) highlight technology that 
encompasses hardware, software and network. Derzko (2006) highlights three areas of 
technology namely a) Back – end that related to Sensors, RFID, NFC, Smart meters, beacons, 
cloud computing; b) front end that related to smart phones, mobile apps, contexts – aware 
systems, recommender systems and c) IoT that referring to the communication paradigm. 
Meanwhile, Guo et al (2014) identify smart Tourism on four core information and 
communication technologies: IoT, mobile communication, cloud computing, and artificial 
intelligent technology. 
 
The technology for smart tourism destination is also varied. Buhalis & Amaranggana 
( 2015) that indicates that smart tourism destination of “Bringing smartness into tourism 
destinations meaning that destinations need to interconnect multiple stakeholders 
through a dynamic platform mediate by ICT in order to support prompt information 
exchange regarding  tourism activities through machine-to-machine learning algorithm 
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which could enhance their decision-making process.” Meanwhile (Gomes et al., 2017) 
highlighted that the opportunities for a place to become a smart tourist destination are; (a) 
information and communication technologies does not require much investment (b) 
possibility of network of municipalities as a platform for collaboration (c) high usage of 
internet by tourism companies (d) easy access of internet to tourist (e) rising use of 
smartphones during trips/vacation (f) rising use of social networks during travels. This 
indicates the needs or preference by visitors / tourist while traveling. 
 
Finally, on the application related to the smart destination, there were several applications 
that have been used at smart destination. In the study by (Kashima & Morita, 2017) foreign 
tourists access Japan Travel portal site by PC, tablet and smart phone, by scanning QR Code, 
Smart Tourism related Apps can be downloaded. Meanwhile, in the study by (Gomes et al., 
2017), the use of technologies and new process management and marketing is used on; (a) 
Placement of sensors in tourist areas; (b) Marketing actions on social networks; (c) GPS 
Systems; (d) Relational marketing system; (e) Business intelligence System at destination; 
(f) Online reservation centres; (g) Mobile applications (app); (h) Virtual assistant in the 
website; (i) Augmented reality; (j) Online surveys with destination companies; (k) Online 
surveys with tourists; (l) QR codes; (m) Totens Touchscreen; (n) Wi-Fi with free access in public 
spaces; (o) Wi-Fi with free access in tourist information centers;(p) Video guides; and (q) Audio 
guides. 
 
This indicates various application in smart tourism destination. However, further exploration 
is required to identify the technology that demand by the visitors at the destinations. 
Therefore, this study focused on exploring the stakeholder’s perception on smart Tourism 
destination in Malaysia. 
 
Methodology 
The research design of this study is an exploratory research setting. The focus group 
discussion is used to obtain data from a purposely selected group of individuals (O.Nyumba et 
al., 2018) There are four steps employed for focus group discussion: research design, data 
collection, analysis, and reporting of results (Morgan, 2014) 
 
As part of the interview guide, each participant must fill the consent form to ensure their 
voluntary participation. They were informed of their right to withdraw or discontinue the 
participation at any time. Due to the Covid-19 pandemic, a focus group interview was 
conducted using online interviews via Google Meet. This study used the mini focus group, 
where the researchers only convene a small group of between two and five participants 
(Kamberelis & Dimitriadis, 2005).They are made up of individuals with a high level of 
expertise within the tourism realm (Hague, 2002). 
 
The participants are selected among tourism academics, tour guides and tour operators 
who have experience in the tourism industry. Reliability of data was established by 
comparing responses from each participants focus groups. Trustworthiness of inferences 
was ensured by multiple coding, audit trail and member checking with focus group 
participants who reviewed the themes for validity. The content analysis is used for data 
analysis to discuss the attitude and knowledge about smart tourism and sustainable 
tourism behaviours at a tourism destination. 
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Findings and Discussions 
The Informants of this study are experienced tourists and also stakeholders in the tourism 
industry. Table 1 highlights the profile of Informants. There are five Informants in this study 
who represent the stakeholders of the tourism industry. There are two academicians in the 
tourism industry and three industry players \ participate in the study. 
 
Table 1 
Profiles of Informants   

Code Informants Location 

RP1 Event management and tourism educators Kedah 

RP2 Tour Operators Langkawi 
RP3 Tour Operators Selangor 
RP 4 Tourism educators Selangor 
RP5 Tour Guide Pahang 

 
Smart Tourism Destination 
The first part of this finding highlights the attributes of smart tourism destinations. 
Informants are required to share their knowledge and experience of smart tourism 
destination. Figure 1 highlights the final theme of smart tourism destination. The main 
themes are mobile app, website, QR code, and smart tourism destination requirement. 

 
Figure 1: Final theme for smart tourism destination 

 
The first component of smart destination is the mobile application and technologies. 
Mobile technologies, especially smartphones and their application, significantly influence 
smart tourism development (Dorcic et al., 2019) The mobile app is synced with sensors 
installed in tourism destinations, which are used to monitor traffic, energy, air quality, or 
crowds' density (Gajdošík, 2018). Besides, the role of mobile applications and the app to 
sync with smart destinations characteristics are also highlighted. The mobile app 
highlighted in this study focuses on the need in Malaysia 
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tourism to establish a mobile application for smart tourism destinations (Dorcic et al., 
2019). Hence, the proper planning for the mobile application used for smart tourism 
destinations in Malaysia is vital. Notably, their need for mobile applications is diverse. 
 

“While travelling, I need something convenient to make a booking, make 
payment and collect tourism-related information”. Meanwhile, Informant 3 
stated that “the destination application should include the live map with icons 
for activities such as recycle bin for waste management, mosque, food and other 
icons related to local food, social activities with local people.” (Informant 1) 
 
“Another mobile application useful, especially during this pandemic period, is the 
360 app”. Another purpose of the mobile app to track tourist movement and 
activities during this pandemic. These apps characteristic is important to give a 
clear view to the tourist of the destination.” (Informant 4) 
 
“For religious mobile apps which targeting Muslims as its user, it would be 
really helpful for travellers to search for halal food, qiblah, prayer time, and 
mosque location” (Informant 5) 

 
The second component is the website. According to (Pompurová et al., 2018) the website 
should include up-to-date, relevant, and trusted information about the destination, calendar 
of organised events, high-quality and representative photos and videos, as well as webcam 
images that document the real-life sceneries in the destination at a specific time including 
the weather. Additionally, the website for smart tourism destination is required to enhance 
the image of the destinations Mak (2017), track visitors' travel motivation, and apply visit and 
revisit intention to the destinations (Song et al., 2013). Hence, the destination website should 
be informative and attractive. Establishing an official smart tourism website is one of the 
most important tasks of governments for smart tourism cities (Zhang et al., 2018). 
 

“A SMART destination should have a website that provides detailed information 
about the destination. The features and interfaces of the website should be created 
as mobile friendly to enable the tourist to use and view while travelling.” 
(Informant 4) 

 
The third component is the QR code. The aim of using QR codes is to provide the user, 
tourist or visitor with access to information about the tourist destination and provide an 
interface between online and offline (da Costa Liberato et al., 2018). This study highlighted 
that the QR code can give information, book, and make payments. The QR codes often 
contain data for a locator, identifier or tracker that points to a website or application 
(Ballina, 2022). Hence, this showed that QR code is required for smart tourism destinations 
and it should be used together with the destination website and mobile application. 
This is useful for giving interactive information (virtual tour guide) to the tourist. 
 

“The interactive information can be used when tourists scan the QR code using 
QR codes. It will bring them to the live interactive information given using the 
place's mascot.” (Informant 2) 
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“QR code should be convenient and can be accessed by the tourist.” 
 
(Informant 4) 
The smart destination needs several requirements. The most important is the physical 
infrastructure focusing on internet connections. In this study, Informants highlight the need 
to have a 5G connection, Wi-Fi connection and stable hotspot areas. In Korea, the government 
in Seoul has approved investment for providing free Wi-Fi that will enable the tourist to 
communicate better and be exposed to information they need (Pavlović & Čelić, 2018). 
 

“All the application is not useful if the smartphone has no batteries. Therefore, 
the charging areas are also required for SMART destinations.” (Informant 4) 
 
There is a necessity of a self-internet kiosk if there is a limitation of connecting 
internet using a personal phone.” (Informant 3) 

 
This simultaneously highlights the physical infrastructure requirement as needed for smart 
tourism destinations in Malaysia. The DMO and government need to ensure that the physical 
infrastructure for smart tourism can be provided at the tourism destination. 

 
“It is useful if once tourist arrives at the destination, an SMS is sent to the phone 
giving the detail of information and application that tourist can install or used at 
the destination”. It will help the tourist to prepare to get the necessary information 
about the places.” (Informant 2) 

 
In smart tourism, three main components of mobile application, website, and QR code 
have been discussed as smart tourism requirements. It also includes the need of having 
physical infrastructures such as Wi-Fi, 5G and personal hotspots. Finally, the DMO, 
government and local authorities need to plan concurrently to ensure the connection is 
built successfully, especially in integrating smart tourism and technology . The smart people, 
smart experience and smart destination are the best connections between smart and 
sustainability in tourism destinations. 
 
Conclusion and Implications 
The study aims to explore the stakeholder perception on technology for smart tourism 
destinations. This study highlighted the preliminary analysis that showed the technology of 
mobile application, website, QR code and physical infrastructure. The mobile application 
should focus on several functions such as booking, information, payment, interactive 
map, virtual tour, tracking, and Muslim travellers. The website needs information, 
registration, and other consideration of up-to-date, trusted, and relevant information. 
Meanwhile,  QR  code should  be interlinked with  mobile applications  andwebsites, as it is 
useful in determining the validity of information, activities and payment. Additionally, the 
smart destination requires physical infrastructure such as Internet connection, charging 
areas and self-internet kiosk. 
 
This study has identify several technology and requirements for the smart tourism 
destination from stakeholder perspectives. The result is the preliminary analysis towards 
identifying various technology that can be adopted at smart tourism destination. The 
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tourists need to add their knowledge, habit, and personalisation toward smart tourism and 
technology. The government need to play their role in build the physical infrastructure and 
provided the incentives for businesses to adopt and build more technology related to smart 
Tourism. The businesses should focus more on adopting the technology for smart tourism 
destination. This will increase the interest of Millenia travellers to visit the destinations and 
provide benefits to them and the destinations. 
 
Future studies should focus on QR code, mobile application and website usage towards 
smart tourism destinations. The roles of tourist toward smart people and smart experience 
and smart destinations also need further analysis. Finally, government roles in planning 
toward smart destinations are also required, especially on policy towards smart and 
sustainable tourism destinations. 
 
This study contributes to the knowledge of the need for smart tourism destinations. This 
study also identifies the physical infrastructure needed for  smart  destinations.  This study 
highlights tourist roles in the usage of smart tourism. Meanwhile, this study also helps 
the destination management organisation evaluate the destination and create proper 
planning for the destination. Finally, this study is also beneficial for the government to 
identify areas that need improvement, especially in providing the physical infrastructure at 
the tourism destination in Malaysia. 
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