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Abstract 
The issue of women's and girls' access to various sectors of society, as well as gender 

equality, remains a subject of ongoing discourse. This is true even in the context of the 
Sustainable Development Goals, which are to be achieved by 2030. In the context of the 
tourism sector, prior research has highlighted the underrepresentation of women in  
tourism studies. Therefore, the objective of our study was to explore the impact of technology 
on women’s experiences in tourism, specifically (1) women’s perceived added value of 
technology, (2) which technologies women prefer, and (3) the main perceived benefits  
of using technology during travel. To this end, the study employed a questionnaire and  
collected data from 165 female respondents. The data were analysed using descriptive 
statistics and crosstabulations to explore how technology usage differs among women of 
different ages. The findings indicate that women have a favourable opinion of technology 
and its impact on tourism. They view efficiency as one of the primary benefits of technology 
and prefer to self-plan their trips using classic technologies (i.e., widely used tourism  
online platforms based on the internet). Although younger women are more open to using 
advanced technologies, such as artificial intelligence (AI), augmented reality (AR), and 
virtual reality (VR), reticence to use technology is still present overall. This study contributes 
to the literature by focusing solely on women’s perspectives in the context of tourism  
and technology. 
 
Keywords: tourism gender experience, technology gender impact, emerging and 
traditional technologies. 

1. Introduction 
In recent years, technological advancements in the tourism industry have 

significantly transformed the way we travel, offering more personalised and 
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immersive experiences through innovations like mobile applications, the Internet  
of Things (IoT), artificial intelligence (AI), and augmented and virtual reality 
(AR/VR) (Balkrishnan et al., 2023). While advancements in technology have made 
personalised and interactive experiences possible, they have also raised challenges 
for travellers, such as ensuring the security of personal data (Buhalis, 2020). One 
category of travellers who are more concerned about their safety, both online and in 
real life, are women (Jęczmyk et al., 2023). Furthermore, women represent the 
fastest-growing category of tourists globally. Their appetite for travel increases 
yearly, with “girls-only” excursions being one of the trending categories of tourism.  
The number of female tourists is expected to increase by 400% in the Asia-Pacific 
region alone by 2030 (eGlobal Travel Media, 2014). 

In this new technological era, it is important to understand how technological 
advancements benefit all categories of tourists. However, the literature lacks 
research on females in tourism. Although existing research has largely focused on 
differences in travel behaviour between men and women (Zhang et al., 2024) or on 
women as tourism entrepreneurs (Figueroa-Domecq et al., 2023), few studies have 
addressed the specific technological needs, preferences, and challenges faced by 
women as end users. 

This study addresses an important policy-level issue: the lack of tourism 
technology regulations for women. Without policies and digital tourism solutions 
designed with the safety, preferences, and behaviours of female travellers in mind, a 
significant portion of the market could be lost. Furthermore, women often play a 
central role in travel decision-making within families and couples (Kim et al., 2007), 
so understanding their needs has global implications for tourism. 

By investigating how female travellers engage with tourism technology, this 
study aims to fill the literature gap and offer recommendations for entrepreneurs in 
tourism to provide an exceptional experience for female and male travellers alike. 

To address this issue, we developed the following research questions:  
R1: What is the perceived added value and future impact of using technology while 

travelling for women? 
R2: Which technologies are preferred by female travellers at different stages of the 

journey? 
R3: What are the main perceived benefits of using technology during travel for 

women? 
To answer these questions, we distributed a nine-question online questionnaire to 

165 women. The responses were then analysed using descriptive statistics and cross-
tabulation in SPSS. 

2. Literature Review 
To understand how technology influences the tourism experience, a literature 

review was conducted focusing on how this influence varies based on gender. 
The concept of smart tourism (ST) is introduced through the use of technology in 

the tourism industry. Recent advancements include a series of emerging technologies 
and services that can enrich the tourist experience, satisfaction, and behaviour.  
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The perceived value positively influences tourist satisfaction, predicts consumption 
behaviour, and predicts the intention to return (Zhang et al., 2022). 

Other studies in the specialised literature have analysed how smart tourism 
technologies are perceived and how people interact with them, with respect to gender 
differences. These studies indicate that women exhibit increased commitment and 
loyalty, thereby influencing the tourist experience (Balakrishnan et al., 2023). 

The way technology is integrated to improve satisfaction determines the overall 
experience. Active and passive interactive technologies can affect the tourist 
experience differently. Passive technologies offer more informative content, while 
active technologies invite users to engage directly, thereby amplifying interactivity 
(Ponsignon & Derbaix, 2020). 

Buhalis (2020) provides a comprehensive framework that delineates the 
sequential transition from passive to active technologies and from ICT to e-tourism 
and smart tourism. He also analyses the evolution of tourism technologies and their 
impact. However, the integration of advanced technologies has given rise to 
challenges, such as ensuring sustainable integration, securing personal data, and 
making emerging technologies accessible to all tourists. Technologies can produce 
negative effects and risks related to distraction if they are not user-centred or 
responsibly support the experience (Stankov & Gretzel, 2020). 

An analysis of the impact of emerging technologies on tourism reveals that digital 
technologies have transformed communication between consumers and service 
providers. Social networks and digital marketing influence consumer behaviour. 
These technologies are considered innovative, enabling tourists to plan optimally 
and destinations to promote themselves effectively. Although digitalisation is 
considered to support sustainable tourism, it also raises concerns about 
cybersecurity, the security of personal information, and its impact on jobs and the 
economy (Pencarelli, 2020). 

In the context of the digital transformation of tourism in the Industry 5.0 era, the 
acceptance of digital technologies by tourists was analysed. It was demonstrated that 
men and women may have different ways of integrating digital technologies into 
their tourism activities. Gender influences the habit of using technology and the 
actual behaviour of use, but not the existence of resources and support for use, the 
pleasure of using technology, the perceived cost-benefit ratio, or the intention to use 
technology (Khoshroo & Soltani, 2025). 

The overall tourist experience is defined as the sum of all experiences 
encountered during the entire trip, including the periods before and after the trip. A 
virtual experience is a component of the overall tourist experience. It involves using 
technology to explore a destination before traveling, participating in immersive 
activities during the trip, and accessing online platforms, mobile applications, and 
smart devices. Furthermore, when designed to engender complete absorption and 
satisfaction in users, the virtual experience has been demonstrated to increase the 
intention to visit a destination (An et al., 2021). Women are more affected by the VR 
experience than men and are more emotionally and cognitively involved, displaying 
a more positive attitude (Lyu et al., 2021). 
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The effectiveness and acceptance of tourism technologies depend on how tourists 
perceive and interact with them. Men and women perceive and accept technology 
differently. However, these differences change according to perceived power and 
control. On average, men are more willing to adopt new technological solutions. In 
contrast, women may be hesitant, especially in technological environments 
perceived as "new" or "complex," or if they have limited technological experience. 
The way they are assisted can influence their willingness to adopt technology, 
particularly among women (Zhang et al., 2014). For example, users perceive  
trends of "feminisation." Artificial intelligence is attributed traits such as patience, 
empathy, and availability. Robots and virtual assistants are often designed  
with female voices or personalities (Chen et al., 2023). Understanding these 
characteristics can help integrate technologies more effectively in the tourism sector. 

Studies analysed from a gender perspective show that women are more involved 
and active. This perception may influence how they interact with technology when 
considering gender traits. One paper by Kim et al. examines how women's online 
information-seeking behaviour for travel planning may influence online marketing 
strategies. Specifically, the study found that women were more receptive to travel 
website features, visited websites more frequently, and engaged in more detailed and 
frequent information-seeking behaviour (Kim et al., 2007). Kim et al. also examined 
how gender and level of expertise influence consumers' motivation to read online 
hotel reviews. The study revealed that women are more likely to read online reviews 
to save time when evaluating service quality (Kim et al., 2011). 

 Regarding gender differences in online consumer behaviour, we learned that that 
men have a more favourable attitude toward e-commerce and online payments than 
women. Both genders are concerned about privacy in the online environment, but 
women are more impacted by these concerns. Women are also more concerned about 
social factors when deciding whether to purchase online than men (Kanwal et al., 
2022). Women base their online shopping behaviour on hedonic motivations, while 
men primarily focus on seeking information (Wang et al., 2022).  

The advent of new tourism technologies has the potential to reduce gender 
inequality. For instance, service automation has the capacity to diminish disparities 
in the access to and utilisation of technologies between the two genders. This reduces 
physical burdens and facilitates women's access to leadership positions. Similarly, 
security technologies can enhance the tourism experience for women by providing  
a more comfortable and secure environment (Webster & Farmaki, 2025). However, 
women often face obstacles such as a lack of digital proficiency, limited access to 
technological frameworks, greater dependence on family, heightened anxiety about 
safety and security, and challenges in balancing personal and professional lives. 
Women remain underrepresented in decision-making positions within high-tech 
tourism organisations (Figueroa-Domecq et al., 2020). As previously mentioned, 
existing inequalities amplify the digital gender gap, which is a problem that must  
be addressed. 
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3. Methodology 
To gain insight into how technological advancements can reshape and enhance 

the tourist experience for female travellers, a nine-question questionnaire was 
developed. The online survey was distributed over an eleven-month period from 
April 2024 to March 2025. During this time, 204 responses were gathered from both 
women and men. However, because the focus of our study is on women, we only 
analysed the responses from the 165 women who participated.  

According to Gunawan et al. (2021), a sample size of around 150–180 
respondents is commonly used and accepted in social science research, making a 
sample size of 165 respondents adequate for survey-based research. 

The questionnaire was shared in the Romanian language, and participants could 
complete it at their own accord. They could withdraw at any moment and were not 
limited by time when responding to the questions. One limitation of our sample that 
could introduce bias in our study is that most of the respondents (n = 130) have a 
higher education and are over 36 years old (n = 126), indicating an over-
representation of certain group samples, limiting the interpretation of the results. 

To capture a more detailed perspective, a crosstabulation analysis was performed 
in SPSS using age groups.  

The first three questions of the questionnaire established the sociodemographic 
characteristics of the respondents (gender, age, and education). 

Questions four and five, which had multiple answer options, referred to trip 
preparation and the use of modern technologies in this context. Question four asked, 
"How do you prefer to plan your tourist trips?" and question five asked, "What 
technologies do you prefer using when planning a tourist trip?" The sixth question 
was also a multiple-answer question designed to understand which technologies 
tourists use at their destination when interacting with tourist services. The question 
was, "What technologies did you use at your destination when interacting with 
tourist services?" The answers to these three questions were treated as binary 
variables, coded as "0" for not checked and "1" for checked.  

The seventh question, Q7, "What is the main benefit for you when using 
technology for travelling?", is a single-answer question. The eighth question is a  
10-point Likert scale question regarding the impact of technology on tourists' overall 
experience. The ninth question refers to the future of technology in tourism and how 
travellers perceive it (positive or negative). 

4. Analysis and Results Interpretation 
The following section contains the results of the study. It begins with an analysis 

of the demographic distribution of women. Next, we look at the perceived added 
value of technology and its future impact on travel. Lastly, there is the section on the 
benefits of using technology. 
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4.1 Demographic Analysis 
Table 1 presents the demographic distribution of the respondents. Regarding 

education, most of the respondents have a higher education: 54.5% have a university 
degree, and 24.2% have a postgraduate degree. Only 21.2% reported having a 
secondary education. Furthermore, respondents' ages range from 18 to over 55 years, 
and the sample comprises participants over 36 years of age. The 18-25 age group 
represents 20%, while the 26-35 age group is the least represented at 9.7%. 
 

Table 1. Descriptive statistics of respondents for Education and Age 
Variables Frequency (N=165) Percentage % 
Education   
Secondary education 35 21.2 
University education 90 54.5 
Post-university education 40 24.2 
Age   
18-25 years 33 20.0 
26-35 years 16 9.7 
36-45 years 45 27.3 
46-55 years 41 24.8 
over 55 years 30 18.2 

Source: authors’ own work. 

4.2 The Added Value of Technology and Its Future Impact on Tourism 
Table 2 shows that the average rating of the added value of technology was 8.30, 

and the median was 9.00, suggesting positive opinions. Only 2.4% of respondents 
gave a low rating below 3, and 18.8% considered that technology brings moderate 
added value (rating 5-7). The majority, 78.8%, attributed a score above 7. Therefore, 
the general consensus is that women believe technology adds significant value to 
their tourism experience. 

 
Table 2. Technology added value 

Variable Scale Frequency % 
Technology Added – Value 
“1= Lowest, 10=Highest” 
Mean = 8.30 
Median=9.00 
 

1 0.6 
2 0.6 
3 1.2 
4 0 
5 6.1 
6 3.6 
7 9.1 
8 28.5 
9 22.4 

10 27.9 
N=165 100% 

Source: authors’ own work. 
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Moving forward, the respondents discussed the impact of technology on the 
future of tourism. The results showed that more than 90% considered the impact 
positive, suggesting that women perceive technology as a positive factor in the 
development of tourism experiences. 

4.3 Preferred Technology during Travel 
Figure 1 shows the analysis of the preferred method of planning and its 

correlation with age distribution. Overall, 54% of respondents prefer to plan trips by 
directly contacting providers. This means that, when planning a trip, women tend to 
use more traditional methods to search for and contact tourism providers, such as 
browsing the Internet and booking reservations directly through a hotel website.  
Additionally, 19% prefer to use a tourism specialist, such as a booking agent or travel 
agency. Only 11.7% of respondents prefer a technological solution. The remaining 
15.3% are flexible and use a combination of methods, probably contacting a tourism 
agent for some services (e.g., accommodation) and buying tickets online for others 
(e.g., transportation).  

Crosstabulation results show that self-planning is the most preferred method by 
all age groups. However, the highest scores for self-planning were for the 26–35 age 
group (81.3%) and, surprisingly, for those over 55 (60.7%). Using a tourism 
specialist ranked second in all age groups, except for the 18-25 age group. Regarding 
technology solutions for planning, the preference is more pronounced in the 46-55 
age group (17.1%). Additionally, among the younger generation (18-25 years old), 
the second-preferred method is using a mix of planning means. 

 
Figure 1. Preferred method of planning and Cross-tabulation with Age 

 
Source: authors’ own work. 
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Next, Figure 2 showcases the analysis of technology used in travel planning and 
its cross-tabulation with age distribution. 

The results show that soft solutions were the most commonly used and preferred 
by respondents (64.5%) for trip planning. Mobile applications were the second most 
popular option, with 29.4% of respondents preferring them. Artificial intelligence 
was the least popular option, with only 6.1% of respondents preferring it. These 
results are interesting and suggest that women do not use emerging technologies, 
such as artificial intelligence, as much when planning travel. They prefer soft 
solutions, which offer more flexibility in searching and contacting tourist providers. 
This could explain why mobile applications ranked second. Mobile apps tend to be 
more restrictive in terms of the information they offer and the customisation options 
they provide. Few apps offer an integrated application concerning all aspects of 
travel planning. 

Furthermore, the crosstabulation results indicate that soft solutions are preferred 
by all age groups, especially respondents over 55 years old (72.75%). Although 
artificial intelligence scored the lowest overall, the distribution is more positive 
within age groups. This is particularly true for the 18-25 and 25-36 age groups, with 
scores ranging from 11.4% to 13.6%. This implies that younger respondents are more 
open to and trusting of AI in travel planning. Within age groups, mobile applications 
seem to be preferred by those between 36 and 45, with a ranking of 35.3%, compared 
to 22% for those between 26 and 35.  

Thus, when it comes to women's preferences regarding technology for travel 
planning, soft solutions (platforms, websites, etc.) seem to be the go-to choice. 

 
Figure 2. Technology used in planning and Cross-tabulation by Age 

 
Source: authors’ own work. 
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As technology is used in different stages of travel, Figure 3 provides an analysis 
of which technologies are used at the destination. Overall, mobile or smartwatch 
applications for checking in or out are the most popular, with 73.1% of respondents 
using them. Fingerprint and facial recognition payments came in second, but only 
13.2% of respondents used them. Audio guidance was used by only 10.4% of 
respondents, and virtual reality had the lowest usage at 3.3%.  

Cross-tabulation results show that, within age groups, mobile apps or 
smartwatches are the most commonly used technology, with an overwhelming 
84.8% score for those over 55 years old. Fingerprint technology ranked second 
highest (27.3%) among respondents aged 26–35 and lowest (3%) among respondents 
over 55 years old. Additionally, audio guidance systems seem to be more popular 
among 36-45 year olds, with the highest score of 14.3% compared to other age 
groups using the same technology. 

Therefore, these results suggest that mobile apps and smartwatches are popular 
technologies for women of all ages. However, within age groups, women over  
55 seem more inclined to use this technology. Additionally, virtual reality is not a 
common technology used by women at their destinations. Although fingerprint or 
facial recognition payments are widely used nowadays, these results imply that their 
usage is limited at travel destinations. 

 
Figure 3. Technology used at the destination and Cross-tabulation with Age 

 

 
Source: authors’ own work. 

 
Finally, the perceived benefits of technology were examined, and the results are 

presented in Figure 4. The findings indicate that respondents primarily perceive 
efficiency as the primary benefit (50.9%), while safety is perceived as the least 
important benefit (10.4%). Comfort was the second most popular response, with 
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22.7% of respondents choosing it. Optimising the tourist experience was chosen  
by 16% of respondents. These results suggest that women consider efficiency and 
comfort to be the main benefits of using technology while traveling and do not 
consider technology to enhance the tourist experience as much, implying a more 
practical view of technology. 

Crosstabulation results by age show that efficiency ranks first in all age groups, 
while comfort is distributed fairly evenly among them, ranging from 20% to 28%. 
Interestingly, however, respondents over 55 years old ranked optimising the tourist 
experience last (6.7%). Therefore, the benefit of using technology to optimise the 
travel experience for women declines drastically for those over 55 years old. 

 
Figure 4. Benefits of technology and Cross-tabulation with Age 

 
Source: authors’ own work. 

5. Conclusions 
Previous tourism literature emphasised the need for studies focusing on women's 

perceptions of tourism experiences. Our study aimed to address this gap by exploring 
the perceived impact of technology on women's travel experiences, particularly  
the added value, preferred technologies, and primary benefits associated with 
technology usage in travel contexts. The results showed that women generally view 
technology and its impact on travel positively. Additionally, they believe technology 
will continue to benefit the tourism industry. 

Our results answered the first research question (R1), which concerned the 
perceived added value and future of technology in the context of travel. Previous 
studies have shown that women tend to be less receptive to technology than men 
(Goswami & Dutta, 2016; Barbieri et al., 2020). However, our study showed the 
opposite. Women seem to regard the added value of technology as very high and 
consider the future of tourism positive with technological advancements. This 
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outlook is reflected in technology usage. In response to R2, "What technologies are 
preferred at different stages of the journey?," the findings showed that women prefer 
self-planning, especially those aged 26–35 and over 55. This is consistent with 
previous studies, which demonstrated that technological advances allow tourists to 
personalise their travel experiences and access relevant information (Balakrishnan et 
al., 2023). Additionally, when planning future travel, women tend to favour self-
planning, particularly those aged 26–35 and over 55 (Kim et al., 2011), women tend 
to examine more online reviews. Other research (Karatsoli & Nathanail, 2020; 
Chandrakala et al., 2024) revealed that women frequently use social media in pre-
trip planning, and these platforms significantly influence their travel arrangements. 

This is also related to our results regarding preferred technology, as soft solutions 
(information and reservation platforms) were preferred. Therefore, women feel  
more in control of and better informed about their travel when using such platforms. 
Moreover, self-planning allows for a greater degree of customisation and tailoring 
of tourist services compared to using a travel agent, whose services are less tailored 
and involve less research. As Sapna et al. (2023) suggest, women consider multiple 
factors, such as value for money, services, and hygiene practices. Using soft 
solutions when self-planning enables women to make informed travel decisions. In 
terms of preferred technologies at the destination, the mobile app and smartwatch 
were used most frequently for check-in and check-out, particularly by women  
over 55. Previous research (Douglas, 2019) has shown that women who travel for 
business tend to use mobile boarding passes and event notifications significantly 
more often than men do. However, emerging technologies such as artificial 
intelligence, fingerprint payment systems, and virtual reality are not widely used by 
women. Still, younger women (aged 18–35) seem more open to engaging with 
artificial intelligence. This corroborates past studies. For instance, Kanwal et al. 
(2022) found that women have a less favourable attitude toward online payments  
and e-commerce. Other research (Ajina et al., 2023) revealed that women are more 
reluctant and less technology-driven, particularly when it comes to mobile wallet 
apps. These factors may be related to safety and security concerns (Torrao et al., 
2024). Regarding VR use, studies on consumer satisfaction (Lyu et al., 2021) have 
found that women are more positive and emotion-ally engaged with the VR 
experience than men. Our results showed low usage of this technology; however, 
frequency of use does not automatically mean a lack of satisfaction. It may mean 
that, although women are reluctant toward technology, they engage with it more 
thoughtfully and have a positive experience. Finally, regarding R3: When asked, 
“What are the main perceived benefits of using technology during travel?” women 
responded that they value efficiency the most, followed by comfort. This suggests 
that women view technology as a practical tool, irrespective of age group. This could 
be because technology allows users to experience a safer and more comfortable 
environment (Webster & Farmaki, 2025). Surprisingly, safety was ranked as the least 
important benefit of technology usage. This contradicts previous literature (Jęczmyk 
et al., 2023; Torrao et al., 2024), which stated that safety is important to women when 
travelling. However, that is not the case when technology is involved in travel. 
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Therefore, this study shows that women value technology in tourism and have a 
positive outlook on the future. Although there is a clear embrace of various 
technologies, especially among younger age groups, the adoption of advanced or 
emerging technologies seems limited. These insights are valuable for tourism agents 
and stakeholders, who should tailor their digital solutions (e.g., VR, AI) to align with 
women’s preferences. 

Practical recommendations for decision-makers include supporting women in 
digital tourism, equitably digitising the tourism industry, and developing digital 
information and educational campaigns for women. Recommendations for 
stakeholders may include creating personalised products, optimising technological 
solutions that emphasise functionalities required by women, and promoting 
responsible and inclusive tourism based on gender equality principles. Optimal 
adaptation to gender characteristics can enhance the tourism experience and leverage 
available resources effectively. 

The main limitation of this study is that the sample size was rather small, so the 
results could not be generalised to the population. Additionally, most participants 
were over 36 years old and had higher education levels, which may limit the 
interpretation of the findings beyond this study. Additionally, the results are self-
reported and may be subject to bias. Future studies should include a larger sample 
size and additional demographic variables, such as income and marital status, as well 
as travel behaviours, such as solo or group travel. Regarding technology, it would be 
interesting to examine the acceptance of artificial intelligence, particularly as travel 
assistants, among women in the context of tourism. Additionally, research has been 
conducted on future research initiatives and gender differences in technology 
utilisation, including technological accessibility issues and gender barriers. 
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