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ABSTRACT  
 

This  study  proposes  a  research  framework  based  on  a  literature  review  and             

qualitative  data  collection  method  to  explore  the  factors  that  influence  Millennial            

travellers  ́  intention  to  accept  travel  technologies  and  particularly  digital  crowding            

management  tools  which  are  more  frequently  introduced  around  the  world  as  the             

travel   industry   is   searching   for   answers   to   overtourism.  

 

The  theoretical  foundation  for  this  research  combines  theories  of  the  travel  customer             

journey  (Think  With  Google,  2016)  and  the  Technology  Acceptance  Model  (Davis,            

1989).  The  framework  is  then  tested  by  using  eleven  semi-structured,  in-depth            

interviews   with   tech-savvy   Millennial   travellers   with   frequent   travel   habits.   

 

The  framework  is  then  further  adapted  according  to  the  findings  of  the  research  and               

presented  in  order  to  answer  the  research  question  “How  Millennial  travellers  accept             

technologies  across  the  travel  customer  journey?”  Furthermore,  this  research  paper           

demonstrates  a  case  study  of  a  crowding  management  tool  -  “Live  Lines”  in              

Amsterdam  with  a  goal  to  investigate  the  attitudes  towards  such  tools  from             

Millennial  travellers.  The  findings  illustrate  that  the  most  crucial  acceptance  factors            

across  the  travel  customer  journey  are  Social  Influence,  Perceived  Usefulness,           

Perceived   Ease   of   Use   and   Informativeness.   

 

The  resulting  framework  of  Technology  Acceptance  in  Travel  can  be  used  as  a              

reference  to  research  projects  with  the  objective  to  enhance  Millennials  travellers’            

intention  to  use  digital  travel  technologies  and  crowding  management  tools  offered            

by  destinations  around  the  world.  The  results  showcase  the  most  important            

technology  acceptance  factors  at  each  of  the  stages  of  the  travel  customer  journey              

and   gives   insight   into   the   complexity   of   the   Millennial   travel   customer   journey.   

 

 

Keywords :  Overtourism,  Technology  Acceptance  Model,  Travel  Customer  Journey,         

Millennial   Travel,   Smart   City   Solutions  
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1.   INTRODUCTION  
 

Travel  and  tourism  is  a  cornerstone  of  the  global  economy.  Travel  and  tourism  is  the                

second-fastest  growing  sector  globally  and  the  industry  directly  sustains  more  jobs            

than  the  automotive  and  chemicals  manufacturing  industries  combined  across  every           

region   of   the   world   (Ali,   2015).   

 

Today,  the  business  volume  of  tourism  equals  or  even  surpasses  that  of  oil  exports,               

 food  products  or  automobiles.  Tourism  has  become  one  of  the  major  players  in              

 international  commerce,  and  represents  at  the  same  time  one  of  the  main  income              

 sources  for  many  developing  countries  (World  Tourism  Organization  (UNWTO),          

2018b).  

 

The  global  tourist  arrivals  reached  1.4  billion  in  2018,  two  years  ahead  of  the  World                

Tourism  Organization’s  long-term  forecast.  UNWTO’s  long  term  forecast  issued  in           

2010  indicated  the  1.4  billion  mark  would  be  reached  in  2020,  yet  the  remarkable               

growth  of  international  arrivals  in  recent  years  has  brought  it  two  years  ahead  (The               

World  Tourism  Organization  (UNWTO),  2019).  To  compare,  in  1995,  global  arrivals            

were   only   525   million   (Bershidsky,   2019).  

 

However,  the  development  and  increasing  interest  in  destinations  are  not  equal  all             

around  the  world.  More  than  36%  of  the  tourist  arrivals  in  2018,  or  half  a  billion,                 

involved  a  visit  to  one  of  the  planet's  300  most  popular  cities,  a  trend  that's  set  to                  

continue  upwards  (The  World  Tourism  Organization  (UNWTO),  2019).  Visitors  tend  to            

visit  the  same  locations  which  are  popular  and  choose  similar  time  of  the  year  to  do                 

so.  It  has  also  been  estimated  that  by  2020,  the  20  most  popular  countries  will  add                 

more  international  arrivals  than  the  rest  of  the  world  combined  (McKinsey&Compay,            

2018).   

 

The  growth  is  accompanied  by  challenges  from  which  many  can  be  linked  to  the               

terms  “Overcrowding”  and  “Overtourism”,  terms  which  have  been  born  recently,  and            

the  challenges  arise  more  rapidly  in  places  which  are  more  limited  regarding  the              

infrastructure   and   space,   and   have   bigger   amounts   of   visitors   at   specific   seasons.   

 
  4  



9/16/2019 Master Thesis Final - Google Docs

https://docs.google.com/document/d/18bxrW_WXuDsKG-U757l3wqBp5DbF5oacC_ckthOWxCI/edit#heading=h.ji4dajtrm1xo 5/121

 

 

1.1   Problem   Area  

 

In  2018,  the  Travel  and  Tourism  sector  contributed  $8.8  trillion  and  319  million  jobs               

to  the  global  economy  and  for  the  eighth  successive  year  this  sector  grew  faster               

than   the   global   economy   (World   Travel   &   Tourism   Council   (WTTC),   2019).   

 

While  being  the  second  fastest  growing  industry,  behind  only  the  Manufacturing            

(World  Travel  &  Tourism  Council  (WTTC),  2019),  it  will  also  likely  keep  growing  as               

the  world's  population  is  getting  richer  and  travelling  becomes  more  accessible  for             

many.  With  the  world  getting  richer,  one  billion  more  people  will  be  in  the  global                

middle  class  by  2030  (Hamel,  2019).  Travel  will  be  becoming  more  accessible,  which              

is   expected   to   increase   the   size   of   the   entire   industry.   

 

According  to  a  new  research  published  by  the  World  Travel  and  Tourism  Council  in               

cooperation  with  McKinsey&Compay  (McKinsey&Compay,  2018),  with  tourism        

becoming  more  popular,  more  places  will  likely  be  threatened  by  their  own  popularity              

in  environmental,  social,  or  aesthetic  terms.  Supported  by  the  industry's  growth,            

limited  existing  infrastructure,  the  increasing  amount  of  visitors  who  visit  certain            

places  on  peak  times  and  follow  the  same  guides  and  itineraries,  more  and  more               

places   are   experiencing   overcrowding   issues.   

 

Overtourism  was  the  word  of  the  year  2018  (Dickinson,  2018)  and  is  a  growing               

issue.  Many  tourism  destinations  already  feel  the  growing  impact  of  the  amount  of              

visitors   and   headlines   covering   over   tourism   issues   are   flooding   the   media.  

 

Some  of  the  problems  associated  with  tourist  overcrowding  are  alienated  local            

residents,  a  degraded  tourist  experience,  overloaded  infrastructure,  damage  to          

nature,   and   threats   to   culture   and   heritage   (World   Travel   &   Tourism   Council,   2017).  

 

Some  of  the  destinations  internationally  have  taken  a  reactive  approach  towards  the             

rising  issue  -  introducing  visitor  limits,  entrance  fees  or  increasing  tourism  tax  etc.              

For  example,  the  city  of  Dubrovnik,  known  from  the  television  series  “Game  of              

Thrones,”  has  limited  the  number  of  cruise  ships  that  can  dock  each  day  to  two                
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ships,  limiting  the  incoming  passengers  to  5000  considering  the  fact  that  the  old  city               

can   not   carry   more   than   8000   people   in   total   (Coffey,   2018).  

 

However,  the  negative  effects  from  inflating  tourism  are  not  solely  tied  to  the              

number  of  visitors  in  a  city  but  are  also  largely  driven  by  touristy  seasonality,  tourist                

behavior,  the  behavior  of  the  resident  population,  and  the  functionality  of  city             

infrastructure   (Tabatabai,   2018).  

 

Some  cities  have  started  to  adopt  smart  tourism  solutions  in  order  to  cope  with  the                

overtourism  issues  by  monitoring  the  visit  patterns,  gathering  data  of  visitors,            

looking  for  opportunities  to  improve  the  infrastructure  and  destination  offers.  For            

example,  in  Amsterdam,  the  local  Destination  Marketing  Organization  has          

experimented  with  a  pilot  project  called  “Live  Lines”  -  giving  an  opportunity  to  the               

city  visitors  to  check  online  and  be  aware  of  the  waiting  time  at  the  most  popular                 

attractions  and  adjust  their  plans  accordingly.  The  goal  of  such  a  project  has  been               

spreading  the  visitors  in  space  and  time  and  ease  the  crowding.  However,  it  is  still                

not  clear  how  having  information  available  influence  the  visitors  and  how  they             

interact   with   the   available   data   (Digital   Tourism   Think   Tank   (DTTT),   2018).   

 

In  today's  era  of  digital  transformation,  there  are  countless  different  types  of             

touchpoints  throughout  any  customer  journey  many  of  which  take  place  at  a             

destination  itself  and  are  hard  to  track  thus  customer  experience  at  some  of  the               

touchpoints  are  questionable  and  lacks  deeper  analysis.  Furthermore,  overcrowding          

at   a   destination   is   estimated   to   heavily   influence   the   overall   customer   experience.   

 

Destinations  around  the  world  are  working  on  projects  to  introduce  diverse  solutions             

based  on  the  newest  technologies  and  even  the  biggest  travel  companies  as             

Booking.com  and  Skyscanner  have  recently  founded  an  association  for  cooperation           

in   order   to   find   answers   to   the   problems   related   to   overtourism   (Italie,   2019).   

 

Meanwhile  it  is  unclear  how  the  travellers  coexist  with  new  technologies  constantly             

being  introduced  in  travel.  This  research  aims  to  understand  and  evaluate  the             

process  of  technology  acceptance  across  the  travel  customer  journey  with  a            

particular   focus   on   crowding   management   solutions.   
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1.2   Research   Question  

 

In  order  to  research  the  process  of  technology  acceptance  in  the  specific  settings  of               

travel  industry,  a  core  research  question  with  two  following  sub-questions  have  been             

identified  for  this  thesis  research.  The  questions  lead  the  research  paper  and  will  be               

answered   in   the   Conclusion   in   chapter   8.  

 

How  Millennial  travellers  accept  technologies  across  the  travel  customer          

journey?    -   The   case   of   “Live   Lines”   project   in   Amsterdam  

 

1) What  factors  influence  the  acceptance  of  new  technology  tools  in  the  travel             

customer   journey?   

2) What  are  the  travellers  attitudes  and  expectations  toward  digital  crowding           

management   solutions?   

 

1.3   Delimitations  

 

This  section  introduces  the  necessary  clarifications  and  limitations  related  to  the            

research  in  order  to  present  the  scope  of  the  research  project  to  a  reader.  This                

research  focus  is  on  travellers  within  the  generation  of  Millennials.  In  2019,  those              

between  23  -  37  years  old  are  making  the  Millennials  generation  as  1996  is  agreed                

to  be  the  final  birth  year  of  Millennials  (Jiang,  2018).  A  Traveler  is  understood  as                

anyone  who  visits  a  certain  destination,  away  from  their  own  living  place,  despite              

the   fact   if   it   is   within   their   own   country   or   abroad.   

 

Since  this  Master  Thesis  project  is  looking  into  the  acceptance  of  digital  crowding              

management  solutions,  it  has  been  decided  to  focus  on  a  particular  European  city              

that  has  been  facing  overtourism  issues  and  has  recently  experimented  with  digital             

crowding  management  tools.  The  chosen  city  is  Amsterdam  and  the  related  project             

is   called   “Live   Lines”   and   will   be   further   introduced   in   section   2.1.  

 

It  is  furthermore  important  to  clarify  that  destination  marketing  and  branding  is  not              

in  the  scope  of  this  particular  research.  In  addition,  this  research  is  investigating  the               

attitudes  towards  the  use  of  travel  technologies  and  digital  crowding  management            

tools   not   the   actual   usage   of   them.   
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2.   CASE   DESTINATION  
 

For  the  purpose  of  the  defined  scope  of  the  research,  it  has  been  decided  to  focus  on                  

a  specific  European  city  which  is  currently  experiencing  the  effects  of  increasing             

tourism  and  is  experimenting  and  developing  smart  city  solutions  and  digital            

crowding  management  tools.  The  selected  city  is  Amsterdam  in  the  Netherlands.  The             

section  below  gives  an  introduction  to  Amsterdam  tourism,  overtourism  issues  and            

strategies   the   city   is   developing   and   incorporating.   

 

2.1   Amsterdam  

 

Amsterdam  is  a  relatively  small  city  with  2,4  million  inhabitants  in  the  Metropolitan              

Area  of  Amsterdam,  while  the  city  welcomed  almost  18  million  visitors  in  2017  and               

looks  at  the  yearly  increase  of  visitors  of  approx.  8%.  (Digital  Tourism  Think  Tank               

(DTTT),  2018)  Furthermore,  most  of  the  major  highlights  are  all  located  in  the  city               

center  such  as:  Anne  Frank  House,  Van  Gogh  Museum,  Rijksmuseum,  Canal  District,             

Red  Lights  District  so  the  impact  all  the  visitors  make  on  the  public  space  is                

significant.  It  is  also  common  to  have  a  lot  is  similar  itineraries  across  travellers               

which  leads  to  overcrowding  at  the  same  locations  at  specific  times  of  the  day.               

(Ellwood,   2017)   

 

While  many  international  destinations  adopt  strict  numeric  limitations  of  incoming           

visitors,  the  city  of  Amsterdam  takes  a  different  approach  to  address  the  effects  of               

tourism.  Some  of  the  strategies  include  limitation  of  sharing  economy  platforms  as             

Airbnb  and  tourist-oriented  shops  in  the  city  ́s  center,  demarketing  of  Amsterdam             

and  instead  focusing  on  areas  outside  the  city  center  and  using  the  technology  to               

encourage  to  shape  the  visitors  ́  journeys  and  itineraries  within  the  city.  (Ellwood,              

2017)  

 

According  to  Amsterdam  Marketing,  the  city  is  trying  to  manage  the  reputation  of              

the  city  and  area  by  branding,  marketing,  welcoming  and  guiding  inhabitants,            

businesses  and  visitors  throughout  the  Metropolitan  Area.  The  organisation  is  trying            

to  get  the  right  image  out  of  Amsterdam,  in  order  to  attract  the  right  type  of  visitors                  

and  to  show  them  Amsterdam  does  not  end  with  the  Canal  District.  Amsterdam              

Marketing  also  has  run  major  campaigns  and  marketing  activities  such  as  a             
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neighbourhood  campaign,  a  metropolitan  cooperation  to  guide  visitors  to  the  area            

outside  the  city  and  operates  an  “I  Amsterdam”  city  card  with  which  it  is  possible  to                 

guide  people  to  lesser  known  places  by  offering  free  public  transport  (Ellwood,             

2017).   

 

Due  to  the  forecast  of  visitor  numbers  to  rise  from  18  million  in  2018  to  42  million                  

by  2030,  Netherlands  tourist  officials  recently  took  the  decision  to  stop  advertising             

the  country  as  a  tourist  destination  (NBTC  Holland  Marketing,  2019).  Their            

"Perspective  2030″  report,  published  earlier  this  year,  stated  that  the  focus  will  now              

be  on  "destination  management"  rather  than  "destination  promotion"  (NBTC  Holland           

Marketing,  2019),  including  tactics  as  banning  the  tours  of  Amsterdam  ́s  infamous             

red   light   district   from   2020   (Minihane,   2019).   

 

Apart  from  restrictions  and  demarketing  activities,  some  solutions  are  more  futuristic            

and  technology-based.  In  2017,  Amsterdam  began  testing  a  mobile  application           

called  "Discover  the  City".  Once  downloaded  and  activated,  it  was  sending            

notifications  warning  users  that  a  particular  attraction  is  busier  than  normal  that  day              

and   suggesting   less   well-known   alternatives   (Ellwood,   2017).  

 

In  2017,  Amsterdam  Marketing,  the  municipality  of  Amsterdam  and  Amsterdam           

Museums  launched  a  project  “Live  Lines”  (Rijenradar  in  Dutch)  introducing  an            

opportunity  for  the  visitors  to  have  access  to  an  overview  of  live  queue  times  at  10                 

most  popular  attractions  in  Amsterdam  Metropolitan  Area.  The  goal  has  been  to  try              

to   spread   the   visitors   in   time   as   well   as   space   (Kruszel,   2017).   

 

Amsterdam  Marketing’s  IT  partner  developed  an  application  for  the  museums  to            

enter  manually  the  queue  times  every  half  an  hour.  These  times  were  then  shown  on                

the  Amsterdam  tourism  webpage.  The  system  recorded  the  data  and  calculated  daily             

averages.  These  averages  were  also  shown  on  the  page,  combined  with  a             

recommendation:  “Go  now!  The  queues  are  shorter  than  usual.”  or  “This  is  a  popular               

time:  there’s  a  bit  of  a  wait.”  The  project  was  advertised  through  the  digital  channels                

and   partner   newsletters   (Kruszel,   2017).  

 

The  results  of  the  project  are  encouraging  -  50.000  users  in  3  months  time,  a                

satisfaction  rate  of  a  8+  when  asked  about  the  offered  tool  and  more  than  80%  of                 
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all  respondents  stated  that  the  overview  influenced  their  travel  behaviour  (Kruszel,            

2017).  Half  of  them  stated  that  they  kept  an  eye  on  the  overview  and  waited  until                 

the  line  at  their  museum  is  shorter  and  20%  said  that  they  instead  chose  to  visit  a                  

museum   with   a   shorter   queue   time   (Kruszel,   2017).  

 

According  to  Amsterdam  Marketing  and  Kruszel  (2017),  the  biggest  challenge  in  the             

project  has  been  the  stakeholder  management  and  getting  everyone  on  board.  It             

has  been  challenging  to  convince  the  museums  and  attractions  to  share  the  data              

when  there  is  a  line  outside,  and  show  that  it  is  actually  good  to  share  this                 

information.  Some  attractions  and  museums  were  doubtful  about  saying  that  the            

actual  waiting  time  is  2  or  even  3  hours  as  they  were  afraid  visitors  wouldn’t  visit                 

their   location   at   all.  

 

Despite  the  challenges,  Amsterdam  Marketing  organisation  is  willing  to  incorporate           

live  data  from  popular  and  busy  museums  and  attractions  as  a  permanent  tool  in               

combination  with  other  data  as  parking  spots,  amount  of  share  bikes,  heatmaps,  live              

cameras   and   also   waiting   times   at   the   most   popular   locations   (Kruszel,   2017).   

 

One  of  the  most  recent  Amsterdam  Marketing  initiatives  encourages  people  to  even             

get  away  from  the  popular  locations  and  activities  in  the  city.  In  June  2019,  the                

Untourist  Guide  to  Amsterdam,  a  book  and  website  have  been  launched,  in             

collaboration  with  the  city  marketing  organisation,  in  order  to  advertise  several            

activities  around  the  Amsterdam  area,  encouraging  visitors  to  explore  lesser-known           

parts   of   the   city,   as   an   antidote   to   the   problems   of   overtourism   (Nicholls-Lee,   2019).   

 

As  part  of  the  guide,  Amsterdam  marketing  organisation  has  implemented  strategies            

to  bring  visitors  and  residents  of  Amsterdam  closer  and  some  of  them  can  be  called                

extraordinary.  For  example,  from  June  2019  visitors  can  bid,  starting  at  €100,  for  a               

listed  local  bride  or  groom  who  will  introduce  them  to  a  new  aspect  of  Amsterdam                

life  during  their  one-day  fake  honeymoon.  (Nicholls-Lee,  2019)  Some  of  the  listed             

locals   offer   to   introduce   with   their   favourite   areas   outside   of   the   usual   tourist   spots.   

 

This  section  has  introduced  to  the  case  destination  of  this  research  -  Amsterdam  in               

the  Netherlands  -  and  described  the  activities  and  strategies  which  the  destination             

has  adopted  as  an  answer  to  the  increasing  amount  of  visitors.  Activities  include              
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restrictions  of  sharing  economy  platforms,  increased  tourist  tax,  demarketing          

activities  and  encouraging  visitors  to  explore  the  areas  outside  the  city  center,  in              

combination  with  technology-based  smart  solutions  as  mobile  applications  with  live           

information  updates  and  project  “Live  Lines”  offering  information  about  the  waiting            

times   at   popular   locations.   

 

The  following  sections  will  introduce  to  the  existing  literature  related  to  the  fields  of               

overtourism,  smart  city  solutions,  customer  journey  and  technology  acceptance,  and           

select  and  revise  the  relevant  theory  in  order  to  form  a  theoretical  base  for  the  rest                 

of   the   research.   
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3.   LITERATURE   REVIEW  
 

The  literature  review  section  provides  an  overview  of  the  reviewed  research  papers             

and  articles  which  are  already  existing  within  the  relevant  research  field.  The  main              

concepts  shown  in  the  concept  matrix  (Table  1)  are  based  on  the  research  question               

and  are  introduced  further  in  the  literature  review  section.  The  following  concept             

matrix  provides  an  overview  of  the  core  relevant  literature  relating  to  the  concepts              

used   in   this   research.  

 

Concepts/  

Material  

Overtourism  Smart   City  

Tourism  

Customer   Journey  

&   Experience  

Traveller  

Attitudes/  

Technology  

Acceptance  

Lemon   &   Verhoef,   2016    x  x  

Verhoef,   Kooge,   and  

Walk,   2016  

  x   

McKinsey&Compay   &  

WTTC,   2017  

x  x    

UNWTO   Report   2018  x  x    

Surendran,   2013     x  

Ukpabi   &   Karjaluoto,  

2017  

  x  x  

Gopalan   &   Narayan,  

2010  

  x   

Lai,   2013     x  

Venkatesh   et   al.   2003   x   x  

Tabatabai,   2018  x  x  x   

Kim   et   al.,   2008     x  

 

Table   1   -   Literature   Review   Concept   Matrix   (Source:   work   of   the   author)   
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3.1   Overtourism  

 

According  to  the  United  Nations,  in  1990,  43%  of  the  world’s  population  lived  in               

urban  areas;  by  2015,  this  share  had  grown  to  54%  and  is  expected  to  reach  60%                 

by  2030.  Urban  areas  have  transformed  and  are  growing  rapidly.  Furthermore,  apart             

from  the  rapid  urbanisation,  the  growth  of  the  tourism  sector  led  by  economic              

development,  lower  transport  costs,  travel  facilitation  and  a  growing  middle  class  in             

advanced  and  emerging  economies,  made  cities  increasingly  popular  destinations  for           

both   business   and   leisure   tourists   (World   Tourism   Organization   (UNWTO),   2018b).   

 

Over  the  past  decades,  international  tourists  have  gone  from  25  million  international             

arrivals  in  1950,  to  1.4  billion  in  2018.  UNWTO  forecasts  that  the  sector  is  expected                

to  continue  growing  3.3%  annually  until  2030  in  which  1.8  billion  tourists  will  cross               

borders   (World   Tourism   Organization   (UNWTO),   2018b).  

 

The  term  overtourism  is  only  a  couple  of  years  old,  however,  it  has  already  gained                

the  status  of  the  word  of  the  year  in  2018  (Dickinson,  2018).  When  searching  the                

term  “overtourism”  on  Google  Trends,  it  can  be  seen  that  the  search  for  this  term                

did   not   exist   as   recently   as   just   two   years   ago   (Image   1).   

 

Image   1   -   Search   term   “Overtourism”,   Google   Trends,   2019  

 

Overtourism  is  defined  as,  “The  phenomenon  of  a  popular  destination  or  sight             

becoming  overrun  with  tourists  in  an  unsustainable  way”  (Dickinson,  2018)  and            
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within  the  most  recent  couple  of  years,  countless  locations  worldwide  have            

announced  the  growing  effects  of  the  increasing  amount  of  visitors  and  have  looked              

for   solutions.  

 

According  to  the  research  by  McKinsey  and  the  World  Travel  &  Tourism  Council              

(WTTC)  (2017),  there  are  several  possible  solutions  and  methods  in  addressing            

overtourism  and  related  crowding.  For  destinations  which  are  already  struggling  with            

the   effects,   the   research   mentions   five   tactics   to   cope   with   overcrowding:   

 

1. Smooth  visitors  over  time  by  encouraging  them  to  visit  during  non-peak  times             

of  the  day,  season,  and  year  through  actions  such  as  arrival  limits  and              

ticketing   systems.  

2. Spread  visitors  across  sites,  for  example,  by  developing  new  attractions  and            

promoting   less-popular   sites   and   areas.  

3. Adjust  pricing  to  balance  supply  and  demand  by,  for  example,  introducing            

variable   pricing.  

4. Regulate  the  accommodation  supply  through  regulations  on  home-sharing  and          

additional   hotel   rooms.  

5. In  some  situations,  limit  access  and  activities  to  protect  natural  and  cultural             

integrity.  

 

Countless  locations  that  have  been  facing  diverse  challenges  related  to  the            

increasing  amount  of  visitors  have  already  implemented  some  of  the  tactics.            

Destinations  as  Dubrovnik  in  Croatia  and  the  Greek  island  of  Santorini  have  put  a               

daily  limit  on  the  number  of  people  who  can  disembark  from  cruise  ships              

(Bershidsky,  2019).  Within  the  last  year,  destinations  such  as  Japan,  New  Zealand,             

Bali,  Venice,  Edinburgh,  Amsterdam  have  implemented  plans  for  new  tourist  taxes            

(Spinks,  2019).  However,  despite  the  common  thought  that  the  tourist  taxes  are             

introduced  with  the  single  goal  of  getting  fewer  tourists,  the  taxes  are  actually  for               

establishing  resources  for  ensuring  a  more  effectively-managed,  sustainable,  and          

lucrative   tourism   industry   (Spinks,   2019).  

 

Venice  which  faces  the  growing  issue  of  one-day-visitors  from  cruise  ships  has             

started  to  introduce  a  new  tax  for  one-day-visitors,  which  starts  at  three  Euros.  By               

2020,  the  plan  is  for  this  fee  to  range  from  three  to  ten  Euros,  depending  on  the                  
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time  of  year  and  the  amount  of  visitors  in  the  area  (Minihane,  2019).  Also,               

Barcelona  has  introduced  a  tax  on  all  overnight  accommodations  and  it  has  been              

estimated  that  “The  Barcelona  Tourism  Consortium”  received  4.5  million  Euros           

directly  from  the  tax  in  2017  and  several  million  Euros  are  spent  on  projects  to                

upgrade   infrastructure   and   promote   culture   across   the   city   (Minihane,   2019).   

 

Destinations  also  try  to  cut  to  the  source  of  overtourism  and  several  cities  have               

special  rules  for  sharing  economy  platforms  as  “Airbnb”,  for  example,  in            

Copenhagen,  the  homeowners  are  allowed  to  rent  out  apartments  for  only  70  nights              

a  year  and  requires  the  service  to  report  all  rentals  to  the  tax  authorities               

(Bershidsky,   2019).  

 

According  to  Anna  Leask,  a  tourism  management  professor  at  Edinburgh  Napier            

University  who  participated  in  Edinburgh’s  public  consultation  on  the  city’s  tax,  the             

shift  towards  management  is  happening  on  a  broad  scale  and  the  whole  structure  of               

destination  marketing  organizations  (DMOs)  is  changing,  many  becoming  more          

management-centric,  rather  than  a  strict  focus  on  attracting  more  visitors  (Spinks,            

2019).  

 

Without  tactics  of  limiting  the  visitors,  Iceland,  which  has  experienced  the  annual             

visitors  jumping  from  500,000  in  2010  to  2.3  million  in  2018,  has  started  to  diversify                

its  tourism  offering  by  promoting  and  encouraging  to  visit  areas  further  away  from              

the   capital   city   and   the   famous   “Golden   Circle”   road   (Minihane,   2019).  

 

As  mentioned  above,  Amsterdam  has  started  to  implement  demarketing  strategies           

with  goal  to  spread  the  visitors  and  encourage  the  visits  outside  the  popular  city               

center.  Similarly,  local  tourist  boards  and  agencies  in  the  Netherlands  have  also             

started  promoting  day  trips  to  the  UNESCO-protected  city  of  Bruges  in  Belgium             

(Minihane,   2019).   

 

Another  example  of  demarketing  can  be  found  in  Copenhagen,  Denmark  where  for             

many  years,  Nyhavn  in  central  Copenhagen  has  been  firmly  stocked  on  the  front  of               

the  many  tourist  magazines  that  various  organizations  produce  to  encourage           

wealthy  guests  to  visit  Denmark  but  it  has  changed  recently.  “Wonderful            

Copenhagen”,  local  Destination  Marketing  Organization,  has  made  a  brave  decision           
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to  stop  any  advertising  of  the  harbour  area  with  colourful  houses,  mostly  due  to  the                

fact  that  the  area  has  long  time  lost  its  traditional  charm  and  has  become  an                

amusement  park  for  tourists,  all  businesses  targeting  only  visitors  and  forcing  the             

locals   to   avoid   the   crowded   and   overpriced   area   (Dahl,   2019).   

 

Some  of  the  locations,  however,  have  looked  for  more  urgent  actions.  For  example,              

in  spring  2019,  the  workers  at  the  Louvre  in  Paris  held  a  one-day  strike  complaining                

that  they  couldn’t  handle  the  increasing  crowds  of  visitors  (Bershidsky,  2019).  In             

Thailand,  Maya  Bay,  on  the  island  of  Phi  Phi  Leh,  the  location  known  from  the  movie                 

“The  Beach”  has  been  closed  until  2021  due  to  the  increasing  amount  of  daily               

visitors  which  has  severely  damaged  the  environment  ("Thailand's  'The  Beach'  to            

close   until   2021",   2019).   

 

According  to  the  research  by  UNWTO,  residents`  attitudes  towards  tourism  in            

European  cities  bring  up  different,  both  positive  and  negative  impacts.  The  most             

relevant  positive  impacts  from  tourism  as  perceived  by  residents  are:  greater            

international  atmosphere  and  different  cultures  in  the  city,  more  events,  a  more             

positive  image,  protection  of  historical  parts  of  the  city  and  restorations  of  traditional              

architecture.  Whereas,  the  most  negative  impacts  are:  increase  in  housing  costs,            

increase  in  taxi  prices,  increasing  prices  in  shops,  increase  in  restaurants  and  cafe              

prices  and  increase  in  public  transport  costs  (World  Tourism  Organization  (UNWTO),            

2018a).  

 

Meanwhile,  the  report  issued  by  UNWTO  states  that  the  negative  effects  from             

inflating  tourism  are  not  solely  tied  to  the  number  of  visitors  in  a  city  but  are  also                  

largely  driven  by  touristy  seasonality,  tourist  behavior,  the  behavior  of  the  resident             

population,  and  the  functionality  of  city  infrastructure  (World  Tourism  Organization           

(UNWTO),   2018a).   

 

While  this  section  has  introduced  to  the  growing  issue  of  overtourism  and  some  of               

the  strategies  which  are  adopted  by  destinations  around  the  world  in  order  to  deal               

with  consequences  and  ensure  a  more  sustainable  future  in  tourism,  the  following             

section  will  introduce  the  possibilities  of  technology-based  tools  used  in  travel  and             

tourism.   
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3.2   Smart   City   Tourism   

 

Smart  city  tourism  refers  to  the  use  of  the  growing  set  of  technological  capabilities               

to  change  how  cities  manage  tourists  within  city  lines  and  manage  overtourism             

(Tabatabai,   2018).  

 

Common  smart  solutions  are  such  as,  for  example,  real-time  congestion  notifications            

in  order  to  ensure  crowd  management,  data-driven  ticketing  schedules  for  museums            

and  landmarks  and  time-frame  tickets  at  popular  attractions  with  limited  tickets  per             

time-frame,  digitally-guided  tours  through  uncontested  routes,  using  tourist         

movement  tracking  to  manage  crowds  and  help  notify  and  guide  tourists  to  certain              

locations   at   the   most   efficient   times   (Tabatabai,   2018).   

 

More  solutions  include  augmented  reality  tours  that  can  guide  tourists  in  real-time  to              

less  congested  spaces  by  dynamically  adjusting  their  routes.  In  addition,  by  using             

analytics  on  movement,  solutions  can  help  cities  implement  certain  zones  within  a             

city  and  land  use  plans,  in  order  to  increase  usable  sidewalk  space  and  to  better                

allocate  space  for  hotels,  retail  or  other  tourist-friendly  attractions  (Tabatabai,           

2018).  Possible  solutions  include  also  smart-security  services,  improved  transport          

services,  virtual  reality,  linguistic  services  and  smart  city  bots  to  guide  visitors             

around   (Gorini,   2018).  

 

From  the  countless  smart  solutions  available  for  tourism  settings,  the  research            

focuses  on  crowding  management  solutions  particularly  as  smart  ticketing,          

technology  enabling  real-time  congestion  notifications  and  live  crowding  information          

within   a   destination.   

 

Local  marketing  organisations  and  DMOs  around  the  world  use  different  sets  of  the              

smart  solutions  and  only  some  of  the  cases  will  be  mentioned  in  the  following               

section   to   exhibit   a   few   examples.   

 

In  Italy,  Cinque  Terre  destination  has  developed  test  with  mobile  applications  to             

allow  people  to  see  the  live  crowds  of  the  area  and  make  their  own  decisions                

accordingly.  According  to  the  reviewed  materials,  no  follow-up  data  is  available            

regarding   the   App   usage   (Bershidsky,   2019).   
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The  Palace  of  Versailles  outside  Paris  has  a  range  of  themed  itineraries.  This  helps  to                

distribute  visitors  to  different  parts  of  the  site.  Increasingly  modern  technology  is             

helping  with  understanding  visitor  flow,  for  example,  Wifi  and  bluetooth  can  be  used              

to  monitor  peoples’  movements  and  understand  which  times  of  day  are  busiest             

where   (World   Travel   &   Tourism   Council   (WTTC),   2018).   

 

At  the  Schönbrunn  Palace  in  Vienna,  ticketing  is  controlled  by  a  computer  that              

calculates  the  maximum  number  of  visitors  permitted  in  the  rooms.  It  then  issues              

the  appropriate  number  of  tickets  each  hour  for  visitors  paying  on  the  day  (World               

Travel   &   Tourism   Council   (WTTC),   2018).  

 

This  section  has  introduced  to  the  diversity  of  of  smart  solutions  available  for  the               

tourism  industry  and  provided  several  examples  to  showcase  how  the  technology            

can  be  utilized  to  cope  with  the  growing  issues  related  to  over  tourism  and  crowding.                

The  following  sections  will  look  into  the  customer  journey,  customer  experience  and             

traveller   attitudes   towards   technologies   in   travel   and   tourism.   

 

3.3   Customer   Journey   and   Experience   

 

Travel  and  tourism  represents  a  service  industry  filled  with  unique  complexities  since             

a  tourist’s  overall  experience  is  modulated  by  multiple  stakeholders  throughout  all            

stages  of  the  customer  journey,  for  example,  immigration  officials  at  airports,  policy             

makers  responsible  for  investment  in  transportation  infrastructure  and  managers  at           

various   tourist   attractions.  

 

While  multiple  definitions  of  customer  experience  exist,  researchers  have  come  to            

agree  that  the  total  customer  experience  is  a  multidimensional  construct  that            

involves  cognitive,  emotional,  behavioral,  sensorial,  and  social  components  (Schmitt,          

2003;   Verhoef   et   al.   2009).   

 

Customer  experience  is  defined  as  a  customer’s“  journey”  with  a  firm/brand  over             

time  during  the  purchase  cycle  across  multiple  touch  points  and  through  a  dynamic              

process.  The  customer  experience  process  flows  from  pre  purchase  (including  search            

to  purchase  to  postpurchase;  it  is  iterative  and  dynamic.  This  process  incorporates             
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past  experiences  (including  previous  purchases)  as  well  as  external  factors.  In  each             

stage,  customers  experience  touch  points,  only  some  of  which  are  under  the  firm’  s               

control   (Lemon   &   Verhoef,   2016).  

 

However,  an  experience  may  relate  to  specific  aspects  of  the  offering,  such  as  a               

brand  or  technology  and  it  consists  of  individual  contacts  between  the  firm  and  the               

customer  at  distinct  points  in  the  experience,  called  touch  points  (Lemon  &  Verhoef,              

2016).   

 

According  to  the  research  by  Accenture,  creating  a  strong  customer  experience  is             

now  a  leading  management  objectives  across  most  companies'  top  management           

(Lemon  &  Verhoef,  2016).  Effective  management  of  customer  satisfaction  in  this            

service  sector  entails  cross-functional  collaboration  and  a  transparent  measurement          

scheme  that  clearly  delineates  the  impact  of  each  stakeholder’s  actions  on  overall             

customer   experience   (Gopalan   &   Narayan,   2010).   

 

The  research  by  Lemon  &  Verhoef  (2016)  is  used  in  this  research  to  identify  the                

main  core  elements  and  process  of  analyzing  customer  experience  and  mapping  and             

managing  customer  journey.  It  will  be  further  discussed  in  the  Theory  section  in              

connection   to   travel   customer   journey   (Section   4.1).   

 

3.4   Traveler   Attitudes   and   Technology   Acceptance   

 

In  this  section,  the  existing  research  of  the  customer  attitudes  and  technology             

acceptance  in  travel  will  be  introduced.  The  section  starts  with  a  brief  introduction  to               

the  Millennials  generation  in  connection  to  travel  which  is  followed  the  descriptions  of              

the   existing   theory   of   technology   acceptance.   

 

As  introduced  earlier,  this  research  focuses  on  Millennials  generation  which  according            

to  research  by  Pew  Research  is  leading  the  adoption  and  use  of  technologies  (Jiang,               

2018).  The  research  by  Jiang  (2018)  states  that  within  the  Millennials  generation             

92%  own  a  smartphone  and  85%  use  social  media  on  a  regular  basis.  Furthermore,               

almost  all  Millennials  (97%)  have  said  they  use  the  internet.  It  is  clear  that               

technology  is  a  crucial  part  of  everyday  life  across  Millennials.  Millennials  are  used  to               

utilization  of  technologies  for  travel  and  expect  instant  accessibility  and  more  savvy             
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communication  and  they  also  tend  to  be  more  experimental  travellers  who  crave             

authenticity   and   value   their   freedom   and   flexibility   when   travelling   (Fromm,   2018).  

 

In  the  1980s,  Davis  (1986)  developed  the  Technology  Acceptance  Model  (TAM)  to             

study  the  usage  and  acceptance  of  new  information  technology.  TAM  was  inspired  by              

the  Theory  of  Reasoned  Action  (TRA)  -  a  broad  model  from  social  psychology  which               

is  concerned  with  the  determinants  of  consciously  intended  behaviors  (Ajzen  &            

Fishbein,   1975).   

 

Technology  Acceptance  Model  by  Davis  (1986)  includes  constructs  of  Perceived           

Usefulness,  Perceived  Ease  of  Use,  Attitude  toward  Using,  and  Actual  System  Usage.             

In  the  past  two  decades,  various  studies  have  been  performed  on  Technology             

Acceptance   Model   to   study   the   factors   behind   using   different   technologies.  

 

Technology  Acceptance  Model  developed  by  Davis  (1986,  1987)  is  one  of  the  most              

popular  research  models  to  predict  use  and  acceptance  of  information  systems  and             

technology  by  individual  users.  TAM  has  been  widely  used  model  to  help  understand              

and  explain  user  behavior  in  an  information  system.  According  to  the  model,  Ease  of               

Use  and  Perceived  Usefulness  are  the  most  important  determinants  of  Actual  System             

Use   (Surendran,   2013).  

 

Based  on  previous  theories,  in  2003  Venkatesh  et  al.  (2003)  compared  the             

similarities  and  differences  among  various  models  and  constructed  a  combined           

model:  UTAUT  -  Unified  Theory  of  Acceptance  and  Use  of  Technology.  UTAUT             

contains  four  constructs,  namely,  Performance  Expectancy,  Effort  Expectancy,  Social          

Influence,  and  Facilitating  Conditions  (Venkatesh  et  al.  2003).  After  its  introduction,            

many   researchers   have   tested   and   applied   UTAUT   to   different   technologies.  

 

Another  research  by  Kim  et  al.  (2008)  explains  the  factors  influencing  tourist             

acceptance  of  mobile  devices.  The  study  proposes  two  external  variables           

(Technology  Experience  and  Trip  Experience)  and  two  influential  determinants          

(Perceived  Usefulness  and  Perceived  Ease  of  Use).  These  factors  together  determine            

user  attitudes  towards  using  mobile  devices  and,  consequently,  influence  user           

intention  and  willingness  to  adopt  mobile  devices  in  the  tourism  context.  The  results              

showed  that  Trip  Experience  and  Technology  Experience  positively  influenced          
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Perceived  Performance  and  Perceived  Ease  of  Use,  and  the  factors  positively  related             

to  travellers’  attitudes  towards  using  mobile  devices  and  intention  to  use  them  within              

the   tourism   context   (Kim   et   al.2008).   

 

Research  by  Ukpabi  &  Karjaluoto  (2017)  indicates  the  numerous  researches  and            

frameworks  previously  introduced  within  the  field  of  customers  ́  acceptance  and            

attitudes  towards  the  information  and  communications  technology.  The  research          

looked  into  71  studies  in  total,  giving  an  extensive  overview  of  the  existing  research               

within  the  field  and  summarizing  the  existing  publications  in  three  domains  that             

influence  customers´  adoption  of  e-tourism:  Consumer  adoption  of  web-based          

services  in  tourism  (CAWST),  Consumer  adoption  of  social  media  in  tourism            

(CASMT),  Consumer  adoption  of  mobile  information  systems  in  tourism  (CAMIST)           

(Ukpabi   &   Karjaluoto,   2017).   

 

Furthermore  and  importantly  for  this  research,  the  paper  also  notes  the  factors             

associated  with  each  of  the  domains.  According  to  the  scope  of  this  research,  it  is                

crucial  to  look  into  the  factors  of  consumer  adoption  of  web-based  services  in              

tourism   and   consumer   adoption   of   mobile   information   systems   in   tourism.  

 

The  factors  associated  with  the  consumer  adoption  of  web-based  services  in  tourism             

(CAWST)  are  website  and  information  quality,  complexity,  navigability,  functionality,          

security,    perceived   enjoyment   and   trust.   

 

The  factors  associated  with  consumer  adoption  of  mobile  information  systems  in            

tourism  (CAMIST)  are  involvement,  informativeness,  use  context  such  as  personal           

and  environmental  conditions,  mobile  self-efficiency,  information  gain  and         

entertainment.   

 

Consumers  consider  security,  navigation  functionality  and  information  quality  as          

important  website  attributes  for  online  tourism  transactions  (Ukpabi  &  Karjaluoto,           

2017).  It  was  also  researched  that  quality  of  website  design  has  had  a  positive               

influence  on  consumers’  attitude  towards  online  purchases  of  travel  and  tourism            

products.  Particularly,  consumers’  adoption  of  a  particular  website  for  hotel  bookings            

was  influenced  by  the  information  available  on  the  website,  security,  and            

content-motivating   visuals   (Ukpabi   &   Karjaluoto,   2017).  
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Research  by  Chang  et  al.  (2016)  has  looked  into  the  factors  of  mobile  technology               

acceptance  in  tourism  between  Chinese  customers.  According  to  Chang  et  al.            

(2016),  Perceived  Usefulness,  Ease  of  Use  and  Informativeness  are  the  important            

factors  which  will  enable  mobile  technologies  to  grow  continuously  among  tourism            

consumers.   

 

In  terms  of  personal  factors,  Trip  and  Technology  Experiences  are  important            

determinants;  thus,  frequent  travellers  have  a  higher  adoption  rate  mobile           

information  systems  in  tourism  (Kim  et  al.  2008).  Consumers  show  more  satisfaction             

with  mobile  applications  that  contain  more  travel-related  information  (Ukpabi  &           

Karjaluoto,   2017).  

 

The  acceptance  factors,  reviewed  within  the  existing  theory,  are  summarized  in  an             

overview  (Table  2)  according  to  the  literature  review  of  existing  research  of             

customer  attitudes  and  technology  acceptance  in  Travel  and  Tourism.  The  overview            

allows  to  have  a  summary  over  the  existing  research  and  find  common  acceptance              

factors.   
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Source  

 

Domain  

Acceptance   Factors  

Internal  External  

Davis  

(1986,  

1987)  

Information   Technology  Perceived   Usefulness,  

Perceived   Ease   of   Use  

External  Factors  (social,    

cultural,   political)  

Kim  et  al.    

(2008)  

 

Mobile   Technology   

Perceived   Usefulness,  

Perceived   Ease   of   Use  

Technology   experience,  

Trip   experience  

Ukpabi  &   

Karjaluoto  

(2017)  

Web  Website  and  Information    

quality,  Complexity,   

Functionality  

n/a  

Mobile   Technology  Informativeness,  Use   

context,   

Mobile   self-efficiency,  

Information   gain,  

Entertainment  

n/a  

Chang  et   

al.   (2016)  

 

Mobile   Technology  

Perceived  Usefulness,   

Perceived  Ease  of  Use,     

Informativeness  

n/a  

Venkatesh  

et  al.   

(2003)  

Information   Technology  Performance   Expectancy,  

Effort   Expectancy  

Social   Influence,  

Facilitating   Conditions  

 

Table  2  -  Technology  Acceptance  factors  in  Tourism,  Overview  of  the  existing             

research   (Source:   work   of   the   author)  

 

From  the  reviewed  research,  several  common  factors  can  be  indicated  as  the  most              

relevant  in  technology  acceptance.  They  are  Perceived  Usefulness,  Perceived  Ease  of            

Use  (Performance,  Effort  Expectancy)  and  Informativeness  (Information  quality,         

Information  gain)  in  connection  with  diverse  External  factors  such  as  Social            

Influence,  Privacy,  Technology  Experience  and  Trip  experience  (Table  2).  The           

common   factors   will   be   further   covered   in   the   Theory   section   of   this   research.   
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3.5   Research   Gap  

 

From  the  review  of  the  existing  research  and  literature,  it  can  be  seen  that  certain                

areas  of  this  relatively  new  topic  of  smart  city  solutions  in  tourism  are  still  needed  to                 

be  researched  and  discussed.  Thanks  to  newness  and  scarce  research,  the  attitudes             

from  users  towards  the  emerging  smart  solutions  introduced  in  tourism  settings  are             

subject   to   further   research.   

 

Many  kinds  of  research  mention  the  technologies  changing  the  customer  experience            

and  refer  to  brands  that  use  embedded  technology  throughout  all  stages  of  the              

customer  journey.  However,  the  customers'  ́  attitudes  and  opinions  are  not            

thoroughly   researched   and   discussed   in   relation   to   this.   

 

According  to  Ukpabi  &  Karjaluoto  (2017),  there  is  a  lack  of  research  on  consumer               

adoption  of  mobile  information  systems  in  tourism.  Only  8  out  of  71  reviewed              

articles  throughout  the  research  by  Ukpabi  &  Karjaluoto  (2017)  were  in  the  mobile              

information  system  domain  and  the  research  in  this  field  remains  scarce,  despite  the              

growing  importance  of  the  emerging  mobile  technology  tools  for  the  tourism            

industry.   

 

Although  digital  technologies  have  become  increasingly  used  in  the  hospitality  and            

tourism  industry,  few  studies  have  been  conducted  to  investigate  acceptance           

behavior  in  hospitality  and  tourism  technologies  (Kim  et  al.  2008).  Many  research             

papers  have  looked  into  the  acceptance  in  another  context,  for  example,  website             

acceptance   in   tourism   settings   with   a   goal   of   online   bookings.   

 

This  research  aims  to  look  into  the  gap  of  research  of  traveller  attitudes  and               

acceptance  of  smart  solutions  and  digital  tools  which  are  being  increasingly            

introduced  in  travel  and  tourism.  The  research  methodology  and  theoretical           

framework   are   introduced   in   the   following   sections.   
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4.   THEORY  
 

The  following  chapter  is  the  theoretical  base  for  this  thesis  project.  The  chapter              

introduces  and  combines  the  existing  theories  of  travel  customer  journey  and  an             

extended  Technology  Acceptance  Model.  A  combined  theoretical  framework  is          

introduced  at  the  end  of  the  chapter  which  is  further  used  for  planning  of  data                

collection  in  order  to  gather  relevant  findings  and  ultimately  answer  the  research             

question.   

 

4.1   Travel   Customer   Journey  

 

Within  this  section,  the  theory  of  travel  customer  journey  is  introduced  and             

described  in  connection  and  comparison  with  the  theory  of  the  traditional  customer             

journey.  That  allows  to  uncover  the  differences  and  understand  how  a  customer             

journey   is   particular   in   travel   and   tourism.   

 

Customer  journey  mapping  is  used  to  map  all  touchpoints  within  the  customer             

journey  and  identify  different  touchpoints  and  their  connection.  It  is  used  in  this              

research  to  identify  different  touchpoints  in  a  visitor  ́s  journey  and  the  way  the               

touchpoints   link   with   crowding   solutions   integrated   by   the   destination.   

 

As  previously  stated,  the  desire  to  explore  the  world  has  not  changed  and  if  any,  is                 

only  increasing,  however,  what  has  evolved  dramatically  is  the  way  people  research,             

plan  and  purchase  the  trips.  Gone  are  the  days  when  going  to  a  trip  meant  a  simple                  

booking  process  with  a  few  touchpoints  such  as  looking  at  travel  brochures,  having  a               

visit  of  a  trusted  travel  agency,  deciding  where  to  book  (Rodgers,  2018.)  Nowadays,              

the  increasingly  disruptive  mobile  technology  has  made  it  possible  to  have  access  to              

a  never-ending  amount  of  travel  information  at  any  time,  a  few  clicks  away.  Recently               

Google  has  taken  a  large  step  toward  becoming  an  all-encompassing  travel  planning             

and  booking  destination,  combining  all  the  necessary  travel  information  at  one            

location  and  enabling  even  more  seamless  experience  of  travel  planning  (Schaal,            

2019).  
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According  to  the  “Travel  Micro-Moments  Guide”  by  Google  (Think  With  Google,            

2016),  “travellers  increasingly  turn  to  mobile  in  real-time  and  on-the-go,  making            

informed  decisions  faster  than  ever  before.  For  marketers,  this  means  there  are  new              

opportunities  to  connect  throughout  the  entire  travel  customer  journey,  across           

devices  and  channels.”  As  per  Lemon  &  Verhoef  (2016),  it  has  not  been  widely               

researched  how  mobile  channels  are  influencing  customer  experience  and  customer           

journey  and  remains  a  grey  area.  Introducing  new  channels  leads  to  new             

touchpoints   which   lead   to   more   complexity   to   the   customer   journey.  

 

The  research  by  Google  (Think  With  Google,  2016)  has  defined  the  travel  customer              

journey  in  the  existing  digital  age  and  according  to  it,  travel  micro-moments  are              

what  really  shape  the  customer  journey  in  travel.  Micro-moments  are  the  key             

moments  across  the  customer  journey  when  people  turn  to  a  device  with  an  intent               

to  answer  an  immediate  need.  What  happens  in  these  micro-moments  affects  the             

travel  decision  process.  “Google  Playbook  for  Travel”  is  dividing  the  travel  customer             

journey  in  the  stages  of  the  travel  decision-making  process:  I-want-to-get-away  or            

dreaming  moments,  Time-to-make-a-plan  or  planning  moments,  Let's-book-it  or         

booking   moments   and   Can't-wait-to-explore   or   experiencing   moments.   

 

In  traditional  customer  journey  analysis,  companies  focus  on  how  customers  interact            

with  multiple  touchpoints,  moving  from  consideration,  search,  and  purchase  to           

postpurchase,  consumption,  and  future  engagement  or  repurchase  (Verhoef,  Kooge,          

and  Walk  2016).  The  traditional  customer  journey  has  been  defined  with  three             

overall  phases:  pre-purchase,  purchase,  and  post-purchase  (Lemon  &  Verhoef,          

2016).  

 

As  per  Lemon  &  Verhoef  (2016),  the  pre-purchase  phase  is  the  first  phase  in  the                

customer  journey.  The  pre-purchase  stage  encompasses  the  customer's  experience          

from  the  beginning  of  the  need/goal/impulse  recognition  to  consideration,          

traditionally  the  literature  connects  this  stage  to  behaviors  as  need  recognition,            

search   and   consideration.   

 

The  first  stage  of  the  travel  customer  journey  is  filled  with  dreaming  moments  and               

people  are  at  the  early  stages  of  thinking  about  their  next  trip.  They’re  exploring               

destination  options  and  dreaming  about  what  their  next  getaway  could  look  like.             
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According  to  the  research  by  Google,  customers  at  this  stage  have  not  yet  decided               

on  the  destination  and  are  not  brand  committed  and  don't  know  what  airline  and               

accommodation  brand  they  will  choose.  The  customer  goes  through  countless           

micro-moments  and  bounces  between  different  touchpoints  -  Google  Search,  Online           

Travel   Agency   ́s   visits,   travel   guides,   travel   reviews   (Think   With   Google,   2016).   

 

In  the  Dreaming  stage,  user-generated  content  is  becoming  very  influential.  In  fact,             

84%  of  Millennials  and  Generation  Z  say  that  friends  ́  posts  on  social  media  have                

influenced  them  to  make  or  change  their  future  travel  plans  (Wong,  2016).             

Furthermore,  the  surveys  consistently  show  that  reviews  by  other  users  are  ranked             

as  more  trustworthy  than  branded  content:  95%  of  travellers  said  they  were  more              

likely  to  trust  reviews  on  third  party  websites  than  on  a  tour  operator’s  site               

(Vasileva,   2018).   

 

Thus,  in  the  travel  customer  journey  the  initial  impulse  or  goal  can  come  from,  for                

example,  a  single  friend's  post  on  social  media  which  triggers  a  need  and  starts  the                

search   and   consideration   of   future   travel   plans.   

 

The  planning  stage  comes  after  the  Dreaming  stage  and  takes  place  when  people              

have  chosen  a  destination.  At  this  stage,  the  next  travel  research  process  starts.              

According  to  the  research  by  Google,  the  top  things  travellers  look  for  in  these               

particular  micro-moments  include  prices,  reviews,  pictures  and  availability  of          

accommodation,  costs,  flight  length,  travel  schedules,  and  activities  in  the           

destination  (Think  With  Google,  2016).  A  single  customer  can  have  over  850  digital              

travel  touchpoints  ovér  the  course  of  the  planning  stage.  Those  include  Google             

searches,  online  travel  reviews,  and  agencies,  research  on  restaurants,  activities,           

accommodation   (Think   With   Google,   2016).  

 

Over  40%  of  travellers  say  they  bounce  back  and  forth  between  dreaming  about  and               

planning  their  next  trip.  This  stage  includes  zooming  in  on  the  details  for  one               

destination  and  then  zooming  out  to  reconsider  all  the  options  again.  Dreaming  and              

Planning  stages  can  be  linked  to  pre  purchase  phase  in  the  traditional  customer              

journey:   phases   of   search   and   consideration   before   an   actual   purchase.   
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The  booking  stage  comes  when  research  is  finalized  and  people  are  ready  to  book               

the  necessary  tickets,  accommodation  and  other  necessities  for  the  trip  ahead.            

These  are  the  moments  where  people  are  ready  to  put  the  money  behind  their               

decisions  made  in  the  planning  stage.  According  to  research,  an  increasing  amount             

of   searches   leading   to   a   booking   is   made   on   mobile   (Think   With   Google,   2016).   

 

As  per  the  theory  of  the  traditional  customer  journey  (Lemon  &  Verhoef,  2016),  the               

purchase  phase  is  the  second  phase  which  combines  all  customer  interactions  with             

the  brand  and  the  environment  during  the  purchase  itself.  It  is  characterized  by              

behaviors  such  as  choice,  ordering,  and  payment.  In  the  tourism  context  the             

purchase  phase  can  be  seen  as,  for  example,  purchasing  tickets  for  the  initial  flight,               

booking  an  accommodation  or  buying  tickets  for  the  entrance  to  a  museum  or              

attraction.   

 

The  experiencing  stage  is  where  the  customer  has  already  booked  vacation,            

however,  that  does  not  mean  that  the  research  is  completed.  This  stage  occurs  when               

travellers  start  to  look  forward  to  their  trip,  it  becomes  real  and  finally,  they  are  at                 

the  destination.  Growth  of  mobile  technologies  allows  travellers  to  be  more  flexible             

and  spontaneous  and  85%  of  leisure  travellers  decide  on  activities  only  after  having              

arrived  at  the  destination  (Think  With  Google,  2016).  According  to  research  by             

Google,  almost  all  the  digital  touchpoints  at  this  stage  occurs  on  mobile  and  includes               

Google  search,  navigation,  lifestyle  sites,  Youtube,  information  about  restaurants,          

review   sites   and   weather.   

 

During  the  experiencing  stage  stage,  the  travellers  are  looking  for  mobile-first,            

relevant  content  which  fits  their  needs  and  plans  at  a  destination.  In  traditional              

customer  journey,  the  last  stage  or  post-purchase  phase  consists  of  all  the  activities              

following  the  actual  purchase  including  elements  as  shipping  and  receiving  an  order,             

sharing  of  a  review  or  word  of  mouth,  follow  up  with  the  company  etc.  (Lemon  &                 

Verhoef,   2016).   

 

Another  crucial  element  of  any  customer  journey  are  touchpoints.  They  are  the             

individual  transactions  through  which  customers  interact  with  parts  of  the  business            

and  its  offerings  (Maechler,  Neher  &  Park,  2016).  It  is,  however,  important  to  not               

only  look  at  the  individual  touchpoints,  but  also  see  the  bigger  and  holistic  picture               
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and  the  customer's  end-to-end  experience.  According  to  Lemon  &  Verhoef  (2016)            

four  categories  of  customer  journey  touchpoints  can  be  identified:  brand-owned,           

partner-owned   (host-owned),   customer-owned,   and   social/external/independent.   

 

Brand-owned  touchpoints  are  the  customer  interactions  during  the  experience  that           

are  designed  and  managed  under  the  firm's  or  brand  ́s  control,  including             

brand-owned  media  as  websites,  advertising,  and  any  brand-controlled  elements.          

Partner-owned  touchpoints  are  customer  interactions  during  experiences  that  are          

jointly   managed   or   controlled   by   a   firm/brand   and   one   or   more   of   its   partners.   

 

Customer-owned  touchpoints  are  customer  actions  that  are  part  of  the  overall            

customer  experience  but  that  the  brand  and  its  partners  do  not  have  any  influence               

or  control.  They  are  also  described  as  non-control  touch  points  across  the  customer              

journey.   

 

Social  or  external  touchpoints  show  the  important  role  of  others  in  the  customer              

experience.  That  means  that  during  the  experience,  customers  are  surrounded  by            

external  touchpoints  as,  for  example,  other  customers,  peer  influences,  information           

sources  out  of  brand  ́s  control  and  environments.  All  these  external  touchpoints  may              

influence   the   process   (Lemon   &   Verhoef,   2016).  

 

It  is  crucial  to  identify  critical  touch  points  (“moments  of  truth”)  throughout  the              

customer  journey  that  have  the  most  significant  influence  on  key  customer            

outcomes  as  they  are  crucial  in  the  behaviour  and  decision  making  of  customers.              

Once  the  touchpoints  are  identified,  it  can  be  decided  how  the  touchpoints  can  be               

shaped   and   influenced   by   companies   and   brands   (Lemon   &   Verhoef,   2016).  

 

Research  by  Lemon  &  Verhoef  (2016)  discusses  several  advantages  in  using            

customer  journey  mapping.  Customers  can  be  involved  in  the  process  by  being             

asked  to  self-journey  mapping  their  own  customer  journey  which  gives  more            

detailed  and  reliable  data.  Customer  journey  analysis  help  understanding  and           

mapping   the   journey   from   the   customer   perspective.   

 

This  section  has  introduced  to  both  traditional  and  travel  customer  journey  theories             

and  explained  the  most  crucial  elements  of  the  stages  or  phases.  The  following              
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section  will  further  look  into  the  Technology  Acceptance  theory  and  present  the             

theoretical   framework   of   this   research.   

 

4.2   Technology   Acceptance   Theory  

 

As  discussed  in  the  Literature  review  (Section  3.4),  Technology  Acceptance  Model            

developed  by  Davis  (1986)  is  one  of  the  most  popular  research  models  to  predict               

use  and  acceptance  of  information  systems  and  technology  by  individual  users            

(Surendran,  2013).  Technology  Acceptance  Model  has  been  widely  studied  and           

verified  by  different  studies  that  examine  the  individual  technology  acceptance           

behavior  in  different  information  systems  constructs.  It  has  also  been  used  in  further              

research  and  many  extended  frameworks  have  been  developed,  suitable  for           

e-commerce,   online   shopping,   online   banking   and   many   more   (Surendran,   2013).   

 

In  this  research,  Technology  Acceptance  Model  is  used  in  the  context  of  tourism  and               

customer  journey.  Technology  Acceptance  Model  is  used  to  analyze  the  interaction            

between   Millennial   travellers   and   technology   based   travel   tools.   

 

Technology  Acceptance  Model  theorizes  that  an  individual's  moral  intention  to  use  a             

system  is  determined  by  two  beliefs:  Perceived  Usefulness,  defined  as  the  extent  to              

which  a  person  believes  that  using  the  system  will  enhance  his  or  her  performance,               

and  Perceived  Ease  of  Use,  defined  as  the  extent  to  which  a  person  believes  that                

using  the  system  will  be  free  of  effort  (Surendran,  2013).  According  to  Technology              

Acceptance  Model,  Perceived  Usefulness  is  also  influenced  by  Perceived  Ease  of  Use             

because,  other  things  being  equal,  the  easier  the  system  is  to  use  the  more  useful  it                 

can   be   (Surendran,   2013).   

 

According  to  the  model,  Perceived  Ease  of  Use  and  Perceived  Usefulness  are  the              

most  important  determinants  of  actual  system  use.  However,  these  two  factors  are             

influenced  by  external  variables.  The  main  external  factors  that  are  usually            

manifested  are  social  factors,  cultural  factors  and  political  factors.  Social  factors            

include  language,  skills  and  facilitating  conditions.  Political  factors  are  mainly  the            

impact  of  using  technology  in  politics  and  political  crisis.  The  attitude  to  use  is               

concerned  with  the  user’s  evaluation  of  the  desirability  of  employing  a  particular             
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information  system  application.  Behavioral  intention  is  the  measure  of  the  likelihood            

of   a   person   employing   the   application.  

 

In  additional  to  the  traditional  Technology  Acceptance  Model,  many  researchers  have            

been  investigating  the  technology  acceptance  factors  in  travel  and  tourism  settings.            

In  Literature  review  under  the  section  3.4,  the  overview  of  the  existing  research              

(Table  2)  provides  a  summary  indicating  common  similarities  across  the  acceptance            

factors.  The  common  factors  are  Perceived  Usefulness,  Perceived  Ease  of  Use            

(Performance,  Effort  Expectancy)  and  Informativeness  (Information  quality,        

Information  gain)  in  combination  with  External  factors  such  as  Social  Influence,            

Privacy,   Technology   Experience,   Trip   experience.   

 

Following  the  review  of  existing  research  within  technology  acceptance  and  customer            

attitudes  towards  technology  in  tourism,  patterns  have  been  discovered  and           

combined  in  an  extended  Technology  Acceptance  Model  which  has  furthermore  been            

linked  to  the  theory  of  travel  customer  journey.  The  following  section  will  in  detail               

introduce   the   theoretical   framework   of   this   research   based   on   the   existing   theory.   

 

4.3   Framework   of   Technology   Acceptance   in   Travel   

 

The  common  technology  acceptance  factors  -  Perceived  Usefulness,  Perceived  Ease           

of  Use,  Informativeness  and  External  Factors  -  discussed  in  the  Literature  review             

(Section  3.4)  have  been  used  to  form  an  extended  Technology  Acceptance  Model             

with  additional  factors  of  Informativeness  and  External  Factors.  The  combination  of            

these  theories  has  been  further  used  for  the  creation  of  the  theoretical  framework              

for   this   research.   

 

The  combined  model  is  used  as  the  theoretical  framework  for  this  research.  The              

framework  of  Technology  Acceptance  in  Travel  (Figure  1)  is  used  for  planning  of  data               

collection  and  analysis,  in  order  to  uncover  and  understand  what  shapes  the             

attitudes  by  Millennial  travellers  at  certain  stages  of  a  travel  customer  journey  and              

eventually  answer  the  research  question.  The  combined  framework  is  linking  the            

theories   of   travel   customer   journey   and   an   extended   Technology   Acceptance   Model.   
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As  introduced  during  the  Literature  Review  in  chapter  3,  several  destinations  around             

the  world  have  started  to  adopt  diverse  strategies  as  an  answer  to  overtourism  and               

while  some  of  the  strategies  include  restrictions  and  increased  tourist  taxes,  others             

are  technology-based  and  require  involvement  and  adoption  by  the  visitors  of  a             

destination.  Due  to  that,  it  is  crucial  to  investigate  the  process  of  technology              

acceptance  within  the  travel  customer  journey  and  evaluate  factors  that  contribute            

to   the   acceptance   of   a   new   travel   tool.   

 

Four  stages  of  the  travel  customer  journey  in  the  Google  Travel  Playbook  are  used  to                

map  the  travel  customer  journey  -  dreaming,  planning,  booking  and  experiencing            

(Think  With  Google,  2016).  Each  stage  has  countless  touch  points  that  are  unique              

depending  on  the  unique  travel  customer  journey,  the  framework  illustrates  the            

touchpoints  with  three  dots  on  the  timeline  at  each  of  the  stages.  The  touchpoints  in                

the  travel  customer  journey  are  points  where  a  traveller  has  any  kind  of  interaction               

with  a  destination,  from  seeing  a  post  of  a  particular  destination  on  social  media  to                

booking  an  entrance  ticket  to  a  museum  at  a  destination.  At  the  planning  and               

experiencing  stages,  the  extended  Technology  Acceptance  Model  has  been  added  in            

order   to   show   how   the   acceptance   factors   link   to   a   specific   stage.  

 

While  technology  acceptance  might  be  relevant  in  any  of  the  stages  depending  on              

each  unique  customer  journey,  the  research  focuses  on  the  planning  and            

experiencing  stages.  These  stages  are  the  most  relevant  when  it  comes  to             

technology  acceptance.  As  indicated  previously,  the  planning  stage  is  the  moment            

when  the  people  have  decided  on  a  destination  and  real  research  starts.  This  stage               

is  likely  when  travellers  come  across  a  potential  museum  or  attraction  they  would              

like  to  visit  at  a  destination.  Experiencing  stage  is  when  most  of  the  people  make  the                 

final  decisions  regards  of  which  attractions  to  visit  at  a  destination.  Those  are              

moments  when  travellers  are  likely  to  come  across  the  available  tools  for  avoiding              

crowds,   offered   by   a   destination   and   specific   attraction.   

 

The  framework  of  Technology  Acceptance  in  Travel  is  used  to  discover  the  attitudes              

by  Millennial  travellers  related  to  the  adoption  of  new  technology-based  travel  tools             

throughout  a  travel  customer  journey.  The  framework  allows  to  research  different            

factors  which  contribute  to  the  acceptance.  As  per  the  model,  the  attitude  towards              

using  is  formed  by  the  visitor  ́s  Perceived  Usefulness,  Perceived  Ease  to  Use  and               
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Informativeness  in  combination  with  External  factors.  Thus  the  acceptance  is  created            

by  a  visitor  ́s  beliefs  of  how  the  technology  can  be  useful,  how  easy  it  could  be  to                   

use  it  and  what  information  at  what  quality  can  be  obtained.  These  factors  are               

further  facilitated  by  external  factors  such  as  Social  influence,  Privacy,  technology,            

and   trip   experience.   

 

Figure  1  -  Framework  of  Technology  Acceptance  in  Travel  (Source:  work  of  the              

author)  

 

The  framework  of  Technology  Acceptance  in  Travel  is  the  base  for  the  data  collection               

and  planning  of  the  research  methods.  The  following  section  will  introduce  the             

methodological  choices  made  by  the  author  in  order  to  gain  relevant  findings  from              

data   collections   and   answer   the   research   question.   
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5.   METHODOLOGY  
 

This  chapter  provides  the  motivation  behind  the  methodological  choices  of  the            

author  and  its  impact  on  the  outcome  of  this  research  project.  Methodological             

choices  of  the  research  are  based  on  the  “research  onion”  introduced  by  Saunders,              

Lewis  &  Thornhill  (2009).  Methodology  part  consists  of  research  philosophy,  research            

approach,   research   design   and   methods,   and   finally,   research   credibility   and   ethics.   

 

5.1   Research   Philosophy   

 

The  research  philosophy  adopted  in  this  thesis  contains  important  assumptions           

about  the  way  in  which  the  author  views  the  world.  As  Saunders  et  al.  (2009)                

suggest,  these  assumptions  will  underpin  the  research  strategy  and  the  methods            

used   in   this   chapter.   This   research   follows   the   research   philosophy   of   Interpretivism.   

 

According  to  Saunders  et  al.  (2009),  in  the  interpretivism  approach,  the  researcher  ́s              

view  of  the  nature  of  reality  is  socially  constructed,  subjective  and  multiple.             

Saunders  et  al.  (2009)  argue  that  an  interpretivist  perspective  is  highly  appropriate             

in  the  case  of  business  and  management  research.  Additionally,  not  only  are             

business  situations  complex,  they  are  also  unique  and  therefore  a  function  of  a              

particular  set  of  circumstances  and  individuals  coming  together  at  a  specific  time             

(Saunders   et   al.,   2009).  

 

Common  data  techniques  for  interpretivism  include  small  samples,  in-depth          

investigations  and  qualitative  research  which  is  also  true  for  this  research.  (Saunders             

et   al.,   2009).   

 

5.2   Research   Approach   

 

According  to  Saunders  et  al.  (2009),  there  are  two  main  research  approaches:             

deduction  and  induction.  With  a  deductive  approach,  an  existing  theory  is  reviewed             

and  hypotheses  are  tested  and  a  research  strategy  designed  to  test  the  hypotheses;              

with  induction,  data  is  collected  and  a  theory  developed  as  a  result  of  the  data                

analysis   (Saunders   et   al.,   2009).  
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This  research,  however,  follows  the  combination  of  deductive  and  inductive           

approaches.  As  indicated  by  Saunders  et  al.  (2009),  combining  both  research            

approaches   is   often   advantageous.   

 

The  research  process  starts  with  a  deductive  approach  as  specific  theory  is  used  in               

the  initial  process  and  a  theoretical  framework  is  used  for  the  research  planning.              

However,  further  in  the  research  an  inductive  approach  is  used  as  the  data  from  the                

research  is  used  to  develop  theory.  The  research  has  a  defined  theoretical             

framework  that  has  been  applied  to  a  relatively  new  topic  with  little  existing              

literature   which   leads   to   the   need   for   generating   new   data,   analysing   and  

reflecting   upon   the   theoretical   framework.   

 

5.3   Research   Design  

 

As  per  Saunders  et  al.  (2009)  research  design  is  the  next  step  after  uncovering  the                

two  outer  layers  -  research  philosophies  and  research  approaches.  Both  have  been             

mentioned  in  the  previous  section.  Research  design  is  a  general  plan  on  how  to  go                

about  answering  the  research  question  and  research  design  consists  of  three  layers             

which  are  research  strategy,  research  choices  and  time  horizons.  These  layers  are             

crucial  for  turning  the  research  question  into  a  research  project.  The  next  three              

layers   are   discussed   in   this   section.   

 

The  research  strategy  used  for  the  research  is  based  on  a  case  study.  According  to                

Saunders  et  al.  (2009),  case  studies  are  a  way  of  empirically  investigate  a              

phenomenon  within  a  real-life  context.  During  this  research,  the  author  has  chosen  a              

case  destination  of  Amsterdam  in  the  Netherlands  which  has  been  introduced  in             

detail   in   section   2.1.   

 

This  research  project  follows  an  exploratory  research  design.  Keegan  (2009)  argues            

that  qualitative  research  methods  are  used  to  understand  a  broader  phenomenon,            

they  are  well  suited  for  exploratory  studies,  where  there  is  very  little  previous              

knowledge   and   possible   unknowns.   

 

As  per  Saunders  et  al.  (2009),  there  are  three  principal  ways  of  conducting              

exploratory  research:  a  search  of  the  literature,  interviewing  “experts”  in  the  subject             
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and  conducting  interviews  and  testimonials.  This  research  utilizes  two  ways:           

searching   and   reviewing   the   existing   literature   and   conducting   interviews.   

 

Regarding  the  research  choices,  this  research  follows  the  multi-method  qualitative           

study.  The  research  uses  more  than  one  data  collection  technique  and  analysis             

procedures  to  answer  the  research  question  thus  using  multiple  methods  (Saunders            

et.  al,  2009).  The  term  multi-method  refers  to  those  combinations  where  more  than              

one  data  collection  technique  is  used  with  associated  analysis  techniques,  but  this  is              

restricted  within  either  a  quantitative  or  qualitative  world  view  (Saunders  et.  al,             

2009).   

 

The  next  level  is  about  the  time  horizon  of  the  research.  This  particular  research               

follows  the  cross-sectional  time  horizon,  meaning  that  the  research  is  a  “snapshot”             

taken  at  a  particular  time  of  a  particular  phenomenon  (Saunders  et.  al,  2009).  The               

research  project  is  being  taken  for  academic  program  thus  is  time-constrained.            

According  to  Saunders  et  al.  (2009),  cross-sectional  studies  may  use  qualitative            

methods  and  many  case  studies  are  based  on  data  collected  over  a  short  period  of                

time   as   in   the   case   of   this   research.   

 

5.4   Research   Methods  

 

This  part  explains  deeper  the  data  collection  and  data  analysis  of  this  research.  The               

research  is  started  by  gathering  secondary  data  throughout  online  sources  and            

university  ́s  databases  by  searching  the  existing  materials  related  to  the  search             

queries  such  as  “overtourism”,  “crowding  solutions”,  “Millennial  travel”,  “Technology          

acceptance”  and  many  more.  In  the  next  step,  primary  data  is  collected  and              

analysed.   

  

Some  of  the  secondary  data  sources  include  articles,  books,  online  sources  and             

existing  interviews  as,  for  example,  an  interview  with  Nico  Mulder,  Marketing            

Strategy  Consultant  at  Amsterdam  Marketing  (Digital  Tourism  Think  Tank  (DTTT),           

2018)  and  Marek  Kruszel  from  the  Amsterdam  Marketing  (Kruszel,  2017),  both  of             

which   are   referred   to   during   the   introduction   of   the   case   destination.   
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For  the  primary  data  collection,  eleven  semi-structured,  in-depth  user  interviews           

have  been  carried  out.  According  to  Polkinghorne  (2005),  interviews  are  the  most             

widely  used  qualitative  research  method.  Further  details  of  primary  data  collection            

are   described   in   the   following   section.   

 

User   Interviews   
 

In  this  research,  primary  data  is  collected  through  semi-structured,  in-depth           

interviews.  As  per  Saunders  et  al.  (2009)  semi-structured  interviews  are           

“non-standardised”  and  are  often  referred  to  as  “qualitative  research  interviews”.           

Non-standardised,  interviews  are  used  to  gather  data,  which  are  normally  analysed            

qualitatively,  including  as  part  of  a  case  study  strategy.  Compared  to  structured             

interviews,  semi-structured  interviews  guarantee  more  flexibility  for  the  interviewer,          

the  order  of  questions  can  be  varied  depending  on  the  flow  of  the  conversation.               

These  data  are  likely  to  be  used  not  only  to  reveal  and  understand  the  “what”  and                 

the  “how”  but  also  to  place  more  emphasis  on  exploring  the  “why”.  (Saunders  et  al.                

2009)   

 

In  semi-structured  interviews,  the  researcher  will  have  a  list  of  themes  and             

questions  to  be  covered,  although  these  may  vary  from  interview  to  interview             

(Saunders  et  al.  2009).  That  means  that  the  interviewer  can  choose  to  omit  some               

questions  in  a  particular  interview,  depending  on  the  flow  and  covered  topics,  on  the               

other  hand,  additional  questions  might  be  necessary  and  can  be  added  throughput             

an   interview.  

 

One  to  one,  in-depth  interviews  with  11  respondents  have  been  carried  out  in  order               

to  gather  primary  data  and  information  for  analysis  with  the  goal  to  answer  the               

research  question.  Interviews  have  been  25  -  30  minutes  long  and  have  in  a  place                

with  no  disturbance  in  private  meeting  rooms  and  have  been  recorded  by             

audio-recording   the   conversation.  

 

The  interviews  have  been  carried  out  by  following  the  interview  guide  matrix             

(Appendix  A)  which  consists  of  themes  and  questions  planned  to  be  covered.  The              

interview  guide  has  25  questions  divided  into  5  themes  and  connected  to  specific              

technology  acceptance  factors  which  have  been  introduced  in  the  Literature  Review            

(Section  3.4)  and  Theory  (Section  4.2)  parts.  As  per  Saunders  et  al.  (2009)  it  is                
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necessary  to  devise  relevant  interview  themes  in  order  to  gain  relevant  answers             

from   the   respondents.   

 

Furthermore,  questions  are  also  linked  to  the  four  stages  of  the  travel  customer              

journey  which  has  been  described  in  section  4.1.  The  questions  have  been  selected              

and  planned  in  order  to  gain  a  deeper  understanding  of  each  stage  of  the  travel                

customer  journey  and  relevant  Technology  Acceptance  factors.  The  interview  guide           

matrix  (Appendix  A)  indicates  how  each  of  the  questions  in  the  guide  links  to               

particular   travel   customer   journey   stage   and   Technology   Acceptance   factors.   

 

The  questions  have  been  divided  between  the  following  themes:  Travel  habits,            

Crowding, Live  Lines  Project  in  Amsterdam,  Google  Popularity  Tool  and  Privacy.            

Travel  habits  theme  gives  the  respondent  a  “warm  up”  while  also  gathering             

information  about  the  respondent  ́s  travel  and  technology  experience.  Questions           

within  the  Crowding  theme  allows  gathering  information  about  the  respondent  ́s            

understanding  of  and  experience  with  crowding  and  overtourism.  The  questions           

under  the  theme  of  the  Live  Lines  Project  in  Amsterdam  are  crucial  in  order  to  find                 

the  attitudes  towards  the  project  and  similar  crowding  management  tools.           

Furthermore,  questions  about  the  Google  Popularity  tool  are  asked  to  understand            

the  respondents  ́  opinions  of  having  available  data  about  the  business  of  a  specific               

place  and  how  would  the  respondents  interact  with  the  data.  Finally,  questions             

related  to  Privacy  theme  are  asked  to  find  deeper  information  about  one  of  the               

external   factors   of   technology   acceptance.   

 

The  interviews  focus  on  open  questions  as  “an  open  question  is  designed  to              

encourage  the  interviewee  to  provide  an  extensive  and  developmental  answer,  and            

may  be  used  to  reveal  attitudes  or  obtain  facts”  (Saunders  et  al.  2009,  337)  which  is                 

crucial  for  this  particular  research.  The  interviewer  is  avoiding  asking  questions            

which  can  be  answered  by  “yes”  or  “no”  only.  For  example,  instead  of  asking  a                

respondent:  “Do  you  think  this  tool  is  useful?”,  it  has  been  asked:  “In  your  opinion,                

what  is  the  benefit  for  a  visitor?”.  It  enables  longer  responses  and  for  the               

respondents   to   elaborate   more   on   their   answers   and   bring   deeper   insights.   

 

Probing  questions  are  also  used  to  explore  responses  that  are  significant  to  the              

research  topic.  Saunders  et  al.  (2009)  notes  that  where  an  open  question  does  not               
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reveal  a  relevant  response,  the  interviewer  may  also  probe  the  area  of  interest  by               

using  a  supplementary  question  that  finds  a  way  of  rephrasing  the  original  question.              

For  example,  when  a  respondent  mentions  a  memory  from  a  past  trip  which  related               

to  the  research  topic,  the  interviewer  would  ask  additional  questions  such  as:  “Could              

you   tell   me   more   about   your   experience   at   that   destination?”.   

 

The  interview  participants  were  sampled  by  the  non-probability  sampling  approach.           

In  these  cases,  sample  group  members  have  to  be  selected  on  the  basis  of               

accessibility  or  personal  judgment  of  the  researcher  and  therefore,  the  majority  of             

non-probability  sampling  techniques  include  an  element  of  subjective  judgement          

(Dudovskiy,   2016).   

 

The  snowball  sampling  method  is  applied,  which  is  based  on  referrals  from  initial              

subjects  to  generate  additional  subjects.  Therefore,  when  applying  this  sampling           

method  members  of  the  sample  group  are  recruited  via  chain  referral  (Dudovskiy,             

2016).  Patton  (1990)  points  out,  that  research  based  on  qualitative  interviewing  can             

get  enough  information  from  a  small  number  of  participants.  Qualitative  research            

cannot  generalise  to  a  wider  population,  but  it  can  use  participants  with  specific              

knowledge  or  relevant  experience  to  explore  a  research  topic.  For  qualitative            

research  it  is  not  a  must  to  include  a  wide  range  of  different  people  (Patton,  1990).                 

The  research  consists  of  11  user  interviews  and  it  is  believed  to  be  enough  amount                

of   individual   respondents.   

 

For   selecting   the   respondents   for   interviews,   the   following   criteria   has   been   chosen:   

1) All  participants  must  speak  fluent  English  as  this  research  is  carried  out  and              

research   paper   is   written   in   English   

2) All  participants  need  to  be  tech-savvy  and  frequent  travellers  with  planning  at             

least   two   trips   per   year   on   average  

3) All  participants  need  to  use  smartphones  and  other  digital  tools  on  a  regular              

basis  

4) All  participants  need  to  be  within  the  represented  age  of  Millennials  generation             

of   23-37   years   old   

 

Regarding  the  user  demographics,  the  respondents  for  the  user  interviews  have            

been  selected  to  represent  diversity  in  gender  and  nationality.  All  respondents  are             
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young  professionals  and  two  respondents  are  still  graduate  students.  All  respondents            

are  frequent  travellers  and  are  tech  savvy.  The  overview  of  respondents  ́             

demographics   is   available   in   Table   3.   

 

User   #  Gender  Age  Nationality    Profession  

#UI1  Female  31  Canadian  Content   &   Social  

Media  

Professional  

#UI2  Female  28  Spanish  Graphic   Design  

Assistant  

#UI3  Male  24  Danish  Graduate   Student  

#UI4  Male  32  German  Digital   Marketing  

Professional  

#UI5  Female  28  German  IT   Consultant  

#UI6  Female  27  Danish/American  Marketing  

Coordinator  

#UI7  Female  25  Danish  Graduate   Student  

#UI8  Female  28  Latvian  Project   Manager   -  

Environmental  

Office  

#UI9  Male  30  Slovak  Sustainability  

Manager  

#UI10  Female  35  Polish  Head   of   Paid  

Media  

#UI11  Female  30  Finnish  Business  

Consultant  

 

Table   3   -   User   Demographics   Overview   (Source:   work   of   the   author)  
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5.5   Analytical   Approach   

 

This  section  explains  the  approach  which  has  been  followed  in  order  to  analyse  the               

qualitative  data  gathered  in  data  collection  stage.  Saunders  et  al.  (2009)  has             

discussed  different  methods  for  qualitative  data  analysis  and  states  that  analysing            

qualitative  data  has  diverse  nature  and  there  is  no  standardised  procedure  for             

analysing  such  data.  However,  it  is  still  possible  to  note  three  main  processes  of               

analysing  qualitative  data:  summarising,  categorising  and  structuring  of  meanings          

using   a   narrative   (Saunders   et   al.   2009).   

 

Categorising  is  used  in  this  particular  research  analysis  and  involves  two  parts:             

developing  categories  and,  subsequently,  attaching  these  categories  to  meaningful          

groups  of  data.  Through  this  approach  it  is  possible  to  recognise  relationships  and              

further  develop  the  additional  categories.  According  to  Saunders  et  al.  (2009),            

categories  can  be  derived  from  the  data  or  the  theoretical  framework.  They  are              

codes  or  labels  that  are  used  to  group  the  data.  The  codes  provide  the  researcher                

with  a  structure  that  is  relevant  to  the  research  project  to  organise  and  analyse  the                

data   further.   

 

After  the  data  collection,  audio-recorded  interviews  are  transcribed  and  uploaded  on            

a  qualitative  data  analysis  software  (CAQDAS)  called  NVivo  which  is  used  for  data              

analysis.  By  utilizing  the  software,  the  text  data  is  divided  into  categories  or  codes  to                

structure  theme  groups  and  meanings.  In  the  Nvivo  software  categories  or  codes  are              

called  nodes,  therefore  the  most  important  quotes  were  categorized  and  divided  into             

the  nodes  through  marking  the  relevant  text  parts  and  putting  them  into  the              

adequate  nodes  folder.  Some  of  the  quotes  are  relevant  for  more  nodes  and              

therefore   appear   in   multiple   nodes.  

 

The  initial  categories  or  nodes  are  derived  from  the  theoretical  framework  ( Figure  1 )              

and  are,  in  effect,  codes  that  are  used  to  group  the  data.  The  codes  offer  an                 

emergent  structure  that  is  relevant  to  the  research  project  to  organise  and  analyse              

the   data   further   (Saunders   et   al.   2009).  

 

Data  analysis  is  also  using  a  mixed  approach  in  this  research.  Previous  research              

states  that  the  level  of  structure  varies  greatly  in  qualitative  data  analysis  (Saunders              
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et  al.  2009).  Some  procedures  can  be  used  deductively,  the  data  categories  and              

codes  to  analyse  data  being  derived  from  theory  and  following  a  predetermined             

analytical  framework.  Other  procedures  can  commence  inductively,  without         

predetermined   categories   and   codes   to   direct   your   analysis   (Saunders   et   al.   2009).  

 

Yin  (2003)  further  suggests  that,  where  the  existing  theory  is  used  to  formulate  the               

research  gap,  it  may  also  use  the  theoretical  propositions  as  a  means  to  devise  a                

framework   and   coding   system   to   organise   and   direct   your   data   analysis.   

 

The  theoretical  framework  of  Technology  Acceptance  in  Travel  (Figure  1)  introduced            

by  the  author  is  constructed  by  two  fields  of  theory  -  travel  customer  journey  and                

Technology  Acceptance  Model  -  which  have  been  introduced  in  the  Theory  section             

(chapter   4)   and   provide   the   foundation   for   the   research.  

 

Initial  categories  or  nodes  derive  from  terms  from  the  theoretical  framework,            

including  the  travel  customer  journey  stages  (Dreaming,  Planning,  Booking,          

Experiencing)  and  Technology  Acceptance  factors  (Informativeness,  Perceived        

Usefulness,  Perceived  Ease  of  Use  and  External  Factors).  However,  throughout  the            

analysis,   other   related   terms   have   emerged   from   the   collected   primary   data.  

 

Table  4  provides  coding  overview  with  the  nodes  used  in  the  qualitative  data  analysis               

software  NVivo.  Data  analysis  focuses  on  two  themes  -  travel  customer  journey  and              

Acceptance  Factors.  Under  both  themes,  Stage  1  (second  column)  shows  the  initial             

nodes  derived  from  the  theoretical  framework  and  Stage  2  (third  column)  shows  the              

additional  nodes  which  have  emerged  from  the  research  data.  For  example,  the  node              

Perceived  Ease  of  Use  (Stage  1)  derives  from  the  theory  used  for  the  research,  more                

precisely  from  the  Technology  Acceptance  Model.  However,  throughout  the  research,           

several  related  nodes  emerged  which  have  been  added  as  subnodes  for  the             

Perceived  Ease  of  Use.  Those  are  Accessibility,  Convenience  and  Performance  (Stage            

2).   

 

 

 

 

 

 
  42  



9/16/2019 Master Thesis Final - Google Docs

https://docs.google.com/document/d/18bxrW_WXuDsKG-U757l3wqBp5DbF5oacC_ckthOWxCI/edit#heading=h.ji4dajtrm1xo 43/121

 

Theme  Stage   1   -   Nodes  Stage   2   -   Additional   Nodes  

 

 

Travel   Customer   

Journey   Stages  

Dreaming  n/a  

Planning  n/a  

Booking  n/a  

Experiencing  Overtourism  

 

 

 

 

 

Acceptance   factors  

Informativeness  Credibility  

 

Perceived   Ease   of   Use  

Accessibility  

Convenience  

Performance  

Perceived   Usefulness  Benefit  

 

 

External   factors  

Privacy  

Social   influence  

Tech   experience  

Visit   expectations  

 

Table  4  -  Coding  Overview  in  the  qualitative  data  analysis  software  NVivo  (work  of               

the   author)  

 

The  next  step  includes  linking  nodes  with  the  most  relevant  quotes  from  eleven  user               

interview  transcripts  which  have  been  uploaded  in  the  qualitative  data  analysis            

software  NVivo.  Each  transcript  has  been  processed  separately  by  reading  through            

five  iterations  and  adding  nodes  to  relevant  quotes.  The  visualisation  of  a  hierarchy              

chart  of  coded  nodes  providing  the  attribute  values  of  codes  and  sources  is  attached               

and   available   in   Appendix   C.   

 

Once  all  the  transcripts  are  coded,  the  next  step  is  finding  where  certain  nodes               

intersect.  That  is  achieved  by  using  a  Query  Matrix  which  is  run  within  NVivo               

software  in  order  to  find  coding  intersections  of  two  or  more  nodes.  Query  Matrix  is                

run  to  find  intersections  between  nodes  of  travel  customer  journey  stages  and  rest              

of   the   nodes,   for   example   Perceived   Usefulness.  
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Table  5  shows  the  Matrix  of  Nodes  Intersections  which  works  as  an  overview  of  the                

amount  of  texts  from  the  transcripts  where  nodes  intersect.  For  example,  the  matrix              

shows  that  there  are  16  quotes  available  which  are  coded  both  with  “Planning”  and               

“Informativeness”  nodes.  The  relevant  texts  from  each  intersection  are  saved           

separately  and  analysed  in  order  to  research  what  the  respondents  have  been             

stating  under  each  intersection  and  what  opinions  and  attitudes  have  been            

expressed  related  to  specific  nodes  at  each  of  the  stages  of  travel  customer  journey.               

Data  visualisation  in  the  form  of  a  chart  of  the  Matrix  of  Nodes  Intersections  is                

attached   and   available   in   Appendix   C.   

 

In  addition,  all  nodes  with  the  relevant  texts  are  read  through  and  analysed  even  if                

the  node  has  no  intersections  with  the  nodes  of  Travel  Customer  Stages.  It  is  done  in                 

order   to   minimize   the   possibility   of   missing   important   data   and   links   in   between.   

 

 Dreaming  Planning  Booking  Experiencing  

Informativeness  0  16  4  18  

Credibility  2  2  1  1  

Perceived   Usefulness  0  6  1  18  

Benefit  0  17  5  34  

Perceived   Ease   of   Use  0  1  2  2  

Accessibility  0  7  1  5  

Convenience  0  6  6  14  

Performance  0  0  0  2  

Privacy  0  1  2  2  

Social   influence  14  16  2  6  

Tech   experience  0  8  0  1  

Visit   expectations  0  10  2  12  

 

Table  5  -  Matrix  of  Nodes  Intersections  in  NVivo  software  (Source:  work  of  the               

author)  
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The  research  approach  sections  have  explained  the  way  the  collected  data  is             

processed  and  analysed,  by  introducing  the  Coding  Overview  (Table  4)  and  Matrix  of              

Nodes  Intersections  (Table  5).  The  next  section  will  further  discuss  the  impact  of  the               

methodological   choices   followed   by   the   research   credibility   and   ethics.   

 

5.6   Impact   of   Methodological   Choices   

 

Regarding   the   research   approach,   the   author   is   aware   of   the   fact   that   this   paper   may  

employ  a  hybrid  approach.  Saunders  et  al.  (2009)  emphasises  that  it  is  possible  to               

combine  deduction  and  induction  within  the  same  piece  of  research  and  it  is  often               

advantageous   to   do   so,   the   author   will   utilize   an   inductive   approach   in   the  

second  part  of  this  paper.  The  author  believes  both  methods  have  advantages  and              

disadvantages  and  through  a  plausible  combination  it's  possible  to  use  the            

advantages   of   both   in   order   to   answer   the   research   question.   

 

This  research  project  began  with  a  deductive  approach  where  existing  literature  was             

reviewed.  After  this  selection,  the  paper  proceeds  with  an  inductive  approach  in  an              

attempt  to  find  contributions  in  the  data  to  the  existing  literature.  Once  the  data  was                

analyzed  and  the  different  areas  of  analysis  were  established,  the  author  aimed  to              

understand  the  factors  and  explore  and  discuss  the  implications  in  the  context  of              

interpreting   the   interviews.  

 

Regarding  the  analytical  approach,  Saunders  et  al.  (2009)  argues  that  a  crucial  issue              

is  the  interpretation  by  the  researcher,  for  example,  another  researcher  may  derive             

different  categories  for  analysis  of  the  same  qualitative  data  set.  It  is  not  that  one                

researcher  is  right  and  the  other  wrong;  rather  they  are  interpreting  the  data              

differently.  

 

It  is  crucial  to  note  that  qualitative  research  using  semi-structured  interviews  will  not              

be  able  to  be  used  to  make  statistical  generalisations  about  the  entire  population              

where  this  is  based  on  a  small  and  unrepresentative  number  of  participants,             

especially  in  the  context  of  adopting  a  case  study  (Saunders  et  al.,  2009).  Therefore               

the  purpose  of  this  research  will  not  be  strictly  pure  inductive  to  produce  a  theory                

that   is   generalisable   to   all   populations.  
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The  methodological  choices  of  the  research  can  help  to  contribute  knowledge  to  the              

Technology   Acceptance   field   with   focus   on   travel   and   tourism.   

 

5.7   Research   Credibility   and   Ethics  

 

The  following  section  will  provide  the  author's  intention  to  guarantee  a  level  of              

credibility  and  therefore  reduce  the  possibility  of  answering  the  research  question            

wrong.  According  to  Saunders  et  al.  (2009)  in  order  to  reduce  the  possibility  of               

getting  the  wrong  answer,  it  is  crucial  to  have  attention  on  two  parts  of  the  research                 

design:   reliability   and   validity.   

 

Reliability  refers  to  the  extent  to  which  the  methodology  and  analysis  approach  will              

lead  to  consistent  findings  (Saunders  et  al.,  2009).  In  order  to  minimize  the  threat               

of  participant  error  and  bias,  all  interviewees  where  provided  with  similar,  neutral             

time  and  setups  with  no  distractions  for  the  data  collection.  In  order  to  minimize  the                

threat  of  observer  error  and  bias,  the  author  has  ensured  a  high  level  of  structure  to                 

the   interview   process   including   the   creation   of   the   interview   guide   matrix.   

 

Validity  refers  to  the  extent  to  which  the  researcher  gains  access  to  their              

participants’  knowledge  and  experience,  and  the  ability  to  derive  insights  from  the             

interviewees  feedback  (Saunders  et  al.,2009).  The  interviews  were  carried  out  by            

following  the  interview  guide  (Appendix  A)  which  provided  a  base  which  made  sure              

that   all   the   themes   are   covered   which   is   important   for   gathering   right   information.  

 

Ethics   in   the   research   can   be   seen   as   a   reflexion   of   liability   and   confidentiality   of  

the  researcher  in  this  research,  in  being  responsible  to  execute  the  project  in  an               

appropriate  and  diligent  manner  (Saunders  et  al.,  2009).  All  participants  involved  in             

the  data  collection  have  had  always  the  chance  to  withdraw  their  consent  of  taking               

part   of   the   study   and   all   of   them   participated   voluntarily.  
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6.   ANALYSIS  
 

In  this  chapter,  the  findings  and  analysis  of  the  collected  data  will  be  presented.  The                

following   analysis   utilizes   the   data   collected   from   eleven   user   interviews.   

 

The  analysis  chapter  is  structured  according  to  the  four  stages  of  travel  customer              

journey  -  Dreaming,  Planning,  Booking  and  Experiencing.  Under  each  of  the  stages,             

the  relevant  findings  are  introduced  in  relation  to  different  factors  of  technology             

acceptance  and  patterns  regarding  the  customer  journey  and  experience  and           

supported  by  quotes  from  the  collected  data  during  the  user  interviews.  This  is  done               

to  indicate  the  most  relevant  findings  under  each  of  the  customer  journey  stages,              

form  a  base  for  discussion  of  this  research  and  ultimately  answer  the  research              

question.   

  

6.1   Dreaming   Stage  

 

As  introduced  in  the  Theory  section  (Section  4.1),  the  dreaming  stage  is  the  initial               

stage  of  travel  customer  journey  during  which  travellers  evaluate  options  regarding            

potential  destinations  and  travel  brands  what  leads  to  a  decision  of  a  particular              

destination   to   visit,   moment   which   marks   the   end   of   dreaming   stage.   

 

During  the  user  interviews,  respondents  have  been  asked  how  they  choose  their             

destinations.  It  has  been  found  out  that  there  are  diverse  triggers  for  destination              

selection  in  travel  customer  journey  and  the  respondents  are  referring  to  different             

sources  and  influences  when  selecting  a  destination  for  the  next  trip.  The  triggers              

include  online  and  offline  content  as  guidebooks,  blogs,  web  based  articles,  social             

media  but  also  influence  from  friends  and  family,  and  even  solely  material  reasons              

as   finding   cheap   flight   tickets   to   a   specific   destination.   

 

UI2: “  []...  sometimes  I  get  tips  from  friends  and  family,  inspiration  from  blogs  and                

social   media,   sometimes   it   is   just   because   I   have   found   cheap   tickets.”  

 

UI7: “Sometimes  the  trigger  comes  from  just  an  article  online  or  movie  or  Insta  post                

really.  Also  friends  and  where  they  have  been  and  their  feedback.  It  has  happened               

also   that   I   find   cheap   tickets   to   a   random   place   and   just   decide   to   go.”  
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UI3: “Maybe  it  is  a  very  good  offer.  Some  of  us  get  like  one  of  those  canceled                  

occasions  you  get  an  email  then  you  get  some  people  together.  So  it's  very               

spontaneous.”  

 

As  can  be  seen  from  the  Matrix  of  Nodes  Intersections  (Table  5  in  Section  5.5),  the                 

Dreaming  stage  has  more  relevant  text  coded  in  connection  with  one  of  the  external               

acceptance  factors  -  Social  influence.  It  plays  a  crucial  role  and  many  respondents              

indicate  that  the  initial  trigger  often  comes  from  friends  or  relatives,  social  media              

and   online   sources   written   by   other   travellers   on   online   review   sites.   

 

UI9: “I  get  inspired  by  social  media  and  what  my  friends  share  and  I  value  the                 

recommendations   of   my   friends   highly.”   

 

UI5: “One  reason  why  we  went  to  Greece  for  wind  surfing  for  example  was  also                

because  my  friends  from  water  sports  school  said  that  now  it's  a  really  good  time  to                 

go   there   because   of   the   wind   is   good   right   now”   

 

In  addition,  across  the  respondent  group  it  is  common  to  choose  the  destination  for               

a  trip  accordingly  to  the  friends  ́  current  location  and  combine  a  visit  of  friends  with                 

a   trip   to   a   perhaps   new   destination.   

 

UI4: “Recommendations  from  friends  and  also  current  location  of  friends  as  I  visit              

some   of   them   often   and   then   I   combine   it   with   a   trip.”  

 

UI10:  “It  is  pretty  much  just  visiting  my  friends  and  family  so  wherever  they  are,                

then   I   plan   trips   around   that.”   

 

Social  media  plays  a  significant  role  within  the  Dreaming  stage  and  many  of  the               

respondents  have  indicated  that  they  find  travel  inspiration  on  social  media  and             

utilize  different  social  media  channels  for  storing  inspiration  for  the  next  trips  for  the               

future.  One  of  the  respondents  also  agrees  that  social  media  is  very  powerful  in  the                

dreaming   stage   and   likely   influence   the   decisions   of   travellers   subconsciously.  
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UI5: “[]...  when  we  were  in  Montenegro.  For  example  then  you've  seen  a  lot  of                

pictures  and  you  know  how  it's  really  nice  mountains.  So  probably  you  are              

subconsciously   influenced.”   

 

UI7:  “Actually  once,  I  saw  a  nice  image  from  Slovenia  and  when  I  went  there  six                 

months  later,  I  remembered  about  that  image  of  Instagram  so  I  checked  and  went               

to   the   same   place.”   

 

UI11: “I  use  social  media  as  inspiration  very  often,  I  tend  to  save  interesting  places                

and   read   them   later.”  

 

UI5: “I  save  a  lot  of  places  there  (Google  Maps).  With  Instagram  yeah  sometimes.  I                

just  take  some  screenshots  if  there's  something  very  specific  that  I  like  and  then  I                

go   back   to   it   like   when   it's   really   nice.”  

 

Another  factor  which  has  been  mentioned  across  the  respondents  when  talking            

about  the  Dreaming  stage  is  credibility  which  is  a  subfactor  of  Informativeness             

(Table  4).  During  the  interviews  it  has  been  stated  by  several  of  the  respondents               

that  in  their  opinion  there  are  certain  sources  which  have  proven  their  credibility              

over   time   and   are   a   “go-to”   sources   when   researching   travel   options.   

 

UI1: “80%  of  the  time  I  am  looking  up  articles  from  reputable  newspapers  like  the                

Guardian   or   Telegraph,   …   Scandinavia   Standard   and   I   really   enjoy   their   articles.”  

 

A  common  pattern  across  the  respondents  is  to  make  spontaneous  and  socially             

influenced  decisions  regarding  the  next  travel  destination.  However,  trips  planned           

more  in  advance  also  happen  when  travelling  together  with  another  generation.            

Respondents  indicate  that  they  also  tend  to  travel  with  their  family  and  relatives  and               

in   those   instances   the   decisions   are   made   more   in   advance.   

 

UI3: “I  do  travel  with  my  parents  and  they  ask  us  maybe  like  a  year  in  advance  if                   

we   want   to   do   something   the   following   summer.”  

 

Analysing  the  attitudes  and  patterns  in  the  Dreaming  stage  has  uncovered  that             

many  diverse  tools  are  used  within  this  stage,  many  of  which  are  related  to  the                
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Social  influence  factor  which  is  one  of  the  strongest  acceptance  factors  in  the              

Dreaming  stage.  During  the  data  collection,  it  has  been  found  that  Millennial             

travellers  use  social  media  and  review  sites  extensively  during  the  Dreaming  stage             

and  even  select  the  travel  destination  according  to  the  suggestions  and  current             

locations  of  their  friends  and  family.  Apart  from  the  Social  influence,  Informativeness             

in  form  if  credibility  has  also  been  mentioned  as  a  relevant  factor  as  respondents               

have  stated  that  they  tend  to  select  certain  information  sources  due  to  the              

respectability   and   credibility   they   have   in   their   eyes.   

 

This  section  has  consisted  of  the  analysis  of  the  dreaming  stage,  the  initial  stage  of                

travel  customer  journey.  The  next  section  will  look  into  the  following  stage  of              

Planning.   

 

6.2   Planning   Stage  

 

The  second  stage  of  the  travel  customer  journey  is  initiated  once  the  destination  has               

been  decided  on.  This  stage  involves  the  initial  planning  of  a  travel  itinerary  and               

searching  for  information  about  the  transportation,  accommodation  and  activities  at           

and   around   a   destination.   

 

The  findings  show  that  during  the  planning  stage  it  is  still  common  to  use  diverse                

tools  for  the  research  and  it  is  also  common  to  move  back  and  forth  between                

different  information  sources.  However,  the  respondents  agree  that  most  of  the            

research  starts  from  an  online  search  and  the  next  research  steps  often  depend  on               

the   search   results   provided   by   the   search   engine.  

 

UI8: “Google  search  and  whatever  comes  up  there,  social  media,  some  blogs,             

Tripadvisor.”   

 

UI11:    “Mostly   just   a   Google   search   and   see   what   comes   up.”  

 

All  the  respondents  during  the  interviews  have  been  asked  what  travel  planning  tools              

are  they  normally  using  for  travel  planning  and  why,  that  has  been  asked  in  order  to                 

discover  the  attitudes  and  habit  patterns  and  understand  what  makes  Millennials            

accept   a   particular   digital   planning   tool.  
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Respondents  have  referred  to  certain  tools  which  are  a  part  of  the  travel  planning               

habits  also  indicating  that  the  usage  of  some  of  the  tools  is  also  a  question  about                 

habits  and  trust.  By  that  it  is  meant  that  respondents  tend  to  have  certain  “go-to”                

tools  which  have  proven  themselves  before  and  have  credibility.  This  is  linked  to              

factors   as   Technology   Experience,   Informativeness   and   Perceived   Ease   of   Use.  

 

UI4: “Number  one  tool  is  Google  Maps  and  Google  Docs  as  well.  So  we  try  to  collect                  

some  of  the  destinations’  attractions  in  a  document  and  then  we  can  easily  find  it                

again   when   we   are   there.”  

 

UI5:  “I'm  very  Google  Maps  dependent  -  extremely.  So  I  really  trust  it  there  and                

that   way   and   it   usually   works   fine.”  

 

As  a  common  pattern,  the  respondents  refer  to  travel  planning  tools  such  as  Google               

Maps  and  Google  Docs,  flight  comparison  sites  as  Skyscanner  or  Momondo  and             

airline  company  apps,  as  well  as  peer  review  sites  like  Tripadvisor.  The  opinions  vary               

when  it  comes  to  adopting  of  online  tools,  including  the  tools  offered  by  a               

destination  itself,  for  example,  apps  developed  and  offered  by  the  local  destination             

marketing  companies.  The  respondents  tend  to  stick  to  the  existing  online  tools  they              

are  used  to  and  are  reluctant  to  download  new  tools  to  their  devices.  However,  those                

who  have  done  it  state  that  the  tools  have  provided  certain  benefits,  for  example,               

relevant  information  accessible  on  the  go,  personalisation  and  simplified  purchase  of            

local   transport   tickets.   

 

UI8: “When  I  went  to  London  I  used  their  own  London  travel  app  –  Visit  London  or                  

something.  It  was  super  nice  because  it  suggests  places  to  visit  and  you  can  also                

save  the  places  on  a  map,  it  automatically  adds  them  to  your  map  and  you  can  also                  

use   it   offline.   It   was   very   useful.”  

 

During  the  interviews,  the  respondents  have  been  asked  about  their  expectations            

from  a  new  travel  technology,  for  example,  a  new  travel  mobile  application.             

Respondents  were  asked  about  their  habits  and  what  makes  them  adopting  new             

travel   tools.   

 

UI11:    “Any   new   app   needs   to   be   seen   as   credible   and   worth   the   effort.”  
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UI9: “There  are  more  and  more  people  taking  advantage  of  the  apps  and  other               

online  tools  to  help  them  with  their  holiday  planning.  If  they  see  a  clear  benefit  -  be                  

it   price   or   time   -   there   is   a   higher   chance   to   influence   their   behaviour.”  

 

UI10:  “It's  time-saving,  light  packing,  you  are  up-to-date  and  have  all  the  info  within               

one   device.”  

 

The  findings  show  that  in  order  to  adopt  a  new  tool,  it  has  to  be  seen  as  beneficial,                   

relevant  and  reliable.  Respondents  are  stating  that  it  is  crucial  to  have  relevant              

information  which  is  updated  and  easily  accessible.  Furthermore,  the  findings           

indicate  that  the  process  of  obtaining  information  has  to  be  as  simple  and  effort  free                

as  possible.  Respondents  mention  the  importance  to  have  the  information  available            

on  the  go  even  during  the  planning  stage,  meaning  that  a  lot  of  information  search                

happens   through   mobile   devices.  

 

UI8: “I  am  looking  for  tips  of  places  to  visit  but  also  for  some  pragmatic  tips  –  how                   

to   get   to   a   specific   place,   what   are   the   opening   hours,   or   what   not   to   do.”  

 

UI2: “I  can  check  flights  or  prices  or  the  destination  when  I'm  on  public  transport.                

That   would   be   the   number   one   motivation.”  

 

One  of  the  external  factors  -  Social  influence  continues  to  be  a  strong  factor  also  in                 

the  planning  stage  including  the  influence  on  choosing  the  planning  tools  according             

to  the  suggestions  made  by  the  network.  Most  of  the  respondents  during  the              

interviews  have  mentioned  review  sites  such  as  Tripadvisor  and  tips  from  friends  as              

a  valuable  source  of  information.  Furthermore,  several  of  the  respondents  have            

stated  that  they  would  trust  more  their  friends  opinion  then  to  any  information  found               

online.   

 

UI10: “I  also  value  my  friends  ́  opinions  a  lot  –  very  often  I  ask  for  tips  to  friends  if  I                      

know  they  have  been  to  a  place  I  am  going  to  and  I  value  that  more  than  let's  say                    

Tripadvisor   because   it   is   personal   feedback   from   someone   I   am   close   to.”  
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UI3: “If  I'm  in  a  situation  where  maybe  I  have  a  good  friend  with  a  suggestion  about                  

something,   I   will   value   that   more   than   whatever   Google   will   tell   me.”  

 

UI3: “What  would  make  me  use  a  travel  app?  I  guess  the  main  issue  is  I  don't  really                   

know  anyone  who  uses  a  travel  app  as  well  as  I  don't  really  have  anyone  who                 

advocate   the   use   of   travel   apps.”  

 

As  per  the  process  of  planning  itself,  between  the  respondents  it  is  common  to  have                

the  initial  research  which  is  often  started  by  an  online  search  and  Social  influence               

and  then  leave  it  until  actually  being  at  a  destination.  After  the  destination  has  been                

selected  and  the  basic  research  has  been  carried  out,  Millennials  tend  to  wait  until               

the  trip  itself  to  plan  more  details.  As  the  respondents  indicate,  they  enjoy  the               

flexibility  and  being  spontaneous  during  a  trip.  Respondents  are  indicating  that  the             

destination  choice  can  easily  come  without  a  research  behind  it,  for  example,  in  a               

case   where   cheap   tickets   are   found   online   and   bought   spontaneously.   

 

UI2: “So  I  just  booked  the  transportation  and  sometimes  accommodation  and  then  I              

just  improvise  usually.  I  like  to  research  before  I  go  somewhere  to  have  a  general                

idea  of  what  what's  there  to  visit?  Then  I  don't  plan  the  trip  itself  so  much.  I  don't                   

have   a   plan   or   schedule   for   each   day.”   

 

UI3: “So  we  have  some  things  we  want  to  see  doing  on  vacation,  but  it's  not  like  -                   

okay  we  don't  have  a  map  or  like  a  schedule  of  what  we're  going  to  do.  Mostly  is                   

often   the   destination   first   and   then   I   find   out   what's   interesting   in   that   destination.”  

 

Spontaneous  travel  and  lack  of  planning  is  common  among  the  respondents.            

Furthermore,  the  findings  show  that  the  respondents  also  are  not  looking  for             

information   regarding   the   crowds   and   busyness   in   the   planning   stage.   

 

UI6:    “I   actually   don't   check   if   it   would   be   crowded   there.   I   think   I   would   know.”  

 

In  the  planning  stage,  factors  such  as  Social  influence,  Informativeness,  Perceived            

Usefulness  and  Perceived  Ease  of  Use  are  strong  according  to  the  findings.  The              

respondents  are  still  relating  and  conditioning  a  lot  opinions  and  tips  of  friends  and               
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also  looking  for  relevant  and  reliable  content  which  can  be  easily  accessed  and              

consumed   online.   

 

This  section  has  summarised  the  findings  related  to  the  planning  stage  and  analysed              

common  patterns  of  technology  acceptance  in  this  stage  across  the  respondents.            

The  next  section  will  provide  the  findings  and  analyse  the  following  stage  of  travel               

customer   journey.   

 

6.3   Booking   Stage  

 

The  third  stage  of  the  travel  customer  journey  involves  some  sort  of  transaction.              

This  is  particularly  interesting  in  travel  as  several  bookings  are  needed  for  any  trip  -                

transportation,  accommodation,  entrance  tickets  for  attractions,  taxi  or  public          

transportation,  guided  tours  and  many  more.  This  section  looks  into  the  booking             

stage  and  aims  to  indicate  common  patterns  across  Millennials  interviewed  during            

the   data   collection.   

 

Respondents  throughout  the  interviews  have  indicated  that  is  important  to           

understand  the  benefits  a  potential  booking  can  bring  even  before  starting  any             

transaction.  It  is  crucial  to  see  the  relevant  content  and  advantages  a  specific              

booking  could  bring  to  a  Millennial  traveler.  Respondents  want  a  straightforward  and             

clear   offers   which   can   be   evaluated   before   giving   any   personal   details.   

 

UI7: “I  want  to  see  what  is  offers  before  considering  ever  giving  my  details  and                

buying   anything.”  

 

In  the  meantime,  the  respondents  are  referring  to  tools  being  useful  during  the  trips               

with  booking  elements,  particularly  for  public  transportation  systems  around  the           

world.  In  this  case,  the  respondents  have  been  willing  to  give  the  personal  details               

and  credit  card  information  in  order  to  gain  access  to  a  convenient  way  of  travelling                

with   local   public   transport   at   a   destination.   

 

UI5: “It  (a  mobile  application)  was  also  a  pass.  I  had  my  travel  card  on  it  so  you  can                    

use   that   as   well.   So   that   was   just   a   convenience   because   then   I   lose   my   cards.”  
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UI7: “I  downloaded  an  app  for  Gothenburg  when  I  was  there  because  it  was  a                

convenient   way   to   see   local   transport   plans   and   buy   bus   tickets.”  

 

When  introduced  to  the  Live  Lines  Amsterdam  project  and  asked  for  the  opinions  of               

the  respondents,  several  of  them  are  referring  to  a  possible  and  expected  feature  to               

book  tickets  online.  This  indicates  that  a  booking  feature  is  an  expectation  across              

Millenials  and  a  possible  benefit  upon  choosing  to  use  a  certain  tool  or  travel               

application   or   not.   

 

UI3: “If  I  see  it  was  a  long  line  would  there  be  like  a  link  to  where  you  can  like                     

prebook   could   you   book   tickets   for   the   van   Gogh   Museum.”  

 

UI4: “[]...  you  can  also  offer  cheaper  tickets  at  specific  times  so  you  can  buy                

through   that   tool   already   or   get   a   link   to   the   online   store.”  

 

UI5: “It  depends  what  you  can  do  in  the  app  you  can  also  buy  passes  or  if  you,  I                    

don't   know,   you   can   do   more   things.”  

 

Findings  show  that  the  respondents  see  a  certain  benefit  in  an  opportunity  to  book               

entrance  tickets  online  in  connection  to  the  tool  which  provides  information  about             

live   waiting   times   of   attractions.   

 

Meanwhile,  during  the  interviews,  the  sustainability  and  community  aspect  has  also            

been  brought  up  by  the  respondents.  While  a  convenient  way  of  booking  a  certain               

travel  purchase  is  seen  as  a  benefit,  the  respondents  do  not  fail  to  add  a  note                 

regarding  social  aspect  of  travel  booking.  It  has  indicated  that  Millennial  travellers             

are  conscious  about  sustainability  in  travel  and  are  willing  to  involve  themselves  in              

transactions  where  they  know  that  the  money  spent  in  travel  goes  to  the  local               

communities,   in   that   way   contributing   to   a   sustainable   way   of   travel.   

 

UI5: “[]...  trying  to  use  or  do  activities  that  also  add  some  money  to  the  local  people                  

as  well.  So  for  example,  if  you  only  stay  in  a  hotel  chain,  and  you  only  go  to  the                    

restaurant  of  the  hotel  chain,  you  know,  nothing's  gonna  change.  No  Money  is  going               

to   end   up   with   the   local   people   …[]”  
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A  common  pattern  across  the  respondents  is  the  lack  of  planning  of  visits  of               

attractions  and  museums  at  a  destination.  As  introduced  in  the  planning  stage,  the              

respondents  tend  to  forget  before  arrival  about  booking  options  and  busyness  of  a              

destination  and  particular  locations  within  a  destination.  In  connection  to  this,            

several  respondents  share  stories  of  travel  memories  about  times  when  they  were             

not  able  to  visit  a  particular  location  due  to  lack  of  research  done  earlier  and  wrongly                 

expecting  that  it  is  possible  to  enter  easily.  The  wrong  expectations  have  lead  to               

missed  attractions  and  necessity  to  arrange  the  booking  of  entrance  tickets  after             

being   declined   the   entrance   the   first   time   upon   arrival.  

 

UI4: “I  had  some  experiences  where  it  was  closed  when  I  arrived.  So  that's               

something   I   need   to   look   up   going   forward.”   

 

UI2: “Yeah  those  two  times  I  didn't  check  and  I  remember  one  more  time  recently                

actually.  We  couldn't  visit  a  place  because  it  was  like  super  full.  It  was  like  a  huge                  

line.  We  wanted  to  go,  well  we  decided  spontaneously  to  get  in  there  and  the  line                 

was   suuuuuper   long.”  

 

UI3: “I  was  in  Japan  and  we  went  to  like  a  museum  out  of  the  city,  but  you  need  to                     

book  the  tickets  beforehand.  We  were  just  told  you  that  we  will  have  a  time  like  in                  

two   months,   so   I   couldn't   really   do   anything   about   it.”   

 

UI3: “We  wanted  to  go  to  Anne  Frank  Museum  but  that  didn't  happen.  I  mean  we                 

could   have   done   it,   but   the   line   was   a   bit   too   large.”  

 

When  the  same  respondent  was  asked  in  the  interview,  if  they  checked  the              

information  beforehand,  the  answer  stated: “No,  because  the  city  itself  didn't  seem             

that   busy,   at   least   where   we   lived   was   very   quiet.”    -   UI3  

 

In  connection  with  the  booking  and  regarding  the  external  factors  influencing            

technology  acceptance  in  travel,  interviewees  have  indicated  that  privacy  is  a            

relevant   factor   in   the   booking   stage.  

 

UI9: “Privacy  would  be  a  bigger  matter  when  any  kind  of  booking  and  monetary               

transactions   are   involved.”  
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This  section  has  provided  the  analysis  of  the  booking  stage  and  the  connected  travel               

patterns  across  Millennials.  The  findings  indicate  that  crucial  factors  in  booking  stage             

are  Privacy,  Perceived  Usefulness  and  Ease  of  Use  offered  by  any  kind  of  transaction.               

Furthermore,  it  can  be  seen  that  certain  expectations  are  built  in  the  previous  stages               

and  lead  to  expectations  in  the  booking  stage  for  example  lack  of  planning  in  the                

previous  stage  leads  to  not  knowing  about  the  booking  process  of  a  particular              

location  which  further  leads  to  unmet  expectations  regarding  the  purchase  of  an             

entrance   ticket.   

 

6.4   Experiencing   Stage  

 

The  final  stage  in  the  travel  customer  journey,  as  introduced  in  the  Theory  section               

(chapter  4)  is  the  Experiencing  stage  during  which  travellers  have  made  the  crucial              

bookings  including  transportation  and  accommodation,  are  about  to  start  the           

journey  or  are  at  a  destination  already,  travellers  are  looking  for  mobile-first,             

relevant  content  which  fits  their  needs  and  plans  at  a  destination  and  at  the  right                

time.   

 

Most  of  the  respondents  in  the  user  interviews  have  referred  to  the  most  commonly               

used  tool  -  Google  search  -  for  fast  and  relevant  content  on  the  go.  This  has  been  a                   

similar  indication  to  the  second  stage  of  travel  customer  journey  -  Planning  -  where               

respondents   have   also   referred   to   Google   search   as   a   crucial   tool.   

 

UI11: “Mostly  just  a  Google  search  and  see  what  comes  up.  To  be  honest  I  am  a                  

terrible  planner  and  usually  just  show  up  and  start  planning  when  already  at  the               

destination.”  

 

UI3: “When  I'm  actually  there  I  mostly  rely  on  Google  for  information,  so  use  Google                

to   see   nice   restaurants   near   me   and   stuff   like   that.”  

 

Similarly  to  the  other  stages  of  travel  customer  journey,  the  external  factor  of  Social               

influence  still  a  crucial  factor  in  the  experiencing  stage.  The  respondents  keep  using              

the  online  review  sites  for  easy  to  access  and  relevant  information  and  follow  the               

suggestions   made   by   ones   ́s   network   in   the   experiencing   stage.   
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UI3: “Where  you  can  see  a  lot  of  people  are  here  and  there's  often  a  lot  of  activity.                   

That's   probably   a   good   indicator   that   there's   something   at   least   worth   seeing.”  

 

UI11:    “I   use   review   sites   like   Tripadvisor   a   lot   when   already   at   a   destination.”   

 

When  discussing  being  at  a  destination,  all  respondents  in  the  user  interviews  have              

mentioned  the  common  pattern  of  preferring  spontaneous  plans  on  the  go  without             

having  itineraries  for  every  day  during  the  trip  and  fixed  plans.  This  is  linked  to  the                 

planning  stage  where  the  common  trend  of  lack  of  planning  has  been  discovered.              

The  spontaneous  way  of  travel  means  that  Millennials  browse  a  destination  with             

flexibility  and  often  have  no  specific  plans,  the  plan  is  made  on  the  go  and  influences                 

by   casual   encounters,   Google   search   results   and   online   review   sites.   

 

Spontaneous  plans  also  connects  to  a  trend  of  choosing  alternative  routes  and  plans              

due  to  crowding  at  a  destination  which,  according  to  respondents,  can  lead  to              

increased   customer   experience   and   new   discoveries.   

 

UI1:    “It's   also   fun   to   be   spontaneous   to   walk   around   and   see   what's   there.”  

 

UI2: “I  don't  have  like  a  plan  or  schedule  for  each  day.  I  totally  improvise  -  if  I'm                   

alone  or  if  I'm  with  someone  it's  usually  like  that  like,  okay,  what  are  we  going  to  do                   

today?”  

 

UI3:    “I   like   the   idea   of   just   walking   around,   I   am   not   that   into   scheduled   travel.”  

 

UI6:    “[]...   very   often   it   is   more   at   the   destination   already,   I   do   not   plan   every   day.”  

 

Respondents  have  noted  the  importance  of  convenient  tools  in  the  Experiencing            

stage  which  have  to  be  relevant  and  accessible  on  the  go.  The  findings  show  that                

Millennial  travellers  value  digital  technologies  which  allow  them  to  save  time  when             

travelling  and  focus  on  enjoying  a  destination,  by  offering  convenience  and  ease  of              

use.  
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UI7: “I  don't  want  to  spend  time  on  getting  the  app,  getting  familiar  with  it  etc.  Just                  

to  use  it  for  a  few  days,  I  also  do  not  want  to  keep  checking  the  app  while  there                    

already,   just   want   to   enjoy   the   city.”  

 

UI6: “So  just  as  long  as  they  are  easy  to  use  and  not  require  too  much  registration                  

or   anything   like   that.   It's   just   time   consuming.”  

 

During  the  interviews,  the  respondents  were  introduced  to  the  Live  Lines  project  in              

Amsterdam  and  have  been  asked  about  the  opinions  in  order  to  discover  the              

attitudes  to  similar  crowding  management  tools  offered  by  local  destination           

marketing  companies  around  the  world.  The  respondents  have  stated  that  they  find             

the  idea  very  beneficial  for  travelling,  the  tools  like  Live  Lines  are  believed  to  help                

with   enhancing   the   visitor   experience   and   decreasing   travel   frustration.   

UI9 : “ I  would  really  appreciate  such  information,  so  that  I  can  plan  my  day  around                

and  avoid  such  long  queues.  Visitors  can  better  plan  their  day  and  use  their  time                

more  efficiently.  This  will  also  enhance  their  experience  and  perception  of  the             

destination.”  

UI7: “Very  useful,  I  mean  if  I  am  in  the  city  and  want  to  go  to  a  specific  place,  I                     

think  it  is  very  convenient  to  know  how  busy  it  is  right  now.  I  could  see  that  it  is                    

busy  and  change  my  plans,  for  example,  go  somewhere  else.  I  think  it  saves  time                

and   frustration.”  

 

Furthermore,  when  discussing  the  Live  Lines  project,  several  of  the  respondents            

bring  up  possible  extensions  to  the  core  idea  suggesting  that  there  is  plenty  of  space                

for   improvements   and   add-ons   for   such   tools.   

 

UI3: “[]...it  could  suggest  other  things  to  do  in  that  area.  So  it  suggests  different                

things  you  can  see  within  that  region  that  fits  the  time  spectrum.  So  you  can  do  this                  

for   half   an   hour   or   do   this   for   20   minutes.”  

 

However,  the  respondents  have  also  mentioned  the  awareness  element  when  talking            

about  the  Live  Lines  project  and  show  a  concern  how  would  they  be  able  to  discover                 

a  similar  tool  in  order  to  consider  and  interact  with  it.  Respondents  further  suggest               

that   it   would   require   a   certain   trigger   for   them   to   adopt   similar   tools.   
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UI4: “I'm  not  sure  if  I  would  discover  the  tool  to  be  honest.  So  I  need  some  kind  of                    

a   trigger   to   download   it   or   to   access   that   website.”  

 

UI5: “One  problem  would  be  to  know  about  it  like  that  it  exists  and  that  is  easily                  

accessible.”  

 

The  findings  show  that  travellers  are  looking  to  gain  relevant  and  reliable  and              

qualitative   information   during   the   experiencing   stage.  

 

UI9: “Well,  it  has  to  fulfill  a  certain  need  or  issue,  like  helping  to  get  from  one  place                   

to   another,   giving   me   relevant   information,   making   my   life   and   trip   easier.”   

 

UI9:  “Google  offers  peak  times  information  on  many  sites/restaurants,  which  I            

usually   look   at   and   make   a   decision   if   to   visit.”  

  

The  findings  show  that  within  the  Experiencing  stage,  the  Perceived  Ease  of  Use,              

Informativeness  and  Perceived  Usefulness  are  crucial  factors,  followed  by  Social           

Influence  and  Visit  Expectations.  Accessibility  on  the  go  and  the  awareness  element             

are   significant   elements   to   note.   

 

This  section  has  introduced  to  the  findings  relevant  to  the  experiencing  stage  and              

will  be  followed  by  the  Discussion  section  where  findings  are  used  to  discuss  further               

the  meaning  of  the  collected  data  and  form  a  base  for  the  answer  to  the  research                 

question.  
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7.   DISCUSSION  
 

This  section  provides  a  discussion  of  the  analysed  data  from  eleven  user  interviews              

and  explains  the  meanings  behind  the  findings  presented  in  the  analysis  section  with              

a  goal  to  investigate  relevant  technology  acceptance  factors  throughout  the  stages            

of  the  travel  customer  journey.  This  section  includes  the  theoretical  implications            

introducing  an  adapted  framework  of  Technology  Acceptance  in  Travel,  followed  by            

case   and   general   perspectives,   limitations   and   future   research.   

 

7.1   Theoretical   Implications  

 

This  section  intends  to  present  the  implications  in  regards  to  the  relevant  theories  in               

the  field  of  technology  acceptance  in  travel  and  tourism.  As  introduced  in  section              

4.3,  the  framework  of  Technology  Acceptance  in  Travel  (Figure  1)  has  been             

developed  as  the  theoretical  foundation  of  this  research  and  was  followed  in  order  to               

collect  the  relevant  data  and  find  the  answers  to  research  questions.  The  framework              

of  Technology  Acceptance  in  Travel  is  a  combination  and  extension  of  two  existing              

theories  of  travel  customer  journey  (Think  With  Google,  2016)  and  Technology            

Acceptance  Model  (Davis,  1989)  which  both  have  been  introduced  and  described  in             

section   4.   

 

The  developed  framework  of  this  research  (Figure  1)  has  formed  the  base  for  this               

research  with  the  main  focus  of  investigating  factors  which  influence  the  Millennial             

travellers  to  accept  travel  technologies  and  digital  crowding  management  tools  such            

as  “Live  Lines”  in  Amsterdam  which  has  been  selected  as  the  case  of  this  research                

project.  

 

After  categorizing  and  summarising  the  findings  from  the  collected  data,  the            

framework  of  Technology  Acceptance  in  Travel  has  been  adapted  according  to  the             

findings   and   presented   in   Figure   2.   
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Figure  2  -  Framework  of  Technology  Acceptance  in  Travel,  Version  2  (Source:  work  of               

the   author)  

 

As  illustrated  in  Figure  2,  some  of  the  technology  acceptance  factors  are  relevant  at               

all  of  the  stages  of  the  travel  customer  journey  but  the  most  relevant  factors  differ                

between  the  stages.  The  framework  of  Technology  Acceptance  in  Travel  (Figure  2)             

shows  the  four  stages  of  the  travel  customer  journey  (Think  With  Google,  2016)  in               

the  horizontal  dimension  which  are  combined  with  relevant  acceptance  factors           

adapted  from  the  Technology  Acceptance  Model  (Davis,  1989).  The  framework           

further  illustrates  the  distinction  between  internal  and  external  acceptance  factors  at            

each  stage.  Internal  and  external  factors  are  understood  as  acceptance  factors  from             

a  traveller`s  point  of  view,  external  factors  being,  for  example,  Social  Influence  -              

which  related  to  external  influence  while  internal  factors  relate  to  elements  which             

help  forming  the  attitudes  towards  using  any  travel  technologies  internally.  The            

bottom  grey  area  below  the  timeline  indicates  the  external  factors  and  the  upper              

white   part   above   the   timeline   illustrates   the   relevant   internal   acceptance   factors.   

 

As  shown  in  Figure  2,  each  of  the  stages  of  the  travel  customer  journey  consists  of                 

the  relevant  acceptance  factors  both  internal  and  external  with  an  exception  of  the              

Dreaming  stage  which  includes  only  an  external  factor  according  to  the  findings.  The              

coloured  acceptance  factors  are  the  three  most  relevant  acceptance  factors  of  each             

stage  of  the  travel  customer  journey  according  to  the  findings.  The  colours  of  the               

factors  of  each  stage  resemble  the  colours  used  for  each  of  the  stages  of  the  travel                 
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customer  journey  in  the  Chart  of  the  Matrix  of  Nodes  Intersection  available  in              

Appendix   C.   

 

The  framework  (Figure  2)  indicates  that  there  is  only  one  relevant  acceptance  factor              

in  the  Dreaming  stage  -  Social  Influence.  That  can  be  explained  by  the  fact  that  the                 

Dreaming  stage  is  often  a  short  stage  during  which  it  is  more  about  imagining  the                

next  trip  without  actually  thinking  about  a  particular  destination  and  that  is  the              

stage  where  travellers  are  greatly  influenced  by  social  media,  friends  and  peer             

reviews.  The  Dreaming  stage  mostly  does  not  involve  an  actual  interaction  with             

travel  technologies  in  form  of  travel  applications  or  crowding  management  tools  as             

this   stage   is   more   about   getting   inspired   and   being   triggered.   

 

According  to  the  findings  presented  in  chapter  6,  the  three  most  relevant  acceptance              

factors  in  the  Planning  stage  are  Social  Influence,  Informativeness  and  Perceived            

Usefulness.  Millennial  travellers  at  this  stage  are  looking  for  qualitative  information            

which  is  beneficial  to  the  planning  process.  Furthermore,  Social  Influence  factor  is             

still  crucial  as  the  travellers  tend  to  gather  tips  and  feedback  from  friends  and  also                

use   peer   review   sites.   

 

In  the  Booking  stage  the  most  relevant  acceptance  factors  are  Perceived  Usefulness,             

Perceived  Ease  of  Use  and  Privacy,  as  the  travellers  value  convenience  and  a              

simplified  way  of  making  bookings,  additionally  the  Privacy  is  a  crucial  factor  in  this               

stage.   

 

In  the  Experiencing  stage  the  top  three  acceptance  factors  as  per  findings  are              

Perceived  Usefulness,  Perceived  Ease  of  Use  and  Informativeness.  During  this  stage,            

the  Millennial  travellers  want  to  have  relevant  information  which  is  accessible  easily             

on  the  go  on  a  smart  device.  Time  is  crucial  at  this  stage  and  travellers  adopt  and                  

use  tools  which  allows  them  to  spend  more  time  enjoying  a  destination  and  less  on                

looking   for   information   online.   

 

Apart  from  the  three  most  relevant  acceptance  factors,  the  framework  also  presents             

all  the  other  acceptance  factors  which  are  relevant  in  a  particular  stage  of  the  travel                

customer  journey.  All  the  factors  listed  under  the  “Attitude  Toward  Using”  are             
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important  acceptance  factors  which  together  form  the  attitudes  between  Millennial           

travellers   in   regards   of   accepting   travel   technologies.   

 

The  lines  in  between  the  different  factors  illustrate  links  between  the  factors  and              

touchpoints  at  each  stage  and  they  further  show  the  complexity  of  the  connection  of               

different   acceptance   factors.   

 

7.2   Case   Perspective  

 

This  section  provides  a  discussion  of  the  findings  related  to  the  case  of  this  research                

paper  -  the  “Live  Lines”  project  in  Amsterdam  which  have  been  discussed  during  the               

user   interviews   in   order   to   understand   the   acceptance   of   such   tools.   

 

The  opinions  expressed  during  the  interviews  by  Millennial  travellers  show  that            

respondents  find  the  tool  as  “Live  Lines”  useful  and  admit  that  an  option  to  see  the                 

live  crowding  information  from  different  places  around  a  city  could  save  frustration             

and  improve  the  trip  quality.  Furthermore,  tools  such  as  “Live  Lines”  help  building              

expectations  about  a  destination,  enhance  information  transparency  and  visitor          

experience.  The  findings  show  that  travellers  would  further  like  to  have  access  to              

information  about  options  in  case  a  tool  is  providing  information  about  long  lines  at  a                

particular  location  meaning  that  it  is  expected  to  have  suggestions  for  better  times              

to   make   a   visit   or   option   to   pre-book   entrance   tickets   online.   

 

As  revealed  in  the  interviews,  many  of  the  respondents  question  the  way  they  would               

discover  a  tool  like  “Live  Lines”  and  assume  that  they  would  likely  miss  it  when                

visiting  a  destination  just  because  of  not  being  aware  of  the  existence  of  a  tool.  The                 

findings  show  that  Social  Influence  is  a  very  strong  factor  across  the  travel  customer               

journey  and  that  the  Millennial  travellers  constantly  consume  content  through  social            

media  channels  like  Instagram  thus  it  could  be  an  advantage  to  launch  a  marketing               

campaign  on  specific  social  media  platform  with  the  objective  of  building  awareness             

and   creating   traffic   to   the   digital   crowding   management   tool.  

 

The  findings  indicate  that  Millennial  travellers  value  the  opinions  by  friends  and             

reviews  on  sites  like  Tripadvisor  more  than  any  content,  especially  more  than  any              

brand-owned  content  thus  it  could  also  be  a  successful  strategy  to  focus  on              
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electronic  word  of  mouth  (eWOM)  which  includes  interpersonal  communication          

online  and  is  separated  from  mass  communication  such  as  advertising  (Kremers,            

2017).  Electronic  word  of  mouth  is  facilitated  by  the  facts  that  travellers  tend  to               

share  a  lot  of  content  and  feedback  online  through  social  media  and  review  sites  and                

the   content   can   be   monitored.  

 

This  suggestion  is  supported  by  the  findings  from  the  interviews  as  it  has  been               

stated  that  sharing  the  information  about  a  beneficial  travel  tool  is  something  a              

Millennial   traveller   would   likely   do.  

 

UI4: "I  would  use  that  information  to  first  of  all  to  share  it  with  my  travel  buddies                  

and  say  okay,  I  found  the  tool  which  says  that  the  lines  are  shorter  at  that  and  that                   

time."  

 

The  findings  further  suggest  that  personalisation  is  an  advantage  which  is            

appreciated  and  expected  between  Millennial  travellers  as  the  respondents  positively           

refer  to  digital  tools  with  options  of  saving  the  relevant  content  and  having  an               

opportunity  to  access  it  later  including  availability  on  the  go.  Regarding  the  case  of               

“Live  Lines”  the  respondents  have  stated  that  the  tool  would  be  extremely  beneficial              

but  only  in  a  case  if  it  has  relevant  information  for  them  and  covering  the  places                 

which  are  on  their  itinerary.  That  leads  to  a  necessity  to  have  an  option  to                

personalize  the  tool  according  to  the  individual  needs.  That  could  be  a  feature  to               

save  certain  locations  as  favourites  and  have  an  option  to  track  the  live  data  and                

have  proactive  notifications  telling  a  traveller  based  on  the  location,  when  is  the  best               

time   to   go   to   a   certain   place.   

 

UI10: “[]...for  example  push  notifications  -  if  someone's  interested  and  signed-up,            

the  person  can  be  updated  regularly  on  the  waiting  times  for  the  museums  he  /  she                 

wants  to  visit.  They  could  add  cafes  or  other  activities  as  alternatives  to  kill  the                

time.”  

 

The  interviews  with  Millennial  travellers  have  revealed  that  the  travellers  are  looking             

for  a  universal  tool  to  use  when  travelling  which  can  be  always  used  at  any                

destination.  Respondents  refer  to  tools  such  as  Google  Maps  as  a  universal  tool              

which  is  always  available  when  travelling  and  the  travellers  have  them  on  their              

 
  65  



9/16/2019 Master Thesis Final - Google Docs

https://docs.google.com/document/d/18bxrW_WXuDsKG-U757l3wqBp5DbF5oacC_ckthOWxCI/edit#heading=h.ji4dajtrm1xo 66/121

 

devices  ready  for  use  and  can  trust  them.  That  shows  a  potential  of  extending  a  tool                 

like  “Live  Lines”  into  a  broader  tool  which  covers  several  destinations  and  many              

locations   which   would   turn   it   into   a   more   universal   travel   tool.   

 

UI6: “[]...  it's  annoying  that  you  have  to  find  local  options  for  these  things,  you                

know,  so  if  you  go  to  San  Francisco  you  would  have  to  find  like  local  apps.  They                  

don't  have  like  a  global  app  for  everything.  Like  Momondo.  yeah,  it's  like  one  place                

for   all   flights   more   or   less   and   don't   have   that   for   everything   yet.”  

 

UI4: “I  would  see  a  benefit  but  it  should  be  across  cities.  It  should  be  a  broader                  

scope   for   example,   Europe.”  

 

While  the  respondents  of  this  research  have  agreed  on  a  tool  as  “Live  Lines”  being                

beneficial  and  convenient,  the  findings  also  show  plenty  of  space  for  possible             

improvements  as  personalisation  and  better  accessibility  in  order  to  serve  better  the             

travellers  and  encourage  the  adoption  of  a  tool.  This  section  has  provided  discussion              

of  the  findings  in  relation  to  the  case  study  of  this  research,  while  the  next  section                 

will   refer   to   findings   from   a   general   perspective.   

 

7.3   General   Perspective  

 

This  section  consists  of  a  discussion  of  the  findings  related  to  the  travel  and  tourism                

industry  in  general  and  strives  to  provide  an  overview  of  the  most  relevant  findings               

regarding   Millennial   travel   and   technology   acceptance.   

 

The  findings  show  that  one  of  the  most  important  acceptance  factors  across  the              

whole  travel  customer  journey  is  Social  influence.  The  influence  comes  from  social             

media  channels,  review  sites,  blogs  and  friends  and  family.  Several  of  the             

respondents  have  mentioned  a  habit  of  saving  inspirational  content  on  channels  like             

Instagram  or  Google  Maps  in  order  to  access  it  later.  The  broad  use  and  influence  of                 

social  media  within  the  Dreaming  stage  can  be  linked  to  the  theory  of  different               

touchpoints  of  a  customer  journey.  For  a  travel  brand,  it  might  be  a  crucial               

opportunity  to  reach  Millennials  in  this  particular  stage  through  different  touchpoints.            

For  example,  by  working  together  with  travel  influencers  it  is  possible  to  bring              

awareness  and  spread  a  certain  message  and  image  about  a  destination  through             
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social  media  channels,  in  that  case  brand-owned  and  partner-owned  touchpoints           

(Lemon   &   Verhoef,   2016)   are   used   to   inspire   the   potential   travellers.   

 

While  the  influence  from  social  media  is  enormous,  the  findings  also  show  that              

Millennials  trust  more  the  opinions  of  their  friends  and  strangers  than  any             

brand-owned  platform  or  search  engine.  The  findings  show  that  the  triggers  come             

from   diverse   sources   but   very   often   they   are   social.   

 

The  findings  show  that  in  the  Dreaming  stage,  Millennials  are  easily  triggered  as  for               

example  with  a  sale  of  flight  tickets.  Due  to  that,  the  Dreaming  stage  can  be  very                 

short  in  cases  when  the  decision  about  a  destination  is  made  suddenly  or  relevant               

tickets  are  found  following  social  influence  and  a  spontaneous  purchase  leads  to             

moving  from  the  Dreaming  to  Planning  stage  within  a  couple  of  seconds.  As  findings               

show,  across  Millennial  travellers  it  is  common  to  purchase  tickets  without  actually             

checking  detailed  information  about  a  destination  beforehand.  Regarding  the  process           

of  choosing  a  destination,  it  is  important  to  note  that  the  research  focuses  on               

international,  young  Millennial  professionals  who  often  have  international  relations          

with  friends  and  family  living  abroad  which  influences  the  way  people  travel  and              

choose  the  next  destinations.  The  decisions  are  very  often  socially  influenced  and             

include  visiting  family  or  friends,  inspiration  and  tips  coming  from  friends  and             

relatives.   

 

When  discussing  the  Planning  stage,  Millennial  travellers  prefer  being  spontaneous           

when  travelling  from  booking  flight  tickets  to  deciding  on  attractions  to  visit  at  a               

destination.  That  is  linked  to  the  lack  of  planning  which  has  been  confirmed  as  a                

common  habit  by  the  respondents.  As  travel  expectations  are  often  set  during  the              

planning  stage,  it  can  be  concluded  that  the  lack  of  research  in  the  Planning  stage                

leads  to  inaccurate  visit  expectations,  which  further  influences  the  Experiencing           

stage.  As  many  respondents  have  stated,  due  to  lack  of  previous  research,  they              

have  been  in  situations  when  upon  their  arrival  at  an  attraction,  they  have  been               

informed   about   the   lack   of   tickets   and   asked   to   come   back   later.   

 

Tools  as  “Live  Lines”  are  believed  to  help  with  building  the  right  visit  expectations  as                

travellers  would  be  able  to  access  updated  information  about  the  waiting  times             
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gaining  knowledge  about  the  time  it  takes  to  visit  a  place.  Having  the  right  visit                

expectation   further   help   to   enhance   the   overall   visitor   experience.   

 

In  the  Planning  stage,  relevant  touchpoints  are  brand-owned  touchpoints  as  the            

websites  and  social  media  channels,  however  as  already  stated  above  social            

touchpoints   in   form   of   peer   reviews   and   tips   from   friends   are   valued   more.   

 

When  discussing  the  Booking  stage,  Privacy  has  been  mentioned  as  relevant  factor             

only  on  this  particular  stage  thus  it  is  in  general  believed  to  not  be  a  crucial  factor                  

for  technology  acceptance  of  digital  crowding  management  tools.  The  findings  show            

that  Millennial  travellers  are  used  to  being  tracked  constantly  by  for  example  their              

mobile  devices  and  they  are  willing  to  allow  that  more  when  it  contributes  to  a  good                 

cause   such   as   infrastructure   improvements   based   on   visitor   movement   data.   

 

Spontaneous  decisions  are  common  between  Millennial  travellers  across  the  travel           

customer  journey  and  as  the  findings  show  a  fast  decisions  can  often  come  from               

discovering  a  good  travel  deal  within  the  Booking  stage.  In  order  to  save  on  travel                

expenses,  Millennial  travellers  are  willing  to  make  spontaneous  purchases  with  no            

research.  Offerings  similar  to  the  “I  Amsterdam”  city  card  which  provides  free  public              

transport  to  the  lesser  known  places  around  Amsterdam  (Ellwood,  2017)  could  be  a              

way  to  guide  Millennial  travellers  towards  other  locations  away  from  the  touristic  city              

center.  

 

The  findings  from  the  interviews  with  Millennial  travellers  show  that  the  stages  of  a               

travel  customer  journey  are  in  reality  hard  to  distinguish  between  as  they  overlap              

and  the  intersections  happen  fast.  The  Experiencing  stage  merges  with  the  Planning             

and  Booking  stage  as  Millennial  traveller  are  likely  to  have  planning  activities  while              

already  at  a  destination  within  a  short  period  of  time  and  booking  a  ticket  for  an                 

attraction   spontaneously   when   passing   by   a   place.   

 

Additionally,  the  findings  show  that  community  and  sustainability  are  relevant           

matters  between  Millennial  travellers  and  links  to  current  issues  and  an  aspect  that              

travellers  are  hungry  for  change,  with  71  percent  of  global  travellers  telling             

Booking.com  they  think  travel  companies  should  offer  more  sustainable  travel           
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choices,  and  68  percent  saying  it  was  important  that  their  travel  dollars  support  local               

communities   (Italie,   2019).   

 

The  following  sections  will  discuss  the  limits  of  this  research  and  possibilities  of              

future   research   topics   related   to   this   research   paper.   

 

7.4   Limitations  

 

After  discussing  the  theoretical  implications  and  looking  at  both  case  and  general             

perspectives,  it  is  necessary  to  reflect  upon  the  limitations  of  this  research  process              

and   recognize   the   limitations   of   this   research   paper.   

 

It  is  crucial  to  point  out  that  this  research  is  limited  regarding  the  generalizability  as                

the  data  originated  from  a  qualitative  research  method  and  therefore  the  findings             

are  not  representative  of  wider  populations.  The  qualitative  case  study  design  is             

limited  for  a  generalization  to  wider  populations  or  universes  according  to  Yin             

(2014).  To  be  able  to  have  generalizability,  this  research  should  have  had  more              

diverse  methods  of  collecting  the  data  which  could  have  been  achieved  by  adding              

expert  interviews  from  within  the  travel  and  tourism  industry  or  adding  also             

quantitative  methods.  However,  the  purpose  of  this  research  has  not  been  to             

produce  a  theoretical  framework  that  is  generalizable,  due  to  the  limited  scope  of              

this  research  and  timeframe.  This  research  proposes  a  research  framework  which            

can  be  used  as  a  base  framework  for  research  within  a  field  of  technology               

acceptance   in   travel   and   tourism.  

 

Furthermore,  the  qualitative  data  collection  method  of  this  research  in  the  form  of              

user  interviews  consisted  of  the  travellers  in  a  certain  age  group  thus  representing              

only  the  Millennial  generation.  Focus  on  the  Millennial  generation  has  been  stated  in              

the  Introduction  under  sections  1.2  and  1.3.  Due  to  that,  the  findings  do  not               

represent   the   opinions   and   attitudes   of   other   age   groups.   

 

7.5   Future   Research  

 

This  section  provides  an  incentive  for  the  possibilities  of  future  research  related  to              

the   topics   of   this   research   paper.   
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As  discussed  in  the  previous  sections,  the  technology  acceptance  factor  of  Social             

Influence  is  one  of  the  most  significant  factors  across  all  the  travel  customer              

journey.  Due  to  that,  it  is  needed  to  research  this  particular  factor  more  in  depth  in                 

connection  with  the  travel  and  tourism  industry.  That  could  involve  research  of  the              

use  of  social  media  between  different  traveller  groups,  influencer  marketing  and  the             

attitudes  towards  sponsored  content  shared  by  travel  bloggers  and  influencers.           

Furthermore,  electronic  word  of  mouth  in  travel  is  another  aspect  which  could  be              

researched  more  in-depth  in  connection  with  current  travel  trends  and  overtourism.            

A  relevant  study  might  be  one  of  looking  at  the  effects  of  online  content  which                

encourages  people  to  select  less  travelled  places  and  how  such  content  shared  by              

influencers   is   acted   on   by   regular   travellers.   

 

Another  field  of  research  could  be  investigating  the  connection  between  the  Attitude             

towards  Using  and  Actual  Usage  factors  originating  from  the  Technology  Acceptance            

Model  (Davis,  1986).  Such  research  would  allow  to  gather  insights  regarding  the             

differences  between  the  attitudes  which  are  formed  towards  travel  technologies  and            

the   actual   usage   of   the   same.   

 

The  research  of  the  actual  usage  has  been  out  of  the  scope  of  this  research  while  it                  

is  a  relevant  field  with  research  possibilities.  It  would  be  beneficial  to  run  research               

with  a  focus  on  usability  of  travel  tools,  particularly  tools  which  are  newly  introduced               

by  a  destination.  By  running  a  practical  user  testing  of  a  tool  similar  to  “Live  Lines”,                 

it  could  be  possible  to  gain  a  deeper  understanding  of  the  way  travellers  interact               

with   such   travel   technology   and   explore   where   there   is   space   for   improvements.  

 

This  concludes  the  Discussion  section  and  leads  to  the  final  chapter  8.  Conclusion              

which  will  summarize  the  findings  and  provide  answers  to  the  research  questions             

stated   in   section   1.2.   
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8.   CONCLUSION  
 

During  this  thesis  project,  a  research  gap  in  regards  of  the  traveler  attitudes  and               

acceptance  of  travel  technologies  and  digital  crowding  management  tools  in  travel            

was  identified.  As  a  theoretical  base  for  this  research,  the  fundamental  framework             

was  created  by  combining  theories  of  the  travel  customer  journey  (Think  With             

Google,  2016)  and  Technology  Acceptance  Model  (Davis,  1989).  Through  data           

collection  in  the  form  of  user  interviews  of  Millennial  travellers  it  was  possible  to               

gather  opinions  and  attitudes  towards  travel  technologies  and  create  an  adapted            

framework   of   Technology   Acceptance   in   Travel   (Figure   2).   

 

The  previously  introduced  key  findings  from  the  analysis  and  discussion  chapters  will             

be  the  groundwork  for  answering  the  research  question  of  this  thesis  project  -  “How               

Millennial  travellers  accept  technologies  across  the  travel  customer  journey?”.  Before           

answering  the  main  research  question,  it  is  also  necessary  to  look  at  the  two               

sub-questions.   

 

The  first  sub-question  of  “What  factors  influence  the  acceptance  of  new  technology             

tools  in  the  travel  customer  journey?”  can  be  answered  by  using  the  framework  of               

Technology  Acceptance  in  Travel  (Figure  2)  which  identified  the  most  relevant            

acceptance  factors  across  the  travel  customer  journey.  The  research  has  identified            

four  different  stages  of  the  travel  customer  journey  and  at  each  stage  there  are               

relevant  technology  acceptance  factors  to  be  noted.  In  the  Dreaming  stage  the  most              

important  factor  is  Social  Influence  which  keeps  being  relevant  in  the  Planning  stage              

and  throughout  the  entire  travel  customer  journey.  In  the  Planning  stage,            

additionally  to  Social  Influence,  the  relevant  factors  are  Informativeness  and           

Perceived  Usefulness.  During  the  Booking  stage  the  important  factors  are  Privacy,            

Perceived  Usefulness  and  Perceived  Ease  of  Use.  In  the  Experiencing  stage  Perceived             

Usefulness  and  Perceived  Ease  of  Use  keep  being  important  together  with  the  factor              

of  Informativeness  as  Millennial  travellers  are  looking  for  relevant  and  beneficial            

content   which   is   easy   to   access   and   use   on   the   go.   

 

It  can  be  concluded  that  some  of  the  most  crucial  acceptance  factors  across  the               

travel  customer  journey  are  Social  Influence,  Perceived  Usefulness,  Perceived  Ease           

of   Use   and   Informativeness.   
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In  order  to  answer  the  second  sub-question  -  “What  are  the  travellers  attitudes  and               

expectations  toward  digital  crowding  management  solutions?”  -  the  respondents  in           

the  user  interviews  have  been  introduced  to  the  “Live  Lines”  project  in  Amsterdam              

and  were  asked  to  share  their  opinions  and  attitudes  of  such  a  travel  tool.  The  “Live                 

Lines”  project  in  Amsterdam  has  been  applied  as  a  way  to  gather  information  about               

travellers   opinions   in   regards   of   similar   digital   crowding   management   tools.   

 

Millennials  find  a  tool  like  “Live  Lines”  beneficial  for  enhanced  travel  experience  but              

also  note  the  importance  of  a  trigger  in  order  to  be  informed  of  such  a  tool.                 

Millennial  travellers  have  extensive  expectations  of  what  a  tool  could  provide  in             

addition  to  the  crowding  management  function.  The  respondents  have  suggested           

options  as  online  bookings,  tips  about  alternative  places  to  visit  nearby  the  busy              

attractions  and  option  to  see  historic  data  and  visit  patterns.  Millennial  travellers             

share  an  opinion  that  in  order  to  adopt  such  a  tool,  it  needs  to  deliver  a  clear  benefit                   

and   offer   option   to   save   time   and   ensure   smarter   travel.   

 

Furthermore,  Millennial  travellers  are  seeking  for  a  universal  digital  travel  tool  which             

can  be  used  for  every  destination,  provides  most  crucial  travel  information  which  is              

constantly   updated   and   does   not   require   long   set   up   process.   

 

The  speed  of  travelling  is  very  fast  and  spontaneity  is  appreciated  and  preferred              

between  Millennial  travellers.  Due  to  the  speed,  the  stages  of  the  travel  customer              

journey  are  often  constantly  interchanging  and  certain  stages  can  happen  at  the             

same  time.  That  is  due  to  the  common  preference  to  do  planning  already  at  a                

destination,  which  means  that  sometimes  the  Planning,  Booking  and  Experiencing           

happens  at  the  same  time.  The  expectations  are  set  in  the  Planning  stage  and  the                

lack  of  research  before  the  arrival  leads  to  wrong  expectations  which  further  drains              

the   visitor   experience.   

 

Millennial  travellers  are  looking  for  digital  travel  tools  which  provide  a  clear  benefit,              

are  easy  to  obtain  and  convenient  to  use,  are  personalised  and  ideally  are  suggested               

by  friends  and  respected  peers.  Furthermore,  the  information  about  a  tool  has  to  be               

accessible   and   marketed   through   the   relevant   marketing   channels.  
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APPENDIX  
 

Appendix   A:   User   Interviews   -   Guide   

 

PU   -    Perceived   Usefulness              D   -   Dreaming  

PEoU   -   Perceived   Ease   Of   Use            P   -   Planning  

INF   -    Informativeness                     B   -   Booking  

EF   -    External   Factors                     E   -   Experiencing  

 

Nr  Theme  Question  

Related   to   factors:  Related   to   stages:  

PU  PEoU  IN  EF  D  P  B  E  

1  

Travel  
habits  

How   often   do   you   travel?     x  x  x  x  x  

2  How  long  in  advance  do  you       
in   general   book   trips?     x    x   

3  How  do  you  decide  on  a       
destination   for   a   trip?     x  x  x    

4  
How  and  when  do  you  decide       
which  attractions/museums   
you   visit   at   a   destination?  

   x   x  x  x  

5  
What  information  is  crucial     
for  you  when  planning  a  visit       
of   POI?  

  x    x  x  x  

6  
What  tools  do  you  use  for       
planning  the  visit  of  a  point  of        
interest?  

   x   x   x  

7  

Have  you  made  a  visit      
decision  followed  by    
tips/opinions  by  your  friends     
or   social   media?  

   x  x  x  x  x  

8  

Have  you  experienced    
barriers  when  planning  a  trip      
or  a  visit  of  particular      
attraction?  

 x  x  x   x  x  x  

9  
When  going  to  a  destination,      
do  you  ever  download  local      
Apps?  

  x  x   x  x   

10  What  are  your  expectations     
from   a   travel   App/Website?  x  x  x    x  x  x  

11  What  makes  you  download  a      x  x  x  x   x  x  x  
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mobile   App?  

12  

Crowding  

What  is  your  understanding     
of   overcrowding   in   tourism?    x  x   x   x  

13  
On  any  of  your  previous  trips       
have  you  experienced    
overcrowding   and   where?  

  x  x     x  

14  
Do  you  check  beforehand  if  a       
popular  place  is  busy  and      
what   times   are   the   best?  

x   x  x   x  x  x  

15  

(Have  you  been  to     
Amsterdam/Barcelona/Venice 
?  )  If  yes,  tell  me  about  your         
experience   regarding   crowds?  

  x  x     x  

16  

Live   Lines  
Project   in  
Amsterda 

m  

What  do  you  think  about  Live       
Lines   project?  x   x  x     x  

17  How  would  you  interact  with      
and   use   this   information?   x  x  x   x  x  x  

18  
In  your  opinion,  what  is  the       
benefit  for  a  visitor  from  a       
tool   like   this?  

x  x  x    x  x  x  

19  
What  information  would  be     
crucial  for  a  webpage/app     
similar   to   Live   Lines?  

x   x    x  x  x  

20  

Do  you  see  the  benefit  of       
downloading  an  app  which     
provides  information  of  line     
length  live  at  famous     
attractions/locations?  

x  x  x    x  x  x  

21  

Google  
Popularity  

tool  

Have  you  ever  considered     
and   used   this   information?  x  x  x  x   x  x  x  

22  Do  you  find  it  relevant      
accurate?  x   x    x   x  

23  Are  you  aware  and  have  used       
Google   Trips   App?     x   x   x  

24  

Privacy  

Many  of  the  new  tools  (such       
as  Amsterdam  City  card)     
include  tracking  for  the     
purpose  to  see  how  tourists      
move  in  the  city.  Do  you  see        
any   issues   with   this?  

   x     x  

25  

How  open  are  you  to  share       
your  location  data  in  order  to       
create/improve  a  crowding    
management   tool?  

   x     x  
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Appendix   B:   User   Interviews   -   Transcripts  

USER   INTERVIEW   1   -   UI1  

INTERVIEWER:  [00:00:00]  So  Hi,  thanks  for  joining  for  the  interview.  And  so  as  I  told  you                 
this  is  a  part  of  my  master  thesis  research  and  the  aim  is  to  understand  the  acceptance  of                   
the  digital  tools  and  some  of  the  destinations  already  offer  them  or  have  tried  and  I'm  also                  
researching   how   they   impact   visitor   experience.  

And  so  as  I  said,  there  will  be  two  parts.  So  first  is  like  a  general  attitudes  and  opinions  in                     
tourism.  Second  is  like  I  will  tell  you  about  the  specific  case  and  just  ask  your  opinion  about                   
it.  And  yeah,  so  the  firstly  if  you  can  tell  me  about  your  travel  habits.  So  for  example,  like                    
how  often  would  you  say  that  you  travel  abroad  and  maybe  you  can  just  tell  briefly  like  about                   
your   last   trip.   It's   very   very   open   question   just   to   warm   up.  

UI1:  [00:00:57]  So  I  usually  travel  around  four  times  a  week,  em  year.  Sorry.  So  I  travel                  
around  four  times  a  year,  two  out  of  those  four  times  would  be  going  back  home  to                  
Vancouver.  Hmm  since  I  am  an  expat  in  Copenhagen  and  my  family  live  in  Vancouver,  I  like                  
to  use  up  most  of  my  vacation  time  to  visit  them.  So  I  try  to  see  them  twice  a  year  and  then                       
the  other  two  times  would  be  let´s  say  weekend  trips  here  and  there  or  little  winter  trip  or  a                    
Christmas   trip   here   and   there.  

INTERVIEWER:  [00:01:48]  Yeah,  that's  great.  Do  you  use  specific  travel  apps?  Do  you  have               
apps  which  are  always  on  your  phone  or  would  you  say  that  you  download  some  specifically                 
for  a  destination  you're  going  to?  You  can  also  think  about  for  example  you  planning  your                 
next   trip.   If   that   helps.  

UI1:  [00:02:13]  Yes,  so  my  next  trip  would  be  a  family  trip.  So  my  family  will  be  here  in                    
Copenhagen  and  we  will  travel  to  Italy  and  to  enter  one  part  of  your  question.  No,  I  don't                   
have  any  travel  apps  in  my  phone,  but  my  dad  actually  really  likes  Skyscanner  and  he's  told                  
me   he   encouraged   me   to   go   there   and   to   download   their   app,   which   I   haven't   done.  

INTERVIEWER:  [00:02:46]  Okay,  and  how  do  you  usually  decide  for  example,  which             
attractions  or  museums  or  like  point  of  interest  you  will  visit.  Are  you  more  like  spontaneous                 
traveler  and  decide  when  you  are  already  there,  or  do  you  actually  you  know  research  it                 
before   and   kind   of   like   put   stars   on   map?  

UI1:  [00:03:09]  I  think  I  research  locations.  Let's  say  80%  of  the  time  and  that  80%                 
includes  looking  up  articles  from  reputable  newspapers  like  the  guardian  or  Telegraph.  I  also               
look  up  blogs  because  I  find  it  helpful  to  know  hidden  gems  of  a  city.  And  I  also  lately  I've                     
been   looking   up   videos   on   YouTube   because   it's   nice   to   see   things.  

So  those  are  my  top  three  sources  of  research  the  other  let's  say  twenty  ten  percent.  It's                  
also   fun   to   be   spontaneous   to   walk   around   and   see   what's   there.  

INTERVIEWER:  [00:03:58]  And  because  you  said  you  liked  kind  of  hidden  gems  in  the  in  the                 
city,  but  what  about  like  have  you  visited  very  crowded  very  popular  attractions.  There  are                
many  now  in  like  even  just  in  Europe.  So  do  you  remember  like  one  of  the  maybe  last  times                    
maybe  you  had  the  experience  where  like  with  the  super  crowded  attraction  and  how  did  you                 
maybe   did   the   booking   and   planning?  

UI1:  [00:04:24]  Yes,  so  so  my  trip  to  Italy  two  years  ago  comes  to  mind  when  my  boyfriend                   
and  I  went  to  Milan  we  visited  the  famous  Duomo  church,  and  that  while  the  church  was                  
beautiful  that  was  in  such  a  good  experience  because  there  were  hecklers.  They're  trying  to                
sell  us  bracelets.  It  wasn't  a  very  good  experience.  And  of  course  I  didn't.  know  that  and                  
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maybe  I  only  have  only  read  the  good  things  about  the  location  as  opposed  to  the  bloggers                  
and   what   they   said.  

And  I'm  saying  this  now  because  I'm  going  back  to  Milan  with  my  family  this  summer.  And                  
when  I  when  I  watch  YouTube  videos,  I  remember  last  week  like  one  or  two  vloggers  have                  
said  that  Duomo  is  most  crowded  and  full  of  people  trying  to  sell  you  things  and  I  wish  I                    
knew  that  last  time  because  I  was  a  deer  in  headlights.  The  second.  experience  that  comes                 
to  mind  would  be  seeing  the  Last  Supper  painting  by  DaVinci  in  Milan.  It  was  such  a  great                   
experience.  And  I  wish  ...  On  the  one  hand.  I  did  some  research  and  found  out  that  we  had                    
to   buy   tickets   beforehand,   which   is   online.  

We  have  to  reserve  online  by  phone  actually.  Sorry  we  had  to  look  up  online  and  Reserve  by                   
phone.  And  so  I  had  to  get  my  Italian  friend  to  do  that  for  me  on  the  other  hand.  It  was  quite                       
short.  So  I  didn't  realize  how  short  it  would  be  to  just  go  in  and  out.  I  thought  it  would  be                      
more   like   a   longer   experience.  

INTERVIEWER:  [00:06:19]  and  about  this  last  supper  example,  which  is  a  really  good              
example.  Did  you  try  to  check  beforehand  maybe  which  is  like  a  less  busy  time  to  visit  it  or                    
did  you  kind  of  just  find  it  according  to  your  own,  you  know  schedule  like  you  had  morning                   
for   you   or   something   because   you   knew   that   it's   very   busy.  

UI1:  [00:06:40]  The  thing  is  it´s  a  naturally  busy  tourist  attraction.  And  so  I  remember  my                 
friend  telling  me  they  only  have.  This  time  in  this  time  available.  So  I  had  to  choose  based  on                    
their   business   based   on   their   schedule.   Not   mine.  

INTERVIEWER:  [00:06:57]  All  right.  Okay,  and  going  back  to  the  travel  apps,  what  makes               
you  to  download  one  or  what  would  you  expect  from  one?  Like  what  would  be  your  kind  of                   
requirements   now   what   you   would   like   to   get   out   of   it?  

UI1:  [00:07:16]  So  I.  I  follow  this  website  and  I  subscribe  to  their  newsletter.  It's  called                 
Scandinavia  standard  and  I  really  enjoyed  their  articles.  I  enjoy  the  content  that  they  put  up.                 
I  enjoy  the  format  of  the  content  that  they  put  up  and  I  know  that  they  do  have  an  app  that                      
features  like  good  locations  in  Scandinavia.  So  in  the  four  different  countries,  and  I  haven't                
downloaded  it  yet  because  I.  I  follow  the  website  and  I  subscribe  to  their  newsletter.  So  I  feel                   
like  I  don't  need  to  but  if  I  were  to  download  their  app,  I  would  expect  that  It  would  have  to                      
include  the  typical  tourist  attractions.  with  descriptions  of  these  attractions,  I'm  sure  it  would               
also  include  their.  Points  of  view  and  that  would  be  very  interesting  to  have.  I  would  also                  
assume  and  would  like  to  have  a  separate  list  on  food  locations  like  food  and  drinks  and  this                   
is  the  kind  of  content  that  appeals  to  me  because  I  travel  for  food  reasons,  may  also  expect                   
to  have  hidden  gems  and  that  app  as  I  mentioned.It  would  be  great  to  go  where  the  locals                   
go?  and.  lastly  I  would  like  to  have  Maybe  videos  on  that  app  just  to  see  exactly  where  it  is                     
that  I'm  going.  I  would  not  like  and  do  not  expect  to  get  deals  on  the  app.  So  that  kind  of                      
travel  app  that  I'm  mentioning  I  I'd  rather  download  it  for  Content  as  opposed  to  deals.  I                  
don't   I   don't   think   I   need   to   read   about   deals.  

However   for   certain   flight   apps,   I   would   like   to   have   a   price   comparison   some   things.  

INTERVIEWER:  [00:09:29]  So  one  of  them  would  be  more  like  for  inspiration  and  kind  of  you                 
know  for  all  like  I  could  visit  that  place  and  whatever  Amsterdam  and  so  it's  more  for  like                   
planning   and   inspiration.   and   others   would   be   more   for   actually   maybe   booking.  

UI1:  [00:09:45]  Yes.  So  the  planning  inspiration  maybe  the  deals  there  would  be  lets  say                
when  to  visit  or  or  what  to  take  note  of  our  don't  forget  to  go  to  the  the  back  of  the  room                       
number   3   because   that   includes   so-and-so   not   so   much   like   prices.  

INTERVIEWER:  [00:10:07]  Yeah,  and  and  one  last  question  before  I  introduce  you  to  one  of                
the   cases   it's   about   the   privacy.  
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And  for  example,  Amsterdam  City  card  is  actually  now  tracking  the  location  and  how  the                
visitors  are  moving  in  the  city  because  that  helps  them  to  plan  better  tourism  experiences.                
And  my  question  for  you  is  do  you  see  an  issue  there  tracking  tourists  live?  Like  would  that                   
be   an   issue   for   you   ?  

For  me  that  wouldn't  be  an  issue  if  they  follow  the  regulated  guidelines  if  they  follow  all  the                   
things  that  they  need  to  do.  I  don't  mind  giving  my  information.  However,  I  know  that  my                  
boyfriend  strongly  opposes  that  and  of  course  if  my  partner  feels  a  certain  way  I  also  have  to                   
respect  his  feelings  and  and  then  that  would  make  me  also  second-guess  buying  that               
downloading   the   app   because   of   his   opinion.  

Would  it  encourage  you  more  to  download  that  kind  of  thing  if  it  will  be  clear  what  it  actually                    
is  giving  you  for  example  some  tips  how  to  avoid  crowds  like  take  the  second  route  not  the                   
first  one  because  that's  less  crowded  and  it's  nicer  or  so.  It  actually  gives  you  also  travel  tips                   
in   the   city.  

UI1:  [00:11:42]  No  because  I  assumed  it  would  be  there  but  I  would  be  more  encouraged  to                  
download  the  app  in  regards  to  the  privacy  policy.  If  they  tell  me  what  they're  using  my  data                   
for   that   would   encourage   me   to   go   ahead   and   do   it.  

INTERVIEWER:  [00:12:02]  Allright,  thank  you.  And  then  I  the  second  part.  I  want  to  show                
you  two  things  or  two.  Firstly,  It's  about  Google.  Have  you  noticed  that  when  you  search                 
attraction  on  Google  like  let's  say  the  dome  in  Milan  you  can  actually  see  the  busy  times  and                   
I  will  show  you.  And  my  question  would  be  if  you  have  noticed  it  if  you  have  used  it,  so  you  if                       
you  would  search  for  it  online  the  Dome  here,  you  would  actually  see  the  so  popular  times  on                   
Tuesday.  It's  not  that  busy  you  can  see  okay  in  the  evening.  It's  actually  less  busy  than  now.                   
Have   you   noticed   it?   Have   you   ever   considered   that   information?  

UI1:  [00:12:48]  No,  I  haven't  noticed  it  for  attractions  because  I  look  at  Maps  when  I  search                  
for  something.  And  the  picture  of  course,  I  have  noticed  that  feature  popular  times  on                
restaurants   or   bars.  

INTERVIEWER:  [00:13:03]  Yes,  and  have  you  ever  kind  of  changed  our  plan  according  to               
that?  Like  if  you  would  see  it's  super  busy  at  now  like  in  a  restaurant  you  want  it  to  go.                     
Would   you   try   to   go   later?   Like   did   you   felt   like   it's   accurate   and   trustworthy   information?  

UI1:  [00:13:22]  I  think  if  I  were  to  go  to  somewhere  popular,  I  don't  think  my  plans  would                   
change  I  would  just  try  to  work  around  those  times  as  opposed  to  just  change  them.  I  don't                   
think   I've   ever   like   consciously   done   that.  

INTERVIEWER:  [00:13:36]  All  right  now  that's  good.  And  then  the  last  thing  in  Amsterdam  in                
actually  last  year  the  local  destination  marketing  company,  which  is  responsible  for             
marketing   of   Amsterdam,   they   started   with   the   trial   project.  

So  what  they  did  is  that  on  the  Amsterdam  website,  they  put  the  waiting  times  for  the  10                   
most  popular  attraction.  So  for  example  Van  Gogh  Museum  and  under  Frank  house  like               
somewhere  where  people  have  two  very  often  wait  for  hours  and  there  are  some  changes                
now  because  some  of  the  Museums  have  actually  changed  their  ticketing  system  so  you               
actually   get   exact   time.  

It  was  in  Dutch  only  wasn't  in  English  and  it  was  like  a  trial  project  for  three  months.  But  I                     
have  a  screenshot  and  I  want  to  show  you  that  kind  of  explain  that  so  if  you  imagine  that                    
this  was  the  website  what  they  did  is  that  every  30  minutes  they  would  refresh  the  data  and                   
it  would  say,  okay  so  you  can  see  that  in  Rijksmuseum  t's  only  10  minutes  line,  but  then  you                    
would  see  that  in  Van  Gogh  museum  It's  two  hours  line  and.  My  question  for  you  let's  say                   
that   you   would   go   to   Amsterdam.   Would   you   find   this   information   useful?   
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UI1:   [00:14:55]   Yes,   I   would.  

INTERVIEWER:  [00:14:57]  Yeah,  and  would  you  interact  with  this  information  because  it's             
it's  on  the  web.  So  whether  you  actually  would  need  to  go  is  to  go  back  and  refresh  all  the                     
time  and  seeing  information.  So  if  you  would  see  them  on  goal  is  to  our  wedding  time,  would                   
you?  Would  you  change  your  would  you  go  later?  For  example?  Yes,  I  would  yes.  So  you                  
would   decide   decide   to   change   your   actual   plans.   

UI1:  [00:15:26]  Yes,  because  out  of  the  ten  places  I  visit  when  I  travel  only  two  to  three  of                    
those  places  are  fixed  and  and  places  where  I  really  want  to  go  see  the  eight  other  places                   
would   probably   be   spontaneous.  

So  if  I  see  Museum  one  two,  and  three  I'd  probably  just  want  to  see  Museum  one  and  I  can                     
pick  between  two  and  three.  So  then  this  way  these  waiting  time  would  be  a  deciding  factor,                  
could   be    a   deciding   factor.  

INTERVIEWER:  [00:15:54]  Okay,  and  when  you  mention  this  Museum  123,  like  for  example,              
the  these  top  places  like  attraction  without  a  point  of  interest,  but  you  admitted  what  kind  of                  
information  in  the  tool  like  this  would  you  look  for?  And  SO  waiting  time  maybe  the  opening                  
times.   Like   what   information   would   be   really   crucial   for   you.  

In  general.  It  can  be  Museum.  It  can  be  attraction.  It  can  be  a  restaurant  word  with  the                   
booking   time.   For   example   saying   that   now   the   waiting   time   is   actually   half   an   hour.  

UI1:  [00:16:33]  for  a  tool  like  this  one,  I  would  like  a  couple  of  lines  on  what  the  attraction  is                     
and  what  it  can  offer  me.  So  let's  say  if  it's  a  museum  or  exhibition  what  the  current                   
exhibition  is  about.  The  waiting  times.  I  didn't  never  realized  until  you  brought  it  up  that  that                  
would   be   actually   quite   helpful.  

The  opening  hours  would  be  good  too  because  I  know  in  Europe  some  things  are  closed  on                  
Sundays  and  closed  early.  So  that  would  be  helpful  and  how  to  get  there.  So  what  bus  lines                   
or   train   lines   to   take   from   for   public   transportation.  

INTERVIEWER:  [00:17:17]  All  right,  perfect.  And  would  you  say  you  would  prefer  to  visit  a                
mobile  site?  So  that  would  be  just  a  optimized  site.  Or  an  App  because  that  means  that  you                   
have   to   download   it   beforehand   to   actually   use.  

UI1:  [00:17:37]  It  depends  on  the  place  that  I'm  going  to  if  it's  a  one-off  thing  like  over  the                    
weekend,  I'd  probably  just  want  to  go  to  the  mobile  site.  But  if  it's  a  trip,  let's  see  this  family                     
trip  and  I'm  taking  charge  of  planning  it  then  I  would  download  the  app  if  it's  a  city  I've                    
never   been   before   I   would   download   the   App.  

All  right,  because  then  I  I  don't  know  so  much  about  it  that  the  app  would  be  very  helpful  to                     
have   easily   refresh   as   opposed   to   a   mobile   site   which   could   have   certain   technical   problems.   

INTERVIEWER:  [00:18:10]  All  right,  that's  perfect.  Actually  I  don't  have  any  more  questions.              
So   just   say   thank   you   for   your   time.  

And  if  you  have  any  like  comments  questions  suggestions  on  the  record.  Maybe  something               
you   didn't   manage   to   say   it  

UI1:  [00:18:33]  it  would  be  useful  for  destinations  to  you  know  to  join  the  the  wave  and  like                   
digitalize  their  services  in  their  information  because  nowadays  people  only  have  one  thing              
that   can   take   them   around.  
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They  don't  have  Maps  or  or  like.  Papers  with  them  the  only  have  their  phone  and  that  would                   
be  really  helpful  and  it  would  enhance  the  customer  experience  if  they  were  to  digitalize                
information.  

INTERVIEWER:  [00:19:05]  Yeah,  and  and  the  goal  is  I  should  have  mentioned  it  earlier,  but                
the  goal  for  this  is  to  actually  spread  the  people  in  the  space  and  time  so  kinda  encourage                   
people   to   change   a   bit   their   plans.  

UI1:   [00:19:19]   so   what   was   the   outcome   of   the   study?  

INTERVIEWER:  [00:19:23]  the  outcome  was  actually  that  over  50,000  people  who  used  the              
data  and  the  most  interesting  thing  was  that  80%  actually  changed  their  plans  according  to                
what   they   saw   because   they   said   okay,   we   don't   want   to   wait   three   hours   in   the   line.  

UI1:   [00:19:35]   how   about   the   lines   that   they   ease   up   or   no  

INTERVIEWER:   [00:19:39]   no   but   it   was   a   pretty   short   trial  

UI1:   [00:19:42]   okay.   Yeah,   it's   very   cool   project.  

INTERVIEWER:  [00:19:50]  And  what  is  interesting  is  that  actually  one  of  the  big  challenges               
for  this  project  was  to  get  all  the  participating  museums  on  board  and  agree  to  share  that                  
data  because  some  of  them  didn´t  want  to  do  so  as  they  were  scared  that  visitors  would                  
choose   other   places.   

UI1:  [00:20:42]  Oh  okey,  well  I  don´t  think  that  for  example  Van  Gogh  museum  has  to  be                  
scared   about   lack   of   visitors,   they   will   always   have   people.  

INTERVIEWER:  [00:22:44]  Yeah.  All  right,  then,  if  there  are  no  more  comments,  I'll  just  say                
thank   you   for   your   time,   much   appreciated.  

USER   INTERVIEW   2   -   UI2  

INTERVIEWER:  [00:00:00]  Hi,  So  we'll  just  start  it  and  I  will  say  like  a  few  words  about  this                   
is  part  of  my  thesis.  Thanks  for  joining  and  the  aim  of  this  of  my  Master's  thesis  is  to                    
understand  the  digital  tools  available  in  tourism.  And  also  how  they  impact  traveler  or  visitor                
experience  at  the  destination.  I  have  been  researching  what  some  of  the  destinations  are               
doing  what  tools  they're  offering  could  be  app  or  website  or  different  kind  of  tools  and  just  I                   
will  show  you  also  later  on  like  specifically  one  and  I'm  certain  yeah  and  looking  into  what                  
the  acceptance  of  the  people  and  opinions  basically  because  it's  a  very  new  thing  because                
I'm  talking  about  the  tools  which  are  made  for  mostly  managing  people  in  the  city.  So  kind  of                   
managing  the  crowds  as  well.  So  it's  related  to  over  tourism  and  crowding  as  well.  And  as  I                   
said,  there  will  be  two  parts.  One  part  is  just  general  questions  about  traveling  and  the                 
second   part   is   this   case   and   I'll   just   jump   in.  

So  I  would  like  to  start  with  the  just  asking  you  about  your  travel  habits  and  it's  a  very  open                     
question  just  to  warm  up.  And  so  the  question  would  be  how  often  do  you  travel  and  are  you                    
travelling  alone  or  mostly  with  someone  and  are  you  flying  or  choosing  Pastor  trainer?  I  know                 
it  can  differ  from  trip  trip  trip,  but  there  are  probably  some  tendencies  are  are  you  more                  
spontaneous   or   planner   and   its   many   questions.   

UI2:  [00:01:47]  Okay.  So  I'd  say  I  usually  travel  several  times  a  year.  Yeah,  depending  on                 
the  destination  I  would  choose  flights  unless  I'm  going  somewhere  in  the  same  country,               
which  I  also  do  sometimes  and  in  that  case,  I  would  choose  I  don't  know  shared  car  or  train.                    
Actually,  whatever  is  cheaper  and  convenient  and  so  on  as  for  the  planning  I  like  to  book  in                   
advance.  So  I  get  like  a  kind  of  a  good  price  but  then  I  don't  plan  the  trip  itself  so  much.  So  I                        
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just  booked  the  transportation  and  sometimes  accommodation  and  then  I  just  improvise             
usually.   

INTERVIEWER:   [00:02:01]   All   right.   

INTERVIEWER:  Can  you  tell  me  how  you  decide  on  a  destination  for  a  trip?  How  do  you                  
select   one?  

UI2:  [00:02:21]  yes,  sometimes  I  get  tips  from  friends  and  family,  inspiration  from  blogs  and                
social   media,   sometimes   it   is   just   because   I   have   found   cheap   tickets.   

INTERVIEWER:  [00:02:49]  And  how  about  some  points  of  interest  like  attractions  or             
museums  if  you  choose  any  would  you  say  that  you  plan  it  beforehand  where  you're  going  or                  
you   planning   more   spontaneous   when   you   are   already   at   the   destination.   

UI2:  [00:03:02]  Yeah.  I  think  I  like  to  research  before  I  go  to  somewhere  to  have  a  general                   
idea  of  what  what's  there  to  visit?  But  then  I  don't  have  like  a  plan  or  schedule  for  each  day.                     
I  totally  improvise  -  if  I'm  alone  or  if  I'm  with  someone  it's  usually  like  that  like,  okay,  what                    
are   we   going   to   do   today?  

Okay,  let's  do  this  this  and  this  and  even  if  we  say  that  sometimes  we  improvise  along  the                   
way   as   well   

INTERVIEWER:  [00:03:31]  How  do  you  usually  plan  the  trip  before  like  when  you're  saying               
that  you'd  like  to  do  the  research  beforehand.  What  about  tools  you  use?  Would  you  just  tell                  
me   about   the   process.  

UI2:  [00:03:45]  Yeah,  so  I  can  just  ...  What  do  I  do?  Usually  I  think  I  just  Google  the                    
destination  and  sometimes  if  I  know.  Because  I  follow  a  few  blogs  that  do  traveling  as  well.                  
So  if  I  know  that  a  specific  blogger  that  I  follow  has  been  in  a  certain  destination,  I  would  go                     
there   to   read   like   yeah   to   read   like   a   more   personal   review   of   that   place.  

INTERVIEWER:  [00:04:14]  And  you  would  maybe  get  some  ideas  about  some  attraction  you              
definitely  can´t  miss  and  that  kind  of  information,  right?  Yeah  if  it's  a  new  destination  for                 
you?  

UI2:   [00:04:25]   Yeah.   

INTERVIEWER:  [00:04:26]  All  right.  Do  you  do  ever  download  some  travel  apps  which  are               
specifically  for  a  location?  Let's  say  you're  going  to  Amsterdam  or  any  other  city.  Then  there                 
are  apps  which  are  specifically  they  are  made  by  the  destination  for  the  visitors.  Have  you                 
ever   done   loaded   anything   like   that?  

UI2:  [00:04:47]  I  have  I  think  a  couple  of  times  but  it's  not  something  I  usually  do.  I  usually                    
have  Google  Trips.  I  think  it's  called  Google  Trips.  It's  an  app  from  Google  that  it's  going  to                   
disappear  apparently?  I  usually  use  that  one  just  to  like  to  have  something  quick  to  look  at                  
from   my   phone   and   as   for   apps   on   the   destinations,   I   haven't.  

If  I  have  done  it,  it's  usually  like  a  travel  app  that  helps  you  book  another  trip  or  something                    
like   that.   But   usually   no   I   haven't   done.   

INTERVIEWER:  [00:05:27]  What  information  is  very  important  for  you  to  have  when             
planning  these  trips.  Let's  say  when  you  you're  mentioning  Google  Trips.  What  information              
are   you   looking   for   there?  
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UI2:  [00:05:43]  Yeah,  so  in  Google  Trips  like  I  would  check  like  the  main  touristic  spots  of                  
that  place.  I  only  use  it  for  that.  Okay.  Yeah.  I  also  use  Google  Maps  like  to  check  for  eating                     
places   and   so   on.   

INTERVIEWER:  [00:06:02]  Do  you  also  check  on  the  app  the  opening  times  and  maybe               
because  they  also  have  an  option  to  see  how  busy  the  places  like  popularity  do  you  take  that                   
as   well?  

UI2:  [00:06:12]  Yeah.  Yeah  and  reviews  also  sometimes.  Reviews,  price,  like  a  few  photos               
how   the   place   looks.   Yeah.   

INTERVIEWER:  [00:06:22]  Can  you  remember  if  you  ever  kind  of  consider  this  information              
about  popularity  for  example  May  is  very  popular  and  it  can  be  very  busy  and  that's  why  you                   
kind   of   change   your   plan.   Maybe   you   want   another   month  

UI2:  [00:06:34]  no,  I  don't  think  I've  done  that  for  visitng  a  place  but  if  I'm  considering  for                   
example   a   restaurant   and   I   see   that   right   now   it   is   super   busy.   Maybe   I   will   change   my   mind.   

INTERVIEWER:  [00:06:50]  Yeah.  All  right.  Have  you  ever  experienced  any  barriers  or  issues              
when  planning  a  trip  or  visit  of  particular  traction?  So  something  which  wasn't  available  like                
the   information   was   lucking,   if   you   remember   a   case   like   that.  

UI2:   [00:07:10]   No,   I   can't   remember   actually.   

INTERVIEWER:  [00:07:13]  Okay,  so  mostly  the  information  you  have  been  looking  for  a  trip               
or   for   attraction.   It   was   always   there   already.   

UI2:   [00:07:21]   Yeah,   I   usually   I   found   it.   

INTERVIEWER:  [00:07:25]  Yeah.  All  right  then.  My  question  which  is  actually  two  questions              
combined.  What  makes  you  download  an  app  like  Google  Trips  or  maybe  you  have  other                
travel  apps  on  your  phone.  Like  what  would  be  kind  of  the  initial  push  and  what  are  your                   
expectations   from   an   app   like   that?   

UI2:   [00:07:51]   So   we   travel   apps   you   mean   also   for   example   Skyscanner?   Yes.   

INTERVIEWER:   [00:07:55]   Yes.   That's   also.   

UI2:  [00:07:57]  Okay.  So  what  would  be  the  motivation  downloading  them?  So  for  example,               
something  like  Skyscanner.  That  I  can  check  flights  or  prices  or  the  destination  when  I'm  on                 
public  transport.  That  would  be  the  number  one  motivation.  Otherwise,  I  would  check  it  on                
my  computer.  But  because  I  spend  a  lot  of  time  traveling  with  public  transport.  I  prefer  to                  
have   it   on   my   phone.   

INTERVIEWER:   [00:08:25]   So   that   would   be   like   just   a   more   convenient   way.   

UI2:  [00:08:29]  Yeah,  yeah.  Yeah,  and  for  Google  Trips  the  same  is  for  when  I'm  already  at                  
destination   and   just   to   see   a   bunch   of   information   immediately.  

INTERVIEWER:  [00:08:44]  Have  you  thought  about  what  you're  going  to  use  when  Google              
Trips   disappear?   

UI2:  [00:08:50]  No,  actually,  I  guess  for  what  I  know,  I  just  I  would  just  Google  this  happen                   
and  if  I  haven't  downloaded  any  other  like  travel  apps  it's  because  I  don't  know  any  really.  So                   
yeah,   I   don't   know   if   there's   something   I'm   missing.  

INTERVIEWER:  [00:09:10]  All  right,  I'll  move  to  another  part  which  is  more  about  over               
tourism  and  crowding  in  cities.  So  my  question  is  also  of  any  of  your  previous  trips  -  have                   
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you  experienced  really  crowded  really  busy  places  where  you  really  felt  like  that  is  damaging                
your   experience   at   the   place.   

UI2:  [00:09:32]  Yeah.  Yeah.  I  remember  this  one  time  that  I  was  with  my  family  in  Rome.  It                   
was  crazy.  Yeah  in  Vatican  City.  I've  heard  it  is  all  year  around  like  that,  but  we  went  in                    
August  and  was  so  busy  and  yeah  that  felt  a  bit  claustrophobic  and  overwhelming  and  what                 
else  other  than  that?  Yeah,  like  when  I've  chosen  to  visit  our  destination  in  a  very  popular                  
time  of  the  destination,  even  if  I  knew  that,  it's  been  very  hard  to  find  accommodation  for  a                   
fair  price.  So  yeah  in  the  end  you  spend  more  than  what  you  like.  Yeah.  I  guess  it  damages                    
your   experience   somehow   because   you   have   less   budget.   Uh,   yeah.   

INTERVIEWER:  [00:10:29]  Have  you  tried  to  check  beforehand?  It  could  be  about  this  Rome               
trip  for  another  trip.  But  have  you  checked  beforehand  if  specific  place  is  busy  at  specific                 
times   or   are   there   any   times   which   are   maybe   less   busy   and   you   will   try   to   go   for   them.   

UI2:  [00:10:48]  Yeah  those  two  times  I  didn't  check  and  I  remember  one  more  time  recently                 
actually.   We   couldn't   visit   a   place   because   it   was   like   super   full.   It   was   like   a   huge   line.   

INTERVIEWER:   [00:11:00]   Where   was   that?   

UI2:  [00:11:00]  In  Milano  in  the  Duomo.  Yeah.  We  wanted  to  go,  well  we  decided                
spontaneously  to  get  in  there  and  the  line  was  suuuuuper  long.  It  was  going  to  be  hours                  
waiting   there   and   we   didn´t   want   that.   

INTERVIEWER:  [00:11:14]  So  you  were  already  in  Milan  and  you  were  just  walking  around               
and   you   decided   to   visit   it?  

UI2:  [00:11:20]  Yeah,  I  think  we  had  decided  the  day  before  to  go  visit  the  Duomos  the  next                   
morning.   But   yeah,   we   didn't   check   if   about   it.   

INTERVIEWER:   [00:11:28]   So   you   didn't   Google   beforehand   about   the   tickets?   

UI2:   [00:11:32]   No.   

INTERVIEWER:  [00:11:34]  All  right.  That's  good.  A  bit  a  bit  of  a  twist  to  something  else  but                  
many  of  the  new  tools  like,  for  example,  Amsterdam  city  card.  They're  actually  now  tracking                
visitor  location  constantly  and  they're  doing  it  because  they're  trying  to  see  the  patterns  how                
visitors  are  moving  in  the  city  and  that  information  they  are  using  in  order  to  improve.the                 
whole  infrastructure  in  the  city  and  in  the  end  also  the  visitor  and  local  expert  like  also                  
experience  for  the  locals  who  have  to  deal  with  all  that  tourist.  And  my  question  is  do  you  do                    
see   any   issues   with   this   if   that   is   that   would   that   be   a   problem   for   you?  

UI2:  [00:12:32]  I  don't  know  like  my  first  reaction  would  be  like,  yeah,  I  wouldn't  like  to                  
track  my  location.  But  at  the  same  time  I  have  all  the  time  my  location  status  on  my  phone                    
on?  Yes,  like  pretty  much  all  the  time  for  many  apps  I  use  every  day.  So  I  guess  it  wouldn't                     
make   a   difference.   

INTERVIEWER:  [00:13:05]  All  right.  Yeah  moving  to  the  second  part  and  actually  we  already               
touched  google  trips  and  and  it's  funny  because  I  have  opened  them  in  Landrum  the  Google                 
page  and  you  mention  it.  Yeah,  and  one  of  the  things  I  wanted  to  say  is  that  also  on  Google                     
Trips,  you  can  see  this  popularity  thing,  which  we  also  talked  about  already.  And  yeah,  and                 
also  on  Google  they  have  this  integrated  busy  time  so  you  can  actually  see  less  busy  than                  
usual.  And  as  you  said  you  didn't  check  it  before  going  to  Milan  do  not  right.  But  would  you                    
would   you   trust   this   data?   Like   what's   your   opinion   about   it?   

UI2:   [00:13:49]   so   yeah,   I   guess   I   would   trust   it.   
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INTERVIEWER:   [00:13:55]   Have   you   ever   used   it   you   said   about   the   restaurant,   right?   

UI2:  [00:13:58]  Yeah.  I  think  I've  checked  it  mostly  for  restaurants  because  restaurants  I  do                
check  in  advance,  like  what  kind  of  place  I'm  going  but  for  visiting  like  tourist  spots  and  so                   
on  I  don't  know.  I  yeah,  I  just  don't  check  so  much.  But  yeah  for  restaurants  I've  checked                   
and  I've  seen  like  if  it's  very  busy  or  not.  Yeah,  and  it  has  influenced  my  opinion.  I'm  sure                    
yeah.  

INTERVIEWER:   [00:14:23]   Okay,   and   then   you   would   go   later   or   other   time   or   another   place.   

UI2:   [00:14:29]   I   would   go   to   another   place.  

INTERVIEWER:  [00:14:31]  all  right,  perfect.  And  another  thing  -  the  second  case  which  is               
called  live  lines.  It  was  a  project  last  year  in  Amsterdam,  and  that's  a  screenshot  because  it's                  
not  live  anymore.  So  it  was  a  trial  project  for  three  months.  It  was  only  in  Dutch.  That's  what                    
this  creature  is  in  a  weird  language.  Yeah.  So  what  they  did  they  put  the  information  about                  
the  waiting  times  in  the  line  from  10  most  popular  museums  in  Amsterdam.  So  Van  Gogh                 
Museum,  Rijksmuseum  and  very  popular  attractions  and  Ithey  put  it  on  their  main,  I'm               
Amsterdam   website,   which   is   the   main   Amsterdam   website.   Have   you   been   in   Amsterdam?   

UI2:   [00:15:29]   I   have   once   with   my   family   but   we   were   there   only   like   two   three   days.   

INTERVIEWER:   [00:15:33]   Did   you   visit   any   of   the   Museum's?   

UI2:   [00:15:36]   Yeah,   I   think   it   was   the   rijksmuseum   

INTERVIEWER:  [00:15:41]  yeah  to  continue.  So  they  put  this  information  online  for  three              
months  and  I  tried  to  research  how  people  are  interacting  with  this  information.  So  what                
actually  was  possible  there  you  could  see  from  ten  museums  what  is  actual  waiting?  So  you                 
could  you  wouldn't  be  in  the  situation  when  you  went  to  Duomo  and  there  was  a  huge  line.                   
Yeah,  you  would  know  that  beforehand.  So  my  question  for  you  is  how  would  you  interact                 
with   this   information?   How   would   you   use   it?   

UI2:  [00:16:27]  I  think  it's  very  useful  actually  to  know  in  advance  like  the  waiting  time  and                  
yeah,  I  think  the  way  I  would  interact  if  I  see  it's  like  zero  to  ten  minutes  waiting  line  I'd  say                      
yeah,   let's   go.   But   if   I   see   like   it's   30   45   minutes,   I'll   probably   pass   or   try   to   go   later.   ,   

INTERVIEWER:   [00:16:54]   It´s   also   very   likely   that   you   choose   another   attraction?   

UI2:  [00:16:59]  It  depends  or  maybe  I  would.  Hmm  ..  This  information  is  like  in  the                 
moment   right   like   the   waiting   for   line    in   the    moment?   

INTERVIEWER:   [00:17:12]   Yes.  

UI2:  [00:17:12]  Yeah,  so  probably  I  would  check  if  right  now  the  waiting  time  is  very  low.  I                   
guess  I  would  go  to  Google  check  like  the  the  busy  hours  overall  in  that  place.  And  if  I  see                     
like   another   time   is   there   won't   be   so   many   people   I   would   choose   to   go   another   time.   

INTERVIEWER:  [00:17:38]  And  in  your  own  opinion,  what  is  the  benefit  for  travellers  from  a                
tool   like   this?  

UI2:  [00:17:59]  well,  yeah.  The  first  one  I  can  think  about  is  like  you  imagine  you  decide  to                   
go  to  RijksMuseum.  You  don't  know  what's  the  waiting  time  is  that  moment  and  you  may  be                  
across  half  of  the  city.  And  you  are  assuming  that  because  it's  a  Monday  There's  not  gonna                  
be  a  lot  of  people  but  it  turns  out  that  today  there's  like  200  people  line.  So  in  that  case,  I                      
think  it  saves  me  time  and  frustration  because  when  I  get  there,  I'm  gonna  be  like  mad  and                   
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like  why  is  there  so  many  people.  Yeah,  so  I  guess  it  would  like  make  my  experience  easier                   
as   a   tourist.    And   yeah   more   convenient   and   yeah,   

INTERVIEWER:  [00:18:50]  perfect  and  what  else  apart  from  the  waiting  times.  What             
information  do  you  think  would  be  nice  to  have,  would  be  important  to  have  to  be  integrated                  
together   with   the   waiting    times?  

UI2:  [00:19:09]  I  don't  know  like.  I  can't  think  of  anything  new  but  like  I  guess  to  have  clear                    
prices  for  for  each  group,  like  older  people  young  people  or  kids.  Yeah,  I  would  I  can  say                   
prices  or  like.  Special  exhibitions  or  things  like  that  if  there's  anything  like  worth  going  apart                 
from  the  general  assumption  that  it's  a  very  famous  Museum.  I  don't  know  the  only  thing  I                  
can   

INTERVIEWER:  [00:19:47]  What  about  like  a  brief  explanation  what  you  are  getting  there,              
the   opening   times,   prices?   

UI2:  [00:19:56]  Opening  times  are  usually  clear  maybe  prices  are  not  always  so  clear  or  like                 
the   prices   for   each   age   group   and   things   like   that.   Yeah.   

INTERVIEWER:  [00:20:08]  What  do  you  think  about  like  if  it  would  also  show  how  far  away                 
you   are   from   the   museum?   Let's   say   it   was   a   20-minute   walk.  

UI2:   [00:20:18]   Yeah.   Yeah,   that   would   also   be   useful   and   nice   to   have   

INTERVIEWER:  [00:20:24]  yeah.  Alright  actually  I  don't  have  anymore  questions.  So  I  will              
say  thank  you  and  also,  do  you  have  any  additional  comments  or  opinions  about  anything                
we   talked   about   or   questions?  

I'm  researching  mostly  the  attitudes  towards  tools  like  this.  And  because  it's  very  new.  It's                
pretty   hard.    Of   course   it's   question   about   how   useful   it   is   and   if   people   are   using   it.  

UI2:  [00:21:01]  Yeah,  I  guess  like  it  would  be  useful  to  have  like  a  city  App  for  at  least  for                     
the  big  cities  right  where  you  download  you  get  all  the  information  and  yeah,  I  don't  know  of                   
any  actual.  I  haven't  downloaded.  I  don't  know  if  there's  any  but  I  have  if  there  are  I  don't                    
know  them.  But  yeah,  I  guess  it  would  be  useful  and  with  information  like  that  like  the                  
busiest   places.   I   think   it   would   be   useful.   Yeah.   

INTERVIEWER:  [00:21:32]  Yeah,  and  it's  I  think  it's  interesting  with  you  so  that  you  have                
been  using  Google  Trips  app,  which  actually  combines  a  lot  of  information  to  you.  You  don't                 
need   maybe   different   app   from   city.   

UI2:  [00:21:45]  yeah,  and  that's  why  I  was  so  happy  because  I  know  wherever  I  go  I  have                   
it.  There's  not  so  much  information  but  there's  like  very  basic  information.  So  that's  why  I                 
find   it   very   useful.   Yeah.   

INTERVIEWER:   [00:21:59]   All   right,   that's   perfect.   Let's   stop   it   here.  

 

USER   INTERVIEW   3   -   UI3  

INTERVIEWER:  [00:00:00]  Hi,  thanks  for  joining  the  interview.  I'll  just  jump  in  and  start  with                
my  first  question,  I  would  like  you  to  tell  me  a  bit  more  about  the  travel  habits  of  yours  and                     
it's  a  very  open  question  just  to  warm  up  so  if  you  can  tell  me  maybe  how  often  do  you                     
travel  and  if  it's  more  with  friends  or  family  if  you're  flying  and  maybe  how  long  in  advance                   
you   are   making   your   plans?  

 
  90  



9/16/2019 Master Thesis Final - Google Docs

https://docs.google.com/document/d/18bxrW_WXuDsKG-U757l3wqBp5DbF5oacC_ckthOWxCI/edit#heading=h.ji4dajtrm1xo 91/121

 

UI3:  [00:00:29]  Yeah,  these  days  it  is  mostly  with  friends  and  it's  mostly  often  very                
spontaneous.  So  it's  rarery  that  we  book  half  a  year  in  advance  and  plan  that  much  ahead.                  
Maybe  it  is  very  good  offer.  Some  of  us  get  like  one  of  those  canceled  occasions  you  get  an                    
email  then  you  get  some  people  together.  So  it's  very  spontaneous.  I  guess  mostly  that's                
because  like  economic  reasons  that  often  you  don't  really  have  the  money  in  the  moment.  I                 
mean  you  have  what  I'm  saying  is  that  you  have  in  the  moment  but  don't  have  it  six  months                    
advance.  And  mostly  it's  like  friends,  but  sometimes  I  do  travel  with  my  parents  and  they  ask                  
us  maybe  like  a  year  in  advance  if  we  want  to  do  something  the  following  summer,  but  it's                   
mostly  just.  much  like  easiest.  and  they  would  like  cheapest  in  the  moment.  And  mostly  just                 
flying.  I  mean  I  don't  really  have  traveled  anywhere  by  car.  So  primary  just  planes  even                 
though   it   is   not   a   big   fan   of   planes.   But   what   can   you   do?  

INTERVIEWER:  Can  you  tell  me  how  you  decide  on  a  destination  for  a  trip?  How  do  you                  
select   one?  

UI3:  Well  mostly  some  of  my  friends  have  found  something  like  cheap  tickets  or  knows  a                 
place   or   someone   at   a   destination.  

INTERVIEWER:  [00:01:36]  All  right,  and  how  do  you  decide  what  are  you  going  to  visit  at  a                  
destination?  How  do  you  decide  which  attractions  or  museums  you're  going  to  visit,  if  you                
visit?  

UI3:  [00:01:49]  Mostly  is  often  the  destination  first  and  then  I  find  out  what's  interesting  in                 
that   destination.  

So  maybe  it's  like  a  city  in  Europe  haven't  been  to  this  may  be  something  that  in  itself  is                    
interesting  enough  to  go  and  then  afterwards  we  planning  out  and  and  figure  out  if  there's                 
anything  nice  to  see  in  the  area.  Mostly.  I  like  the  idea  of  just  walking  around,  I  am  not  that                     
into   scheduled   travel.  

INTERVIEWER:  [00:02:18]  All  right,  so  you  would  say  that  you  are  deciding  that  more               
spontaneously   than   actually   planning   beforehand.   

UI3:  [00:02:25]  I  mean  the  decision  itself  is  spontaneous,  but  then  you  look  at  things  like                 
you  try  to  play  -  okey  see  this  this  and  this  during  the  journey,  during  the  vacation,  but  I                    
don't  really  think  at  least  the  people  I  travel  with  are  very  like  laid  back.  So  we  have  some                    
things  we  want  to  see  doing  on  vacation,  but  it's  not  like  -  okey  we  don't  have  a  map  or  like                      
a   schedule   of   what   we're   going   to   do.   

INTERVIEWER:  [00:02:46]  all  right,  do  you  ever  book  tickets  in  advance  for  some  of  the                
attractions?   

UI3:  [00:02:54]  Nope.  I  have  not  done  that  but  I've  been  in  situation.  We  arrive  to  a  place                   
we   want   to   see   and   we   are   told   we   needed   to   book   in   advance.  

So   it   has   happened   but   I   haven´t   booked   a   ticket   in   advance   myself.  

INTERVIEWER:   [00:03:07]   And   what   happened   in   those   cases   when   you   were   told?   

UI3:  [00:03:10]  I  mean  ,  the  prime  example  I  remember,  I  was  in  Japan  and  we  went  to  like                    
a   museum   out   of   the   city,   but   you   need   to   book   the   tickets   beforehand.  

We  were  just  told  you  that  we  will  have  a  time  like  in  two  months  so  I  couldn't  really  do                     
anything  about  it.  And  also  a  second  thing  it  was  in  venice.  A  lot  of  tourists  in  Venice.  We                    
wanted  to  see  like  some  attractions  and  we  needed  like  a  ticket  which  we  should  have                 
ordered  beforehand  or  we  got  like  a  ticket  then  we  would  probably  come  back  the  following                 
day.  
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INTERVIEWER:   [00:03:45]   Alright,   so   you've   got   like   a   specific   time?  

UI3:  [00:03:48]  The  second  time,  yes,  but  it's  not  something  I  ever  considered  booking  in                
advance.   

INTERVIEWER:  [00:03:53]  All  right,  and  what  tools  do  you  use  for  planning  the  visit  to  any                 
destination,   you   can   also   explain   me   how   you   start   the   planning   process.   

UI3:  [00:04:07]  We  mostly  use  Momondo.  It's  probably  the  ones  I  use.  That's  at  least  what                 
we  do  for  like  the  flight  tickets  to  find  the  most  optimal  time  for  departure.  And  in  case  of  like                     
booking  places,  it's  what  you  call  it  ...  they  have  this  site  with  rankings  of  the  hotels.                  
TripAdvisor!    and   hotels.com.   There   we   can   see   the   ranking   of   different   hotels.  

INTERVIEWER:   [00:04:53]   do   use   booking.com?   

UI3:  [00:04:56]  yea,  booking,  that's  the  one  that's  the  one  I  use  for  hotels  and  but  often,                  
uh  at  least  when  I've  traveled  with  the  people  we  are  willing  to  pay  a  bit  more  mostly  for                    
being  close  to  stuff.  We  don't  care  much  about  like  the  rating  per  say  it's  more  about  like                   
where  it  is  located  in  terms  of  like  it's  an  interesting  area,  is  it  a  cozy  area?  So  not  that  much                      
about   the   ranking   of   like   a   luxury   aspects   of   it.   

INTERVIEWER:  [00:05:28]  All  right,  what  about  apps,  to  use  any  apps  for  planning  process?               
Do   you   have   any?   

UI3:  [00:05:36]  Don't  think  I  have  any  I  mean  mostly  I  think  most  of  this  travel  aspects  is                   
done  prior  the  going  when  I'm  actually  there  I  mostly  rely  on  Google  for  information,  so  use                  
Google  to  see  nice  restaurants  near  me  and  stuff  like  that.  I  don't  really  have  any  apps  and                   
probably  it  would  make  it  easier,  but  I'm  just  used  to  just  using  Google  then  using  all  day  like                    
digital   web   pages.   

INTERVIEWER:  [00:05:57]  Yeah.  Alright  then  have  you  made  a  decision  about  a  particular              
destination  or  attraction  or  point  of  interest  because  of  some  social  influence  so  that  can  be                 
friends,   social   media.  

UI3:  [00:06:17]  I  mean  ..  When  I  went  to  Amsterdam.  I  went  with  a  friend  who  has  been                   
done  before.  So  he  probably  knew  the  place  better  and  I  mean  that's  social  but  not  like  this                   
is  a  social  media  but  I  suppose  if  you  Google  and  you  look  for  like  good  restaurants  all  the                    
ratings  you  see  made  by  other  people  so  we'll  mostly  just  take  like  one  of  the  first  few  things                    
and  what  like  how  many  votes  this  have  ,  how  highly  voted  is  it  that  sense  you  can  kind  of                     
like  relate  to  what  the  masses  say,  but  if  I'm  in  a  situation  where  maybe  I  have  a  good  friend                     
with   a   suggestion   about   something,    I   will   value   that   more   than   whatever   Google   will   tell   me.   

INTERVIEWER:  [00:06:57]  Perfect.  Have  you  experienced  barriers  when  planning  a  trip  or  a              
visit?  Like  any  barriers  for  example  lack  of  information?  Something  you  were  perhaps  looking               
for   while   Googling   as   you   say   you   mostly   Google   and   you   couldn't   find   that.   

UI3:  [00:07:22]  I  don't  think  I  can  recall  ever  not  being  able  to  find  something  that  at  least                   
what  we've  been  looking  for,  so  don't  really  think  that  sense  I  don't  think  that.  The  tools  I                   
am  using  I  think  I'm  at  least  able  to  find  answers  that  I  want.  But  then  of  course  maybe                    
since  I  use  Googlel  if  I'm  without  internet.  I  don't  know,  then  probably  I  need  a  map  or                   
something.   But   so   far   nothing.   I   don't   feel   think   I   have   had   that   issues.   

INTERVIEWER:  [00:07:57]  Allright.  I  have  two  questions  about  the  travel  apps.  And  as  you               
said   you   don't   have   any   on   your   phone   and   you   don't   really   download   them   right.  

UI3:   [00:08:06]   Depends   like   I   use   rejseplanner   to   plan   for   like   public   transport   locally.   
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INTERVIEWER:  [00:08:17]  What  would  make  you  download  one?  What  would  you  expect             
from   a   travel   App?   Can   you   tell   me   what   is   rejseplanner   providing   for   you.   

UI3:  [00:08:40]  I  mean  that's  like  just  like  how  long  it  takes  to  get  to  certain  destination.                  
Where  you  going  to  wallk,  you  can  see  it  tells  you  the  way  to  destinationation  and  how  long  it                    
is   gonna   take   and   stuff   like   that.  

So  in  that  sense  you  could  say  when  I'm  traveling  I  still  use  GPS  to  find  a  way  around.  It  is                      
also  integrated  in  like  Google  Maps.  So  you  find  maybe  a  restaurant  you  want  to  go  to,  then                   
you've  look  up  the  name  of  it,  and  then  you're  able  to  get  to  that  place  because  of  the                    
GPS.What  would  make  me  use  a  travel  app?  I  guess  the  main  issue  is  I  don't  really  know                   
anyone  who  use  a  travel  app  as  well  as  I  don't  really  have  anyone  who's  advocated  for  the                   
use   of   travel   apps.   

INTERVIEWER:  [00:09:34]  So  also  you  would  say  that  your  friends  don't  really  use  them               
right   

UI3:   [00:09:38]   The   people   I   travel   with   don't   use   them   no  

INTERVIEWER:   [00:09:45]   but   what   about   ..   So   you   would   use   Google   Maps   when   traveling?  

UI3:  [00:09:50]  I  mean,  hat's  what  I've  relied  on  but  I  don't  know  what  inherent  value  of                  
these   apps.   So   I   don't   know   what   they   can   do.   

I  supposed  like  since  I  have  to  go  through  the  process  of  locating  the  place  where  I  am  and                    
finding  restaurants  and  going  through  all  the  lists  like  the  different  links  in  Google..  If  there                 
was  an  application  that  had  all  that  very  easy  that  would  be  great  withoutas  many  steps.                 
That   would   be   probably   just   an   easy   replacement   of   using   Google.   

INTERVIEWER:  [00:10:27]  all  right.  I  have  a  few  questions  which  are  related  to  overtourism               
and   crowding.   So   first   question   is   what   is   your   understanding   of   overcrowding   in   tourism?  

UI3:  [00:10:43]  I  suppose  an  example  is  going  to  a  museum  in  Venice  and  being  asked  to                  
come  back  the  next  day.  I  mean,  I  guess  it  has  been  an  issue  here  in  Copenhagen  and  in                    
Amsterdam  where  if  you  go  to  out-of-season  stuff,  it  can  seem  very  like  empty  .  I  guess  l  ike                    
Airbnb   is   the   problem   in   certain   places   like   Barcelona,   I   think.   

INTERVIEWER:  [00:11:10]  Have  you  had  the  experience  with  that?  Apart  from  Venice             
museum.  

UI3:  [00:11:16]  When  I  was  staying  in  Amsterdam  with  some  friends.  It  was  out  of  season.                 
So  like  compared  to  like  Venice  there  were  like  rarely  any  people  anywhere.  I  mean  there                 
were  still  people  but  like  if  you  suspect  many  people  there  then  at  that  time  it  was  not  that                    
busy.   But.   also   like   prices   I   suppose   that   is   it   can   be   very   expensive   in   high   season.  

INTERVIEWER:  [00:11:46]  And  when  you  were  in  that  Amsterdam.  did  you  visit  any  of  the                
Museum's   like   the   some   of   the   famous   ones?   

UI3:   [00:11:53]   We   tried   to.   We   wanted   to   go   to   Anne   Frank   Museum   but   that   didn't   happen.   

INTERVIEWER:   [00:12:05]   Okay.   Can   you   tell   what   happened?   

UI3:   [00:12:07]   I   mean   we   could   have   done   it,   but   the   line   was   a   bit   too   large.   

INTERVIEWER:   [00:12:14]   So   did   you   check   beforehand   about   that   lines   and   bookings.   
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UI3:  [00:12:19]  No  no  because  the  city  itself  didn't  seem  that  busy,  at  least  where  we  lived                  
was  very  quiet.  Uh-huh,  but  there  it  was  crowded  and  I  mean  we  could  probably  stayed  for  a                   
couple   hours   and   got   into   but   we   didn't   ..   So.   

INTERVIEWER:  [00:12:39]  All  right,  then.  I'll  just  move  to  the  part  two.  So  I  have  two  things                  
I  want  to  show  you  and  then  I  also  ask  some  questions  about  both.  FIrst  thing  -  have  you                    
actually  used  app  Google  Trips.  Google  trips  and  they  have  also  integrated  a  tool  where  you                 
can  see  how  popular  is  a  destination  at  this  certain  month.  But  another  thing  is  that  when                  
you  for  example  Google  a  specific  attraction  or  it  could  also  be  restaurant  or  bar  or                 
something.  You  know,  you  have  you  have  this  part  where  you  can  see  popular  times.  I  guess                  
you   have   noticed   but   have   you   ever   considered   or   use   the   information?   

UI3:  [00:13:31]  I  mean  I  haven't  used  it  when  traveling  I  mean  I've  used  to  sometimes  like                  
if  you  want  to  for  example  to  go  to  a  restaurant  or  like  go  out  to  a  bar  or  something  maybe                      
you  wanna  have  a  table,  you  look  how  busy  is  this  normally?  I  mean  have  used  it  sometimes                   
for  traveling  because  if  you  see  a  place  where  is  like  barely  any  activity  at  all  you  kind  of                    
look  and  see  maybe  it  is  not  a  good  place  where  you  can  see  a  lot  of  people  are  here  and                      
there's  often  a  lot  of  activity.  That's  probably  a  good  indicator  that  there's  something  at  least                 
worth   seeing.   

INTERVIEWER:  [00:14:10]  All  right  to  some  degree.  So  you  would  trust  the  data.  You're               
actually   interested.   

UI3:  [00:14:15]  I  would  trust  that  data  more  than  ..  No,  I  mean  do  we  know  how  that                   
information   is   actually   gathered?  

INTERVIEWER:  [00:14:30]  Yes,  it's  actually  from  the  it's  calculated  from  the  past  data  as  far                
as  I  know.  Okay,  so  they  see  the  trends  through  the  time.  So  for  example,  we  are  not                   
Bernardo  Friday  and  Saturday.  Specific  time  and  then  and  now  Google  also  is  doing  the  same                 
with   the   buses   and   public   transportation.   You   can   even   see   in   them.   

all  right.  Second  thing  is  about  Amsterdam  One  of  the  projects  I  have  been  trying  to  look                  
into  is  called  live  lines  and  I  am  showing  you  a  screenshot  as  it  is  not  online  anymore.  So                    
the  only  thing  I  have  is  actually  a  screenshot  from  how  it  looked  on  I'm  Amsterdam  website                  
by   local   destination   marketing   company.   

And  what  I  did  is  this  is  a  screenshot  and  it  was  only  in  Dutch  and  English.  It  was  like  a  trial                       
project.  So  what  they  did  they  put  the  information  about  the  waiting  times  of  10  most                 
famous  points  of  interest  in  Amsterdam  like  Anne  Frank  House,  Van  Gogh  museum  ..  the                
famous  ones  so  the  users  could  see  how  long  is  the  line  right  now  and  they  were  testing  if                    
people   are   using   it.    My   quarion   for   you   -   what   do   you   think   about   a   project   like   this?  

UI3:  [00:15:41]  I  mean  it's  probably  a  good  indicator  like  if  you  want  to  go  ..  As  I  said  the                     
way  we  travel  we  do  not  have  any  plans  per  se  it´s  very  like  we'll  pass  by  something  want  to                     
see  ,if  we  have  this  tool  with  us  is  easier  to  like  correlate  where  we  are  and  what  we  are                     
actually  going  to  see.  Because  if  you  notice  two  hours  line  to  Van  Gogh  museum  and  we  are                   
planning  to  go  there  now,  we  can  probably  do  something  else  and  then  see  if  it  changes.  So  I                    
think  it  is  good.  I  mean,  I  think  relevant  for  the  way  I  travel  and  walk  around  cities  at  least                     
because  image  walking  from  one  side  of  a  city  to  order  to  see  a  place  and  there  was  five                    
hours  line.  But  you  could  have  known  from  that  from  a  tool  like  this.  I  think  it's  helpful.  Oh,                    
but  one  thing  I  am  thinking  of.  If  everyone  can  see  this  that  there  is  long  line  at  Van  Gogh                     
and   that   all   go   to   another    place   and   there   the   lines   will    go   up   instead,   right?   

INTERVIEWER:  [00:16:36]  Yes.  So  my  second  question,  would  you  partly  answered  but  how              
would   you   interact   and   use   this   information?  

UI3:  [00:16:44]  It  probably  depends  on  the  length.  We'll  probably  not  go  there  if  I  know                 
before  that  there  is  long  line.  so  that  day  would  probably  be  altered  to  consist  of  something                  
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else.  But  you  know,  like  if  I  see  it  was  a  long  line  would  there  be  like  a  link  to  where  you  can                        
like    prebook   could   you   book   tickets   for   the   van   Gogh   Museum   

INTERVIEWER:  [00:17:05]  actually  now  you  can,  they  have  changed  it  now.  So  I  think  now                
you  can  actually  get  the  specific  time.  Yeah,  but  what  people  did  was  many  of  the  people                  
they  were  just  coming  back  and  checking  after  like  an  hour  or  so  if  there  are  changes.                  
Another   question   -   in   your   opinion.   What's   the   benefit   for   visitor   from   a   tool?   

UI3:  [00:17:31]  I  mean.  It  can  allow  you  to  spend  your  day  more  time  efficient.  If  you  knew                   
there  is  2  hours  line  to  the  van  Gogh  Museum,  you  wouldn't  take  the  train  there.  You  will  do                    
something  else.  Also  maybe  it  also  allows  you  to  see  to  get  insight  what  is  the  most  popular                   
thing  in  the  city.  And  it  could  also  lead  you  to  see  something  what  you  would  not  see                   
otherwise.  Because  all  popular  places  have  long  lines  so  in  order  to  kill  time  you  would                 
discover   something   else.   .   So   you'll   see   something   you   wouldn't   have   seen   otherwise.   

INTERVIEWER:  [00:17:57]  All  right.  This  was  based  on  a  web  page.  But  do  you  see  benefit                 
of  downloading  an  app  which  provides  something  similar  where  you  can  actually  see  live  lines                
and   live   information   from   the   attractions   

UI3:  [00:18:14]  I  mean  there  is  a  value  in  it  is.  Depends  where  you  going.  Like  if  you  go  to                     
like  a  very  touristy  place  is  probably  relevant  like  if  you  go  to  like  Rome  or  something,  it's                   
probably  relevant  or  like  Venice  it  is  probably  relevant.  Relevant  for  places  where  you  have                
to  wait  at  least  one  hour  to  get  in  because  places  where  the  average  like  zero  to  five  minutes                    
wait  for  like  everything.  I  don't  know  if  it's  that  relevant  for  those  places.  But  you  can  save  a                    
lot  of  time.  I  mean  also  like  when  we  were  in  Amsterdam  we  tried  to  go  to  Van  Gogh                    
museum.  That  didn´t  work  either.  so  hmm.  So  I  think  there  is  relevance  to  offer  that                 
information   at   least.  

INTERVIEWER:  [00:19:08]  Okay,  what  further  information  would  you  l  look  for,  what  other              
information   would   be   good   to   have?   

UI3:  [00:19:21]  Like  if  you  see  there  is  a  long  line  at  a  specific  museum,  it  could  suggest                   
other  things  to  do  in  that  area.  So  it  suggestd  different  things  you  can  see  within  that  region                   
that  fits  the  time  spectrum.  So  you  can  do  this  for  half  an  hour  or  do  this  for  20  minutes,                     
there  is  a  good  coffee  place  here.  Then  incorporate  that  so,  you  know,  like  we  can  stay                  
around  there  and  do  this  other  good  stuff  and  then  come  back  when  the  line  is  shorter.  And                   
then  maybe  you  are  able  to  buy  the  tickets  for  the  place  through  this  tool.  I  don't  know  if                    
that  would  be  possible.  But  you  know,  if  you  see  a  place  with  long  lines,  I  could  tell  you                    
tomorrow   at   this   point   you   can   book   a   time   instead.  

INTERVIEWER:  [00:20:10]  Good.  I  have  two  more  last  questions.  About  Amsterdam,  some             
of  the  new  tools  like  for  example  Amsterdam  City  card.  They  include  tracking  now,  so  they                 
are  looking  into  how  people  are  traveling  and  moving  within  the  city  which  means  you're                
constantly  tracked  and  what  I'm  asking  people  is  like  do  you  see  any  issue  there  and  would                  
that  be  a  problem  for  you?  And  one  thing  they  also  communicate  I  think  pretty  openly  what's                  
the  goal  of  that.  So  they  use  the  data  to  see  the  patterns  of  how  tourists  are  moving  in  the                     
city.  

UI3:  [00:20:53]  I  don't  really  mind,  As  we  said  before  with  the  Google  example  the  activity                 
that's  probably  also  because  they  track  that  a  lot  people  with  GPS  on  a  train  at  this  point.  I                    
mean,  it  probably  happens  already  regardless,  I  mean,  so  I  wouldn't  personally  find  the               
problem  with  if  I  had  a  card.  I  mean,  that  I  will  not  be  something  I  find  an  offense,  I  would                      
not   personaly   find   any   issue   with   it   .  

INTERVIEWER:  [00:21:31]  So  you  are  open  to  share  your  location  if  it's  let's  say  for                
creation   or   Improvement   of   crowding   management   tool.  
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UI3:   [00:21:43]   Yeah,   I   mean   I   wouldn't   mind.   

INTERVIEWER:  [00:21:46]  That  was  my  last  question.  And  so,  thanks.  And  one  last  thing  is                
do  you  have  anything  related  to  what  we  talked  about,  if  you  have  any  comments  or                 
opinions,   questions   or   something   you   want   to   add?  

UI3:   [00:22:06]   Can´t   think   of   something.   ,   

INTERVIEWER:   [00:22:16]   then   I'll   switch   this   off.  

 

USER   INTERVIEW   4   -   UI4  

INTERVIEWER:  Hi  .  Thanks  for  joining  for  the  interview.  To  start  I  would  like  to  tell  you  that                   
there  will  be  two  parts.  Firstly  I  would  like  to  ask  you  some  questions  about  your  title  habits                   
and  the  tools  you  use  for  planning  your  travels  and  in  the  second  part  I  will  I  will  show  you                     
two   cases   and   will   ask   some   questions   about   it   about   your   opinion.  

UI4:   Cool,   sounds   good.   

INTERVIEWER:  So  to  start  I  would  like  to  ask  you  about  your  travel  habits,  and  it's  a  very                   
open  question.  So  if  you  could  just  tell  me  how  often  do  you  travel  with  say  amount  of  trips                    
per  year  ,  do  you  mostly  travel  alone  or  with  someone,  what  kind  of  Transportation  do  you                  
choose,  are  you  flying  or  maybe  going  by  bus  or  train  or  car?  And  also  how  long  in  advance                    
would   you   plan   the   trip?   

UI4:  I'm  traveling  privately  I  would  say  like  every  second  month.  Maybe  every  three  months                
and  I  mostly  travel  with  my  girlfriend  and  we  try  to  make  some  weekend  trips  most  likely                  
and  then  at  once  or  twice  a  year  a  bit  longer  trips.  And  also  a  bit  more  in  advance  than  the                      
City   trips.  

The  City  trips  are  planned  maybe  like,  I  don't  know  one  month  in  advance,  maybe  one  and  a                   
half  and  the  longer  trips  like  one  week  two  weeks  long  are  more  in  advance  maybe  two  or                   
three  months.  I'm  also  traveling  with  work.  But  mostly  to  Aarhus  or  to  events  in  bigger                 
European  cities  and  here  it's  a  bit  more  ad  hoc  saying  maybe  two  weeks  before  I  know  to  go                    
there   mostly   only   for   a   couple   of   days.  

Yes,   what   was   the   second   part   of   the   question?   

INTERVIEWER:  Yeah,  you  answered  how  long  in  advance  you  book  and  are  you  mostly  flying                
or   taking   trains   or   buses?   

UI4:  Yes,  it's  mostly  flying.  With  work,  it's  at  half  half.  It's  by  train  mostly  but  sometimes  I                   
need  to  fly  and  with  private  travel  it  is  unfortunately  mostly  with  the  plane  because  we  are                  
flying   outside   of   Denmark.  

Yeah,   exactly.   

INTERVIEWER:  Can  you  tell  me  how  you  decide  on  a  destination  for  a  trip?  How  do  you                  
select   one?  

UI4:  hmm  ..  recommendations  from  friends  and  also  current  em  location  of  friends  as  I  visit                 
some  of  them  often  and  then  I  combine  with  a  trip  and  also  Internet  research  like  top  10                   
destinations   of   year   for   example.  
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INTERVIEWER:  How  do  you  decide  which  attractions  or  museums  or  we  can  call  them  point                
of  Interests  are  you  going  to  visit  at  a  destination  and  maybe  for  the  scope  of  the  project  you                    
could   think   more   of   your   leisure   trips   than   the   business   trip?   

UI4:  So  what  kind  of  attractions  I  want  to  visit?  It's  basically  a  Google  search  checking  out                  
what  kind  of  attractions  the  destination  has  or  also  recommendations  from  friends  who  have               
been   in   the   destination.   

INTERVIEWER:  and  how  long  in  advance  do  you  usually  plan  it?  Are  you  more  planning  it                 
beforehand  before  arriving  at  the  destination  or  would  you  say  you  also  planning              
spontaneously   when   you   are   already   there?   

UI4:   Depends   a   bit.  

I'm  lucky  because  my  girlfriend  is  pretty  active  in  that  area.  But  personally  I  would  say  50/50                  
when  sometimes  I'm  really  excited  and  see  okay,  that's  a  bit  more  prominent  or  famous  site.                 
What  attraction  is  that  so  I'm  reading  up  on  that  but  sometimes  when  I  don´t  have  time  to                   
prepare   or   something,   I'm   just   checking   out   stuff   while   being   there.   

INTERVIEWER:  And  when  you  are  planning,  which  places  you're  going  to  visit  what              
information   are   you   looking   for?   Usually   what   information   is   crucial   for   you   to   find?   

UI4:  First  of  all  the  location  and  how  far  it  is  from  the  place  I'm  staying,  the  opening  times.  I                     
would  say.  I  had  some  experiences  where  it  was  closed  when  I  arrived.  So  that's  something  I                  
need   to   look   up.   

INTERVIEWER:   What   tools   do   you   use   for   planning   a   visit?   

UI4:  I  think  number  one  tool  is  Google  Maps  and  Google  Docs  as  well.  So  we  try  to  collect                    
some  of  the  destinations  attractions  in  document  and  then  we  can  easily  find  it  again  when                 
we  are  there.  Google  Docs  and  then  also  for  booking  it's  Momondo  or  Skyscanner  that  kind  of                  
stuff.  

INTERVIEWER:   Do   you   use   any   apps   for   planning   a   trip?   

UI4:   Yeah,    Google   Maps.   I   tried   Google   Trips   a   bit.    but   mostly   Google   Maps.   

INTERVIEWER:   All   right.   What   was   your   experience   with   Google   Trips?   

UI4:  Google  Trips,  I  was  firstly  surprised  that  they  already  have  all  my  travel  data.  My                 
previously  trips.  So  Google  kind  of  manage  to  bring  all  the  data  together.  Mmm,  it  was  nice                  
because  you  got  some  attractions  recommended  from  the  app  in  the  specific  destination.  And               
you   also   got   indication   about   how   crowded   it   is.   

INTERVIEWER:  All  right,  and  have  you  made  a  decision  regarding  like  some  of  your  recent                
trips  followed  by  social  influence?  Let's  say  decision  regarding  a  specific  location  or  specific               
destination  and  the  decision  was  followed  by  social  influence.  Let's  say  your  friends  or  your                
family   social   media   influence,   too.   

UI4:  Um,  yeah,  I  would  say  that  partly  on  recommendations  of  friends.  So  for  example,  my                 
cousin  she  recently  went  to  Montenegro  and  Albania  and  I  also  will  be  there  in  a  short  few                   
weeks  and  that's  one  example,  but  the  other  one  is  also  social  media  like  channels  like                 
Instagram  you  get  a  lot  of  inspiration  from  friends,  but  also  from  people  you  follow  -  where                  
they   are   and   how   it   looks   like   and   what   kind   of   attractions   you   can   visit   there.   

INTERVIEWER:  Okay.  Thank  you  and  have  you  experienced  any  barriers  when  planning  a  trip               
to   a   particular   location?  
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UI4:  Planning  maybe  not  so  much  but  more  like  the  situation  arriving  there  or  being  there.                 
So  one  prominent  example,  we  had  was  in  Venice.  It's  of  course  always  super  crowded,  but                 
we  decided  to  not  visit  it  all  the  big  sites  during  the  day  so  we  took  kind  of  an  alternative                     
route.   And   when   it   was   evening   or   night   we   visited   the   more   popular   sites   in   the   city.  

INTERVIEWER:  All  right,  and  have  you  ever  downloaded  local  apps  which  are  made  by  the                
location   itself?   Like   Visit   Amsterdam   or?  

UI4:  No,  I  think  I'd  never  downloaded  app.  It  was  more  like  then  I  looked  it  up  on  the                    
internet   like   the   website   based   information.  

INTERVIEWER:  All  right,  what  are  your  expectations  from  a  travel  app,  or  maybe  what  makes                
you   download   one?   

UI4:  [00:08:19]  Easy  to  access  information  and  of  course  some  sort  of  benefit.  I  wouldn't                
download  an  app  for  the  same  information  I  could  find  online.  So  kind  of  maybe  it  uses  ..                   
Gives   me   an   advantage   in   form   of   locations.  

So  they  use  my  location  data  in  order  to  improve  my  experience,  something  like  this  or  my                  
phone   functionalities   like   I   don't   know   Compass   or   whatever   you   can   use.   

INTERVIEWER:  All  right.  Now  I  have  a  few  questions  regarding  the  crowding  and              
overtourism.   The   first   question   is   what   is   your   understanding   of   overcrowding   and   tourism?  

UI4:  Hmm,  that's  I  would  say  overcrowding  as  when  at  specific  tour,  a  specific  attraction                
there  are  too  many  people  when  compared  how  much  attraction  can  handle.  So  a  lot  of  long                  
queues  and  too  many  people  basically  who  want  to  visit  it  and  facilities  and  infrastructure  is                 
not   made   for   that   amount   of   people.  

INTERVIEWER:   All   right.   Have   you   experienced   this   issue   yourself   with   overcrowding?   

UI4:  Yes.  I'm  coming  back  to  this  Venice  example.  Where  the  main  streets  are  pretty                
crowded  and  it  was  kind  of  annoying  also  in  the  summer  temperatures.  So  I  really  enjoyed  to                  
go   not   on   the   main   streets,   to   go   somewhere   else   beside   of   that.  

It  was  annoying  but  also  good  on  the  other  gand  to  go  there  instead  of  staying  at  the  main                    
streets.  

INTERVIEWER:  Okay.  So  by  avoiding  some  of  the  main  popular  attractions  you  actually              
discovered   some   of   the   less   known   places?   

UI4:  Yes.  Another  example  I  can  give  is  for  example  here  in  Copenhagen  where  I  live  like  I                   
basically   never   go   to   Nyhavn   because   it's   also   very   touristic   place.  

Only   when   I   have   visitors   here   and   I   want   to   show   them   the   place.   Then   I'm   going   there.   

INTERVIEWER:  Perfect.  Do  you  do  check  beforehand?  Like  for  example  now  when  you              
mentioned  Venice,  did  you  check  beforehand  if  the  destination  is  busy  at  specific  times  or                
maybe  some  tips  about  what's  the  best  time  to  avoid  the  crowds?  Do  you  remember                
gathering   that   kind   of   information?   

UI4:  No,  not  really  to  be  honest.  Like  it  was  more  like  okay  at  day  I  assume  it  is  busy  and  at                       
night   not.   

INTERVIEWER:  All  right.  Next  question.  Have  you  been  to  another  bigger  European  city  like               
Amsterdam  Barcelona.  Have  you  been  there  and  if  yes,  have  you  experienced  crowding              
there?  
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UI4:  Yes,  in  Amsterdam  I  was.  I  never  been  to  Barcelona  but  in  Amsterdam  I  have  been  also                   
two  summers  ago  with  two  friends  by  car.  And  it  was  also  in  summer.  It  was  a  busy                   
experience,  but  we  never  went  to  the  main  attractions  to  be  honest.  So  we  all  also  followed                  
like   above   the   main   streets.  

INTERVIEWER:  All  right.  Thank  you.  Now  I  would  like  to  move  to  Part  2  and  I  would  like  to                    
firstly  tell  you  a  bit  about  the  project  called  live  lines  in  Amsterdam  and  I  would  like  to  show                    
you  a  screenshot  of  the  project.  So  the  project  was  developed  by  Amsterdam  marketing               
company   and   what   they   did   -this   is   a   screenshot   because   the   project   is   not   live   anymore.  

What  they  did  they  put  on  their  website  an  opportunity  to  see  the  length  of  the  lines  of  the                    
10  most  popular  museums  and  attractions  in  Amsterdam,  that  would  be  Van  Gogh  Museum,               
Anne  Frank  House,  places  where  people  usually  have  to  wait  sometimes  two  or  three  hours.                
So  that  was  live  for  three  months  only  in  Dutch  and  I  would  like  to  ask  you  some  questions                    
about   that.   

 The  first  would  be  -  what  do  you  think  about  the  project,  Live  lines  project?  And  if  you  have                     
questions,  you  can  also  ask  me  because  I  can't  I  can't  show  you  the  live  project  because  it's                   
not   online   anymore.  

UI4:  [00:13:10]  Yeah.  First  of  all  looking  at  that  thing  -  It's  very  valuable  information  to  see                  
if  you  want  to  go  to  a  specific  museum  to  see  how  long  it  would  take  to  to  wait  and  also  it                       
would  influence  the  planning  of  the  day.  Meaning  for  example,  I  would  go  there  earlier  if  the                  
lines  are  shorter  or  later  if  the  lines  are  shorter.  Yes,  I'm  not  sure  about  if  I  would  discover                    
the   tool   to   be   honest.   So   I   need   kind   of   a   trigger   to   download   it   or   to   access   that   website.   

INTERVIEWER:  [00:13:53]  Perfect.  That's  a  good  point.  How  would  you  interact  and  use  this               
information   -   let's   say   you   discover   it   in   your   planning   stage?   

UI4:  [00:14:05]  Yeah,  as  I  mentioned  I  would  use  that  information  to  first  of  all  to  share  it                   
with  my  travel  bodies  and  say  okay,  I  found  the  tool  which  says  that  the  lines  are  shorter  at                    
that   and   that   time.  

So  we  might  go  there  different  time  as  planned  or  I  would  more  assume  we  haven't  planned                  
it.  So  I  would  suggest  to  go  there  earlier  in  order  to  avoid  a  waiting  time  and  of  course  to                     
also  share  the  link  and  tell  them  to  check  it  out  and  maybe  they  get  some  inspiration  for                   
other   places   they   want   to   visit   with   shorter   time.  

INTERVIEWER:  [00:14:45]  All  right,  and  in  your  opinion,  what's  the  benefit  for  travellers              
from   a   tool   like   this?   

UI4:  [00:14:51]  I  think  number  one  benefit  is  to  save  time  and  also  to  avoid  headache.  That                  
you're  not  annoyed  of  all  these  people  waiting  in  line  and  you  don´t  get  annoyed  by  them.                  
So   I   think   those   are   two   top   benefits   I   have   in   mind   right   now.  

INTERVIEWER:  [00:15:15]  Alright  and  what  other  information  you  can  think  about  which             
would   be   crucial   to   add?   

UI4:  [00:15:24]  mmm.  I  think  as  I  said,  maybe  a  trigger  so  like  maybe  a  some  sort  of                   
advertisement  about  that  thing.  So  I  get  triggered  to  use  it.  Also  what  I  can  imagine  that  in                   
order  to  spread  the  crowd  so  you  can  also  offer  cheaper  tickets  at  specific  times  so  you  can                   
buy  through  that  tool  already  or  get  a  link  to  the  online  store.  And  of  course,  it  should  be                    
mobile-friendly   because   you   you   are   on   the   go.   

INTERVIEWER:  [00:16:02]  Okay,  and  do  you  see  a  benefit  of  downloading  an  app  which               
would   provide   information   of   the   line   length   of   famous   attractions?   
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UI4:  [00:16:11]  I  would  I  would  see  a  benefit  but  it  should  be  across  cities.  So  not  just  the                    
top  10  in  Amsterdam.  It  should  be  a  broader  scope  for  example,  Europe  or  one  country                 
something  like  this  because  I  wouldn't  just  download  an  app  for  just  top  10  attractions  in                 
Amsterdam,   I    would   expect   more   from   an   App   that   I   need   to   download   on   my   phone.   

INTERVIEWER:  [00:16:45]  Perfect.  The  second  case  I  would  like  to  show  you  is  about               
Google.  Every  time  you  Google  for  a  specific  attraction,  I  have  an  example  here  Tivoli                
Gardens  in  Copenhagen,  you  can  see  the  popular  time  so  you  would  say  right  now.  We  are                  
on  Sunday.  It's  not  too  busy.  My  question  to  you  is  have  you  ever  considered  and  used  this                   
information?   

UI4:  [00:17:16]  No,  I  haven't  seen  that  before  on  Google,  on  a  Google  search.  I  know  about                  
opening   times   on   the   website   and   that   kind   of   stuff,   but   I   haven't   figured   out   that   feature.   

INTERVIEWER:  some  of  my  last  questions  would  be  about  the  privacy.  And  so  some  of  the                 
new  tools  like  for  example  Amsterdam  City  card,  they  are  right  now  tracking  the  travellers                
location  and  they're  doing  it  in  order  to  see  how  the  travellers  are  moving  within  the  city.  So                   
what  paths  they're  taking  and  which  places  are  more  crowded  and  they  are  doing  that  to                 
improve  the  infrastructure  and  yeah,  actually  improve  the  overall  experience  for  both             
travellers  and  locals  and  my  question  for  you  is  do  you  see  any  issue  with  this  regarding  data                   
privacy?   And   would   that   be   a   problem   for   you   sharing   your   location   constantly?   

UI4:  Okay,  I  understand.  So  when  you  buy  Amsterdam  card,  there's  like  a  location  tracking                
chip   included?   

INTERVIEWER:   [00:18:21]   yes,   Exactly   

UI4:  I  think  as  long  as  they're  not  sharing  my  personal  data  meaning  the  location  data  is                  
anonymous.  I'm  good  with  that  because  I  think  it  could  improve  the  overall  experience  not                
just   of   me   like   for   all   tourists   and   that   specific   city.  

INTERVIEWER:  perfect.  So  would  you  say  you  are  open  to  show  your  location  data  in  order                 
to   create   or   improve   a   crowding   management   tool?   

UI4:   Yes  

INTERVIEWER:  yes,  perfect.  So  I  will  just  say  thanks  for  your  time.  And  my  last  question  is                  
do  you  have  any  additional  comments,  questions,  opinions  about  anything  we  talked  about,              
pretty   much   anything   on   the   record?   

UI4:   No,   not   that   I   can   think   of   now.   

INTERVIEWER:   Alright   then.   Thank   you   and   have   a   nice   day   

UI4:   same   to   you   and   good   luck   with   your   thesis.  

 

USER   INTERVIEW   5   -   UI5  

INTERVIEWER:  [00:00:00]  Hi,  thanks  for  joining.  I'll  just  jump  in  because  I  gave  you  a  little                 
introduction,  and  ask  you  a  bit  about  your  travel  habits.  Firstly  maybe  you  can  tell  me  a  bit                   
how   often   do   you   travel   and   would   that   be   more   with   family,   friends   alone?   

UI5:  [00:00:20]  Okay,  and  yeah,  I  think  it's  a  big  mix.  I  would  say  a  lot  of  my  probably  the                     
highest  majority  of  my  travel  of  the  larger  trips  goes  with  my  boyfriend.  So  that's  one  big                  
thing.  But  then  there  are  of  course  also  sometimes  weekend  trips,  going  with  friends  and                
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also  sometimes  with  family  but  that's  more  sporadic  in  a  way.  To  put  a  number  on  it  -  Maybe                    
one   big   trip   per   year   and   then   maybe   three   or   four   smaller   trips   per   year.   

INTERVIEWER:   [00:00:57]   All   right.   And   how   long   in   advance   do   you   do   plan   your   trips?  

UI5:  [00:01:00]  yeah,  that's  also  very  different.  In  my  last  trip  we  did  it  very  spontaneously                 
because  we  got  very  last  notice  from  the  work.  So  now  I'm  a  bit  more  tight.  But  when  I  was                     
bit  more  free  during  University,  we  were  booking  at  way  more  in  advance  because  you                
already  knew  when  you'll  have  free  time  and  and  all  these  so  yeah,  so  I  at  least  tI  ry  to  book                      
it   as   much   as   an   advance.   

INTERVIEWER:  [00:01:27]  yeah,  all  right  and  talking  about  let's  say  attractions  or  museums              
or  like  different  points  of  interest  at  a  destination.  How  do  you  decide  which  ones  are  you                  
gonna   visit?   

UI5:   [00:01:39]   You   mean   once   we   are   there?   

INTERVIEWER:  [00:01:41]  It  could  be  al  so  beforehand.  In  the  planning  process  are  you               
actually   more   spontaneous   and   kind   of   decide   spontaneously   once   you   are   there?  

UI5:  [00:01:53]  Okay,  so  I  think  maybe  for  the  sightseeing  things  and  all  these  attractions.  I                 
would  say  that  I  would  rather  do  that  once  I  am  there.  I  mean,  of  course  you  have  probably                    
heard  about  a  lot  of  very  major  attractions,  but  for  like  a  smaller  attractions  probably  it's                 
more  of  a  spontaneous  thing  once  I'm  there.  But  for  what's  probably  more  important  is  like                 
when  you  have  a  specific  activity  you're  going  there  for  so  if  it's  more  like  a  hobby  or  like                    
surfing  or  yet  going  for  windsurfing  or  something  and  of  course,  it's  something  planned  in                
advance   because   then   this   influences   were   I   would   be   going.   

INTERVIEWER:  [00:02:33]  All  right.  And  then  are  there  any  specific  tools  you  use  for               
planning   the   trip   or   finding   information   about   attraction   so   maybe   specific   apps?  

UI5:  [00:02:44]  I  think  for  the  activities,  like  now  just  taking  that  windsurfing  example,  we                
were  using  and  we  reading  quite  a  lot  of  blogs.  So  from  other  wind  surfers  and  they  for                   
example  gathered  a  lot  of  different  spots  and  then  they  would  describe  how  they  are  then                 
but  those  are  more  like  personal  blogs.  I  would  say  then  for  like  once  I'm  there  for  like                   
restaurants  and  where  to  go  and  maybe  get  some  Information.  I  mean,  I  guess  the  first                 
entry  point  for  me  is  always  Google  and  then  of  course  you  get  to  TripAdvisor  and  then  you                   
get  to  Yelp  sometimes.  So  different  tools  depending  probably  where  you  are.  But  yeah,  I  do                 
use   them   quite   a   bit.   

INTERVIEWER:   [00:03:39]   All   right.   Have   you   used   Google   Trips   app?   

UI5:   [00:03:44]   No,   I   haven't   used   

INTERVIEWER:  [00:03:44]  yeah.  So  my  next  question  is  about  social  influence.  Like  can  you               
recall  a  time  when  you  made  a  decision  of  specific  maybe  destination  or  attraction  followed                
by   social   media   or   a   suggestion   for   your   friends?   

UI5:  [00:04:01]  good  question.  So  but  now  I  think  also  one  reason  why  we  went  now  to                  
Greece  for  wind  surfing  for  example  was  also  because  my  friends  from  water  sports  school                
said  that  now  it's  a  really  good  time  to  go  there  because  of  the  wind  is  good  right  now  and  all                      
these   things   that   Ithey   said   definitely   go   to   Greece   in   like   the   months   of   July   and   August.  

So  that  was  more  friends  recommendation.  Yeah,  I  would  I  mean  probably  get  influenced  by                
various  subconsciously  I  would  say  like  when  we  were  in  and  Montenegro.  For  examples               
then  Yes  that  you've  seen  a  lot  of  pictures  and  you  know  how  it's  really  nice  mountains  look.                   
So   probably   you   are   subconsciously   influenced,   but   it's   not   that   I   specifically   looked   for   it.   
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INTERVIEWER:   [00:05:01]   Okay.   Yeah,   and   that   would   be   probably   like   Instagram?  

UI5:   [00:05:06]   Yeah,   so   I   just   had   quite   a   bit.  

INTERVIEWER:  [00:05:08]  Do  you  say  like  places?  You  know,  like  if  you  see  a  nice  picture                 
from   specific   place   

UI5:  [00:05:13]  I  do  that  on  Google  actually.  I  save  a  lot  of  places  there.  Yeah,  so  that  would                    
be  something  .  With  Instagram  yeah  sometimes.  I  guess  I'm  old  school  there.  I  just  take                 
some  screenshots  if  there's  something  very  specific  that  I  like  and  then  I  go  back  to  it  like                   
when  it's  really  nice.  But  otherwise,  I  think  I  would  lose  some  tagging  functionality  in  Google                 
or   something.   

INTERVIEWER:  [00:05:38]  Yeah,  interesting.  Have  you  ever  downloaded  a  local  app?  Let's             
say  if  you  got  a  specific  location  very  often  they  have  their  own  kind  of  developed  apps  with                   
goal   to   help   the   travellers   to   know   info    regarding    attractions   or   just   navigating   the   city.  

UI5:   [00:06:00]   don't   think   I   have   used   that   specifically.   

INTERVIEWER:   [00:06:04]   You   would   rely   on   what   you   already   have   ?  

UI5:  [00:06:07]  I  mean,  yeah  exactly.  I'm  very  Google  Maps  dependent  -  extremely.  So  I                
really  trust  it  there  and  that  way  and  it  usually  works  fine.  no,  but  I  haven't  downloaded  the                   
local  apps  yet.  I  think  despite  like  of  course  when  we  were  in  Norway  and  we  would  use  their                    
local  traveler  like  for  the  public  transport  and  all  these  things  and  they  gave  some                
suggestions   I   guess   as   well.   But   it   wasn't   for   specific   travel   purpose.  

INTERVIEWER:  [00:06:41]  Okay.  And  in  that  case,  why  did  you  decide  to  choose  that  app?                
Not   for   example   use   the   Google   Maps?  

UI5:  [00:06:50]  It  was  also  a  pass.  I  had  my  travel  card  on  it  so  you  can  use  that  as  well.  So                       
that   was   just   convenience   because   then   I   lose   my   cards   

INTERVIEWER:  [00:07:02]  all  right.  Talking  about  Apps  in  general.  What  do  you  think  what               
makes   you   download   one?   

UI5:  [00:07:10]  Good  question.  I  think  I'm  probably  more  reluctant  to  download  apps  than               
other  people  I  would  say  maybe  in  comparison  because  I'm  a  bit  like  ahh  I  have  to  download                   
it.  Maybe  that's  more  of  a  push  factor  but  for  example  if  you  use  Yelp  or  something  and  you                    
can  see  that  the  web  version  is  really  bad.  And  then  of  course,  it's  suggest  you  all  the  time  to                     
download   the   app   and   then   you   like   the   content   and   then   I   probably   would   go   from   that   end.  

So  when  you  would  see  that  you  can't  really  do  it  any  other  way,  then  I  would  probably  do  it                     
or  of  course  after  I've  been  using  it  for  a  long  time.  So  for  example,  I'm  using  all  the  apps  for                      
because  I  have  to  travel  a  lot  for  work.  So  I  use  all  the  airline  apps  and  all  these  things  and                      
they're   super   convenient.  

So  that's  what  I  use  all  the  time  and  there  it  makes  sense  to  have  it  because  you  know,                    
you're  going  to  use  it  again.  So  I  think  one  factors  also  did  to  you  have  a  reoccurring  usage                    
of   it   instead   of   a   one-time   thing   and   then   you   have   to   delete   it   again.   

INTERVIEWER:  [00:08:18]  Good  point.  I  have  a  few  few  questions  regarding  the  over              
tourism  subject.  So  what  is  your  understanding  of  overcrowding  in  tourism?  .  Maybe  you               
have   an   example.  
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UI5:  [00:08:31]  Every  time  in  Copenhagen  there  when  you  travel  from  one  Mærsk  building               
to  the  other  you  see  all  the  people  and  the  mermaid  and  you  don't  even  have  space  to  go                    
through   with   the   bike.  

It's  crazy.  Yeah,  I  think  that's  where  I  felt  it  and  it's  really  insane  even  at  six  in  the  morning                     
or  something.  But  yeah,  I  would  understand  it  as  probably  also  very  like  fast-paced,               
fast-lived  kind  of  travel  style  as  well.  So  I  would  imagine  it  being  in  a  big  group.  So  you're                    
not  traveling  by  yourself  or  maybe  but  then  you  only  just  have  a  very  short  amount  of  time                   
in  a  lot  of  different  places  and  then  everyone  goes  to  the  same  places.  So  you  don't  have  a                    
lot  of  variety  there  and  at  least  that's  how  I  would  understand  it  by  these  few  spots  in  a  city                     
or  in  the  landscape  are  completely  overrun.  Maybe  also  good  infrastructure  there  as  well               
because  I  don't  know  for  example  in  Australia  it  might  be  very  difficult  for  example  to  get                  
somewhere  but  then  you  have  these  few  spots  where  there's  a  good  infrastructure  to  get  to                 
and   then   everyone   goes   there   as   well.   

INTERVIEWER:  [00:09:49]  Allright  and  apart  from  Copenhagen,  do  you  remember  kind  of             
feeling   it   like   -   this   is   annoying,   this   is   damaging   my   experience   here.  

UI5:  [00:09:58]  Yeah,  definitely  for  example  at  schloss  neuschwanstein.  I  don't  know  if  you               
know   it.   Yeah,   so   that's   very   close   to   where   I   live   and   we   also   used   to   go   hiking   in   this   area.  

So  and  then  it's  really  crazy  when  you  walk  towards  the  castle  and  it's  completely  really                 
completely  overcrowded  so  you  can  ́ t  really  walk  the  path  and  there  are  a  lot  of  like  yea  so                    
these  horse  trailers  everywhere  and  mostly  Asian  tourists.  But  and  as  soon  as  you  go  like                 
five  meters  further  than  the  path  of  the  castle,  so  then  they  turn  left  at  some  stage  and  then                    
it   is   crazy.  

But  then  you  go  further  and  then  there's  basically  no  one.  So,  yeah,  and  also  if  you  want  to                    
just  be  at  the  castle,  it's  not  really  possible  because  it's  not  a  place  to  enjoy  because  there                   
are   people   cramping   up.   So   yeah,   that   was   definitely   another   one.   Yeah.   

INTERVIEWER:   [00:10:57]   Have   you   been   to   cities   as   Barcelona,   Venice,   Amsterdam?   

UI5:  [00:10:58]  Yes,  Barcelona  some  years  ago.  We  didn´t  go  to  popular  attractions  but  did                
a  Segway  tour.  So  that  was  actually  quite  fun.  I  mean,  it  looks  a  bit  ridiculous,  but  it  was                    
very  good  because  you  can  see  a  lot  in  short  time  and  you  also  don't  need  to  engage  too                    
much  with  a  lot  crowded  places  but  I  think  it  was  okay  when  I  was  there  but  it  was  quite  a                      
while   ago   as   well.   I   remember   for   example,   there's   just   one   big   Market   Hall.  

Hmm.  I  can´t  remember  what  it  was  called,  but  I  think  that's  like  also  on  the  Ramblas.  I                   
found  it  super  super  nice,  but  I  don't  really  enjoy  it  that  much  because  you  can't  really  look                   
at  food  or  you  can  really  spend  good  time  there  because  it's  quite  like  it  was  crazy  crowded                   
there.   I   remember.   

INTERVIEWER:  [00:11:41]  So  do  you  try  to  kind  of  find  more  local  experiences?  Would  you                
say   that?   

UI5:  [00:11:47]  Yeah,  definitely.  Yeah,  definitely  try  to  do  that  and  also,  Maybe  trying  to  use                 
or  do  activities  that  also  bring  some  people  add  some  money  to  the  local  people  as  well.  So                   
for  example,  if  you  only  stay  in  a  hotel  chain,  and  you  only  go  to  the  restaurant  of  the  hotel                     
chain,  you  know,  Nothing's  Gonna  ..  No  Money  is  going  to  end  up  with  the  people  so  would                   
be  good  to  go  or  at  least  trying  to  go  to  like  local  restaurants  and  trying  to  go  to  these                     
markets   where   you   know   where   it   comes   from   and   yeah,   

INTERVIEWER:  [00:12:23]  perfect.  Okay,  interesting.  Let's  move  to  the  second  part.  So             
usually  when  I'm  doing  I'm  I'm  showing  all  the  old  respondents  a  screenshot  of  one  project                 
which   was   live   in   Amsterdam.  
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It's  taken  down  now,  but  it  was  a  trial  project  during  three  months  last  year  and  what  they                   
did.  So  this  was  on  their  website.  Yeah,  but  what  they  did  they  put  the  information  about  the                   
waiting  times  of  ten  most  kinda  famous  places.  So  actually  the  visitors  could  see  it  live  the                  
waiting   times   and   you   know   act   accordingly   basically   and   they   also   advertise   it   heavily.  

So  they  try  to  influence  people's  actually  go  and  use  a  data  and  then  they  were  trying  to                   
research  how  people  are  interacting  with  this  data.  Yeah,  and  my  question  for  you  is  how                 
would   you   interact   or   use   this   data   if   you   were   visitor?  

UI5:  [00:13:30]  Yeah,  I  remember  I  had  a  similar  thing  when  I  was  in  Rome  at  Vatikan.  so                   
they  also  had  this  I  think  they  had  is  also  on  over  the  city  somewhere  at  some  places.  So                    
they  had  like  a  little  our  like  waiting  time  list  and  all  that  but  when  I  was  there  it  was  in                      
January,   so   it   was   not   busy   at   all.  

 I  think  that  was  really  nice.  So  I  guess  if  probably  one  problem  would  be  to  know  about  it                     
like  that  it  exists  and  that  is  easily  accessible.  But  again,  as  I  said,  it's  very  nice  if  it's  a  nice                      
web  app,  so  you  don't  have  to  download  some  native  app  to  look  just  at  the  times.  It                   
depends  what  you  can  do  in  the  App  you  can  also  buy  passes  or  if  you  I  don't  know  you  can                      
do   more   things.  

But  otherwise,  I  think  what  would  be  nice  too,  for  example,  if  you  would  see  like  historic                  
some  graph.  So  if  for  example  I  would  see  like  now  is  very  busy,  but  then  okay,  is  it  getting                     
more  busy  or  less  busy?  I  think  if  you  could  see  what's  a  trend  I  would  like  trying  to  go  there                      
but  there's  less  people  yeah,  but  you  would  need  to  know  when  the  time  would  be  so  get  a                    
suggestion   maybe.  

Rather  go  two  hours  later  or  something,  maybe  something  like  that.  So  you  get  some                
information,  but  I  think  it  would  be  really  helpful  and  then  if  for  example  if  you  see  oh  God,                    
it's   over   one   hour   or   something   and   probably   wouldn't   go   there   then   or   next   day.   

INTERVIEWER:  [00:15:19]  Alright,  so  in  your  opinion,  what  do  you  think  is  the  benefit  of  this                 
for   a   visitor?  

UI5:  [00:15:28]  Probably  to  avoid  some  stress  and  that  way  so  if  you  are  getting  somewhere                 
for  example  to  the  Colosseum  in  Rome  and  you  see  there  are  like  so  many  people  and  you've                   
already  traveled  there  and  then  you  really  annoyed  when  you  get  there.  So  and  I  think  it                  
would  just  be  less  stressful  general.  So  it  would  be  easier  to  do  things  and  all  that  but  I  think                     
also   the   one   in   Google   is   quite   accurate   actually.  

They  have  the  busy  times.  So  to  have  this  chart  which  is  I  think  probably  quite  usually  good.                   
So   I   also   use   that   or   at   least   take   it   into   consideration   when   I   see   it.   

INTERVIEWER:  [00:16:11]  All  right.  It's  it's  actually  my  next  question  about  the  Google              
popularity  times  because  also  it's  one  of  the  existing  tools.  I  have  opened  Milan  Duomo  as  an                  
example,  but  you  already  mentioned  it  before  so  you're  saying  that  you  have  kind  of  used  or                  
considered   an   information.   Maybe   do   you   have   an   example   ?  

UI5:  [00:16:33]  yeah,  I  think  I  use  it  probably  everything  where  I  go  kind  of  the  first  time                   
probably  like,  of  course,  if  you've  been  to  a  place  several  times  like  a  restaurant  or  a  bar  or                    
something,  then  you  kind  of  know  when  it's  busy  so  I  would  definitely  use  it  the  first  time  I'm                    
going  somewhere.  Yeah,  I  remember  also  we  use  it  a  lot  for  the  opening  hours  because  I                  
think  that's  one  really  helpful  thing.  And  then  that  like  I  usually  don't  use  it  for  the  purpose                   
of  seeing  the  popularity  but  it's  really  helpful  when  you  for  example,  look  for  the  opening                 
times   and   then   you   also   see   the   popularity   so   it's   more   like   that.  
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So,  yeah,  for  example,  I  think  we  were  at  the  technical  Museum  a  while  ago  in  Berlin  and                   
there  it  was  really  helpful  to  see  because  it  was  really  busy  that  day  because  they  had  like  a                    
special   exhibition.   So   yeah.   

INTERVIEWER:  [00:17:31]  And  then  the  last  question  last  two  questions.  .  So  for  example,               
what  Amsterdam  City  card  is  doing  right  now  they  have  a  chip.  So  there  are  actually  tracking                  
visitors  and  checking  their  movement  and  they're  doing  it  to  improve  that  infrastructure  and               
kind  of  see  the  patterns  how  the  visitors  move  because  as  you  also  mentioned  people  tend  to                  
go  to  the  same  same  place.  Do  you  see  any  issues  there,  basically  is  that  an  issue  for  you  to                     
know   that   you're   tracking   your   location?  

UI5:  [00:18:07]  I  mean,  I  would  first  of  course.  The  question  would  be  why  should  you  take                  
this  chip?  Like  what  is  your  benefit  out  of  it  in  a  way  but  you  probably  wouldn't  do  it.  If  then                      
you  still  have  you'd  have  to  take  something  and  then  okay,  why  would  you  do  it  but  then  of                    
course   probably   you   get   a   discount   or   something.  

I  don't  know.  But  yeah,  I'm  usually  not  that  over  paranoid  with  privacy  or  not  too  bothered                  
maybe  should  be  more  brothered  sometimes  but  I  mean  if  it's  for  so  to  say  good  purpose                  
and  they  explain  you  what  they  will  do  with  the  data  and  it  like  easy  way,  you  know,  like  not                     
like  these  things  where.  Of  course,  you  get  the  Privacy  statement  and  all  that  but  that  day,                  
you  know  in  easy  steps  would  explain  you  what  that  also  helps  for  so  you  have  feeling  okay,                   
you  could  contribute  to  something  in  like  an  easy,  you  know  explanation.  Then  I  wouldn't  see                 
a   problem   and   using   it   in   that   way.   But   I   have   not   used   any   of   these   chips   or   something  

INTERVIEWER:  [00:19:14]  okay.  So  yeah,  maybe  if  you  just  have  any  additional  like              
comment   or   something   you   want   to   say   if   you   remember   anything.  

UI5:  [00:19:27]  I  heard  about  this  project  from  a  girl  I  met  while  traveling  in  Colombia.                 
Actually,  she  is  from  Amsterdam  and  they  started  a  start  up.  It's  called  Secret  City  Trail  or                  
something.   

So  they  are  like  maybe  that's  also  one  of  the  things  I  mean,  I  would  definitely  do  like                   
because  it's  quite  nice  because  they  kind  of  make  this  into  a  game.  So  you  have  to  reach                   
different  points  in  the  city  and  you  to  try  to  find  different  like  smaller  attractions  and  all  that                   
and  I  find  that  that's  something  really  cool.  Maybe  that  would  help  for  some  people  to  find  a                   
check   somewhere   else   or   so.   

INTERVIEWER:  [00:20:05]  Yeah,  Amsterdam  is  also  working  on  demarketing  a  lot.  .  So  yeah               
instead  they  are  trying  to  spread  the  people  lto  ike  other  locations  a  bit  further  from  maybe                  
Center   and   as   you   said   like   find   a   bit   like   some   smaller   not   that   known   maybe   cool   spot.   

UI5:  [00:20:26]  But  isn´t  it  also  a  kind  of  a  risk  as  well  because  I  mean  if  you  know  where                     
tourists  go,  fine,  then  you  can  kind  of  like  people  know  what  to  expect  but  then  if  you                   
suddenly   spread   everyone   out   then   everyone   gets   annoyed.  

INTERVIEWER:  [00:20:39]  Good  point,  some  of  the  places  that  they  are  advertising.  There              
actually,   you   know,   people   are   not   used   to   tourist   of   those   places.   

UI5:  [00:20:46]  Yeah,  exactly.  If  you  go  to  Hidden  places  and  then  suddenly  these  hidden                
places  that  people  suddenly  find  out  about  people  are  not  prepared  or  they  don't  want  them                 
there   or   something.  

INTERVIEWER:  [00:20:59]  Yeah  so  good.  So  it  is  a  very  interesting  case  and  you  know,  I                 
think.   Okay,   but   thank   you   again.   
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USER   INTERVIEW   6   -   UI6  

INTERVIEWER:  [00:00:00]  Thanks  for  joining  and  just  to  start  -  there  are  two  parts.  In  one                 
part  is  I'm  going  to  ask  you  a  few  questions  about  your  travel  habits.  And  then  in  the  second                    
part  I  will  show  you  a  case  and  just  ask  a  few  questions  about  your  opinion  regarding  that.                   
So  we  can  just  jump  in  and  start  with  the  first  question,  which  is  if  you  can  tell  me  how  often                      
do   you   travel   and   how   well   in   advance   do   you   plan   your   trips?   

UI6:   [00:00:28]   okay.    So   how   many   times   do   I   travel?    three   four   times   a   year.   

INTERVIEWER:   [00:00:38]   How   well   in   advance   do   you   plan   it?   

UI6:  [00:00:43]  I  think  like  it  depends  if  it's  in  Europe  or  something  like  that  like  a  small                   
weekend  trip.  It  might  be  like  a  couple  months  before  if  I  go  to  the  US  it  might  be  like  six                      
months.   Yeah   so   far   I   think   but   not   longer   than   that.   

INTERVIEWER:  [00:00:59]  okay.  And  let's  say  if  it's  a  new  destination  you're  going  to  how                
do  you  decide  which  attractions  you  are  going  to  visit  or  it  can  be  attraction  Museum                 
whatever   even   like   restaurants   any   point   of   Interest.   

UI6:  [00:01:13]  I  think  that,  well  right  now  I'm  planning  a  trip  to  San  Francisco  and  I  think                   
that  I  just  Googled  via  the  Internet  and  then  I  also  used  like  Instagram  to  look  for  places  to                    
go  eat  and  stuff  like  that.  They  typically  have  like  a  like  a  city  profile  that  you  can  follow                    
that's  legit  now  use  that  because  then  you  can  see  like  visually  pictures  around  there.  Maybe                 
sometimes  blogs  if  it  if  I  find  something  through  somebody  I  know  or  follow  already  then  I                  
would   use   that   to   see   what   they've   seen.  

INTERVIEWER:  [00:01:56]  Do  you  have  any  travel  apps  on  your  phone  which  you  kind  of  use                 
constantly   ?  

UI6:   [00:02:02]   Momondo   and   SAS.   Also   Norwegian.   

INTERVIEWER:  [00:02:11]  All  right.  Do  you  remember  ever  downloading  maybe  a  local  app.              
So  an  app  which  actually  only  provides  you  information  about  one  destination.  So  that  would                
be   something   like,   you   know,   visit   Amsterdam   or   something.   

UI6:   [00:02:25]   I   downloaded    like   local   uber   apps   and   stuff   like   that.   Yeah.   

but   not   visit   anything.   

INTERVIEWER:  [00:02:33]  Yeah,  and  then  you  just  downloaded  a  new  which  you're             
probably   get   rid   of.   

UI6:  [00:02:37]  yeah,  well  actually  I  download  like  a  Metro  app  thing  for  New  York  when  we                  
were  there  because  that's  really  good.  And  then  I  keep  that  while  on  there  and  then  when  I                   
go   home,   I   deleted   it.  

INTERVIEWER:  [00:02:47]  What  are  your  expectations  from  an  app  like  a  travel  app              
specifically?  

UI6:  [00:02:55]  Just  that  It's  easy  to  like  you.  Yeah,  I  thought  at  least  a  Metro  app  was                   
really  easy  because  you  could  always  see  where  you  were.  At  what  train  stop  you  were  at                  
and  where  you  going.  So  I  really  liked  that  one,  but  I  haven't  tried  that  many.  So  just  as  long                     
as  they  are  easy  to  use  and  not  require  too  much  registration  or  anything  like  that.  It's  just                   
time   consuming.   

INTERVIEWER:  [00:03:25]  Perfect.  I  have  a  few  questions  which  touch  more  overtourism             
and  crowding  .  so  the  first  question  would  be  what  is  your  understanding  of  overcrowding  in                 
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tourism  and  if  you  can  bring  up  any  examples,  like  maybe  it  was  in  your  trip  and  you  felt  like                     
this   is   like   too   much   the   crowds.  

UI6:  [00:03:44]  I  don't  know  if  I  felt  it  the  places  I've  traveled  but  something  that  I  heard                   
about  in  the  news  like  Barcelona  was  having  a  lot  of  problems  because  there  were  so  many                  
people  come  there  and  the  locals,  it  was  yes  annoying  and  because  it  became  too  much  it                  
became  like  an  overcrowded  place  to  be  but  I  haven't  liked  it  experience  it  any  of  the  places                   
like  I  went  yet.  But  of  course,  I  don't  think  I  would  know  as  a  tourist  maybe  and  I  haven't                     
felt   that   any   of   the   places   I've   went   are   too   overcrowded.   

INTERVIEWER:  [00:04:24]  All  right,  do  you  remember  ever  checking  beforehand  like  if  this              
specific   destination   or   place   is   busy   at   specific   time?  

UI6:  [00:04:35]  I  think  of  course  some  places  you  would  just  know  like  if  they're  like  on  the                   
same  winter  summer  period  as  we  are  in  Denmark  and  you  would  know  that  in  the  summer                  
it  of  course  would  be  crowded  but.  But  no  I  actually  don't  check  if  it  would  be  crowded  there.                    
I  think  I  would  know  and  then  the  only  thing  I  check  is  like  if  we're  there  in  the  right  season,                      
but   the   right   season   might   also   have   a   lot   of   people   with   it.  

So  you  would  know  that.  I  think  unconsciously  I  always  try  to  go  in  the  early  summer  or  late                    
summer.   When   I   go   to   destination   just   not   hit   too   much   traffic.  

INTERVIEWER:  [00:05:26]  Then  the  next  thing  -  when  you  you  said  you  also  use  a  little                 
Google  for  the  search  and  let's  say  when  you  Google  a  particular  destination,  you  actually                
have  this  option  where  you  can  see  popular  times  and  my  question  for  you  is-  have  you  ever                   
noticed  it?  Have  you  used  it?  Like  have  you  ever  considered  it  as  a  kind  of  relevant                  
information?   

UI6:  [00:05:52]  I've  seen  it  before  not  necessarily  only  on  that.  no,  I  don't  use  it.  I  only                   
think  about  how  busy  it's  going  to  be  but  I  don't  use  it  for  like  specific  destination  or  places                    
that  we  go  to  so  if  we  were  to  go  to  a  restaurant  I  wouldn't  go  in  and  look  at  when  it  was                        
most   busy   because   I   would   always   want   to   go   at   six   o'clock   and   not   at   9:00.  

INTERVIEWER:  [00:06:17]  yeah  good  and  one  question  -  have  you  used  Google  Trips  app  or                
have   you   heard    about   it?   

UI6:   [00:06:23]   No  

INTERVIEWER:  [00:06:24]  It's  an  app  by  Google  which  is  actually  they're  getting  rid  of  it.                
But   it's   just   in   case   you   have   used   it   and   I   would   ask   you   a   bit   more   but   that's   fine.  

And  then  a  case  which  I'm  looking  into  is  something  I'm  going  to  show  you  and  it  was  like  a                     
trial  project  in  Amsterdam  last  year.  It  was  three  months  long  and  what  they  did  the  local                  
destination  marketing  company,  they  put  information  on  their  website  and  information            
consisted  of  10  most  famous  kind  of  traction  to  museums.  In  Amsterdam  you  could  see  the                 
waiting  times.  It's  not  alive  anymore.  So  I  have  only  like  a  screenshot  like  this.  It  was  in                   
Dutch.  So  you  could  see  that  Van  Gogh  Museumm  has  2  hour  long  line  and  they  tried  to                   
research  if  people  are  actually  using  this  data  and  how  and  so  my  question  for  you  is  how                   
would   you   use   it   and   interact   with   it    if   you   were   about   to   plan   a   trip.   

UI6:  [00:07:25]  Yes,  I  think  it  would  be  useful  because  if  I  were  to  go  to  Amsterdam,  I                   
would  probably  only  go  for  like  a  weekend  or  something  like  that  and  I  didn't  want  to  use  like                    
a  half  a  day  just  waiting  for  two  hours  and  then  maybe  using  two  hours  in  there  if  you're  not                     
that  into  museums  and  it  could  be  anything.  But  yeah,  I  think  I  would  consider  it  at  least  if                    
really  wanted  to  go  I  don't  think  the  two  hours  would  matter  for  me,  it  would  probably.  I                   
wouldn't   want   to   wait   two   hours   to   go   into   a   museum   that   I'm   not   too   interested   in.   
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INTERVIEWER:  [00:08:05]  Would  you  just  choose  something  instead  and  then,  you  know,             
check   out   later   on   like   maybe   the   line   is   shorter?  

UI6:   [00:08:12]   Yeah,   I   think   it   would.   

INTERVIEWER:  [00:08:14]  Okay.  So  what  do  you  think  is  the  benefit  for  a  traveler  with  tool                 
like   this?  

UI6:  [00:08:20]  Maybe  for  the  more  like  tighter  trips  where  you  planning  everything,  then  it                
would  make  sense.  And  because  you  would  want  to  have  as  much  as  possible  and  these  time                  
as  possible,  you  know,  yeah,  so  that  would  be  beneficial  and  it's  also  like  when  you  drive  into                   
Copenhagen  and  there's  that  sign  that  says  10  minutes  to  x  destination  because  then  you                
know,  instead  of  you  coming  there  and  they're  telling  you  at  the  door  well  there's  a  two-hour                  
wait  you  would  know  beforehand  and  you  can  you  can  make  a  decision  upon  that  instead  of                  
coming  and  being  disappointed.  Yes,  but  you  could  also  take  into  consideration  if  people  even                
see   that.   

INTERVIEWER:  [00:09:05]  yeah,  that's  a  good  point.  Do  you  see  a  benefit  of  downloading  an                
app   which   would   consist   of   this   tool?   

UI6:   [00:09:14]   Then   it   would   be   like   an   app   for   everything.   

INTERVIEWER:  [00:09:19]  So  you  are  saying  that  it  wouldn't  probably  live  on  this  data.  It                
would  need  to  have  something  more  right  and  what  other  information  maybe  you  be  looking                
for   when   I'm   traveling?  

UI6:  [00:09:42]  I  think  that  when  I  Google  something  I  feel  like  most  part  I  get  what  I  need.                    
Sometimes  it  could  be  harder  to  find  so  that's  of  course  annoying.  But  for  the  most  part  I                   
found   find   what   I   need,   and   if   I   don't   find   anything   about   it,   then   I   don't   go   there.   

INTERVIEWER:  [00:10:04]  Alright  last  thing.  About  some  tools  for  example  Amsterdam  city             
card.  They're  not  tracking  actually  people.  So  even  you  get  a  car  there  is  a  chip  and  they                   
track  the  visitors  and  track  their  movement  in  the  city  in  order  to  see  the  patterns  and                  
because  people  tend  to  go  to  the  same  places.  Do  you  mind  that  that  the  actually  tracking                  
your   location   constantly?   

Yeah.   

UI6:  [00:10:32]  No,  I  don't  mind.  No.  The  only  thing  I  think  that  it's  pretty  scary  nowadays                  
is  when  you  like  say  something  or  something  like  that  in  your  phone  in  20  minutes  later                  
something  add  pops  up  with  that  information  and  you're  like  wow.  And  how  did  you  know                 
that?  Yeah,  that's  pretty  scary.  Yeah,  but  when  you  buy  a  card  like  that,  it's  it's  kind  of  also                    
like  a  service  for  the  ones  who  provide  it  to  know  and  to  see  if  something  is  maybe  getting                    
more  traction  than  others  and  how  you  can  like  restructure  it  to  maybe  get  better  better                 
lower  the  prices  somewhere  or  something  like  that.  yeah,  but  I  would  also  get  that  some                 
people  wouldn't  like  it.  Yes  because  you  feel  like  you  get  tracked.  Yeah  through  everything                
now   not   only   be   a   little   chip,   you   know,   it's   also   your   phone.  

INTERVIEWER:  [00:11:25]  all  right.  Actually  that's  pretty  much  it.  Do  you  have  any  like               
other   things   you   want   to   add   or   something   about   traveling   or   crowding   or?   

UI6:  [00:11:38]  The  only  thing  I  think  is  that  it's  it's  annoying  that  you  have  to  have  like  a                    
find  local  options  for  these  things,  you  know,  so  if  you  go  to  San  Francisco  you  would  have  to                    
find  like  local  apps.  They  don't  have  like  a  global  app  for  everything.  Like  Momondo.  yeah,                 
it's  like  one  place  for  all  flights  more  or  less  and  don't  have  that  for  everything  yet.  Maybe                   
it's  not  the  best  possibility,  but  sometimes  it  would  be  nice  that  you  can  just.  pull  down  one                   
metro   card   and   you   can   use   it   for   all   the   Metros   in   the   world.  
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INTERVIEWER:  [00:12:13]  So  instead  of  having  each  trip  to  download  some  new  app  and               
you   have   to    get   like   used   to   it   and   all   that.   

UI6:  [00:12:21]  and  put  in  your  information.  It's  just  a  tedious  process.  Sometimes  you're               
just  like,  okay,  I'll  just  walk  to  the  next  place  because  I  don't  want  to  put  in  my  credit  card                     
information   and   yeah.  

INTERVIEWER:   [00:12:32]   Okay.   Yeah,   that's   a   good   point.   Nice.   Okay   thank   you.  

 

USER   INTERVIEW   7   -   UI7  

INTERVIEWER:  Hi  and  thanks  for  joining  for  the  interview.  To  start  I  would  like  to  tell  you                  
that  there  will  be  two  parts  in  the  interview.  Firstly,  I  would  like  to  ask  you  questions  about                   
your  travel  habits  and  the  tools  you  use  for  planning  your  travels.  In  the  second  part,  I  will                   
show   you   a   case   and   will   ask   some   questions   about   it.   How   does   that   sound?   

UI7:   That   sounds   good.   

INTERVIEWER:  I  would  like  to  ask  you  about  your  travel  habits.  Could  you  just  tell  me  how                  
often  do  you  travel  -  amount  of  trips  per  year,  would  that  be  alone  or  with  someone?  In                   
addition,   how   long   in   advance   do   you   normally   plan   the   trip?   

UI7:  Well  I  travel  every  second  month,  sometimes  every  month,  it  depends.  Normally  there               
is  one  big  trip  a  year  for  a  longer  period  which  is  planned  at  least  2  months  before.  And  then                     
I  would  have  several  weekend  trips  for  just  a  couple  of  days  within  Europe,  they  are                 
sometimes   spontaneous.   I   travel   mostly   with   my   boyfriend   and   friends.   

INTERVIEWER:   How   do   you   select   a   destination   for   a   trip?   

UI7:  I  think  I  start  by  thinking  how  much  time  I  will  have  for  my  trip  so  that  is  kinda  like  a                       
limit  and  I  know  okey  I  can´t  really  go  far  if  I  have  only  a  few  days,  for  example.  I  also  have                       
a  list  with  places  I  want  to  go  one  day  so  sometimes  I  go  through  it  and  see  if  anzthing  is                      
possible.  I  also  get  inspired  by  social  media,  movies,  articles  online.  Like  I  saw  a  movie  about                  
Nepal  recentlz  and  next  thing  I  did  was  checking  how  expensive  are  flights  there  and  how                 
much  time  I  would  need.  So  yea  sometimes  the  trigger  comes  from  just  an  article  online  or                  
movie  or  Insta  post  really.  Also  friends  and  where  they  have  been  and  their  feedback.  It  has                  
happened   also   that   I   find   cheap   tickets   to   a   random   place   and   just   decide   to   go.  

INTERVIEWER:  How  do  you  decide  which  attractions  or  museums  are  you  going  to  visit  at  a                 
destination?  

UI7:  Once  I  have  decided  on  a  destination,  I  would  start  Googling  something  like  “what  to                 
see  in  x  place”,  I  would  try  to  find  interesting  blog  posts  which  have  good  tips,  I  also  use                    
Instagram  and  search  for  hashtags  related  to  a  destination.  Then  I  can  see  interesting  places                
which  people  share  and  I  can  think  about  visiting  them.  Sometimes  I  know  before  that  I                 
really  want  to  see  place  x  and  y  but  very  often  it  is  more  at  the  destination  already,  I  do  not                      
plan   every   day.   

INTERVIEWER:  So  how  long  in  advance  do  you  usually  plan  visits  of  particular  attractions               
during  a  trip?  Are  you  more  planning  it  beforehand  before  arriving  at  the  destination  or  are                 
you   planning   spontaneously   when   you   are   already   there?   

UI7:  I  would  probably  know  at  least  a  few  places  I  wanna  go  to  but  the  rest  I  would  decide                     
on   the   spot.   
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INTERVIEWER:  When  you  are  planning,  which  places  you're  going  to  visit  what  information              
are   you   looking   for?  

UI7:  Well  I  check  what  people  talk  about  regarding  a  destination  –  what  famous  places  there                 
are,  which  are  nice  areas  of  the  city,  what  is  good  to  know  like  tips.  Then  I  would  check  if                     
there   are   any   interesting   tours,   sometimes   I   do   free   walking   tours.   

INTERVIEWER:   [00:04:38]   What   tools   do   you   use   for   planning   a   visit?   

UI7:  Google  and  Google  maps,  blogs,  Instagram,  sometimes  even  Youtube  to  watch  some              
videos.  I  use  a  lot  of  content  put  up  from  other  travellers  on  blogs  –  with  some  good  insights                    
and   tips.   

INTERVIEWER:   Do   you   use   any   mobile   apps   for   planning   a   trip?   

UI7:  I  have  some  apps  from  airlines  like  Norwegian,  Ryanair,  Easyjet,  I  use  them  more  for                 
getting  my  boarding  pass  and  getting  updates  about  the  coming  flights.  Then  Google  Maps               
and   maps.me   for   maps.   

INTERVIEWER:    Have   you   used   Google   Trips   and   if   yes,   how   was   your   experience?   

UI7:  I  have  used  the  travel  website  a  bit,  I  think  it  is  cool  to  have  everything  in  one  place                     
and  some  nice  features  but  it  is  still  basic  info  and  to  go  more  into  details,  you  need  to  read                     
more   of   blogs   and   better   content.   

INTERVIEWER:  All  right,  and  have  you  made  a  decision  regarding  like  some  of  your  recent                
trips   followed   by   tips   from   friends   or   social   media?   

UI7:  haha  yes,  well  I  use  Instagram  as  inspiration  a  lot  for  travel.  I  save  some  images  for                   
travel  inspiration.  Actually  once,  I  saw  a  nice  image  from  Slovenia  and  when  I  went  there  6                  
months  later,  I  remembered  about  that  image  of  Instagram  so  I  checked  and  went  to  the                 
same   place.   So   yes,   there   definitely   have   been   some   decisions   like   that.   

INTERVIEWER:  Have  you  experienced  any  barriers  when  planning  a  trip  to  a  particular              
location?  

UI7:  Well  sometimes  there  is  not  that  much  information  online  actually,  if  you  go  to  less                 
visited  places  and  further  from  big  cities,  sometimes  I  felt  like  there  is  not  enough  info  about                  
where   to   stay   and   how   to   get   from   point   a   to   b   but   that   is   in   more   rural   places.   

INTERVIEWER:  All  right,  have  you  ever  downloaded  local  apps  that  are  made  by  the  location                
itself?   

UI7:  Like  a  local  city  app?  Well,  yes,  I  downloaded  an  App  for  Gothenburg  when  I  was  there                   
because  it  was  a  convenient  way  to  see  local  transport  and  buy  bus  tickets.  But  normally  I                  
don´t  because  I  am  not  usually  in  one  city  for  long  and  then  I  don´t  want  to  spend  time  on                     
getting  the  app,  getting  familiar  with  it  etc.  just  to  use  it  for  a  few  days,  I  also  do  not  want  to                       
keep   checking   the   app   while   there   already,   just   want   to   enjoy   the   city.   

INTERVIEWER:  All  right,  but  what  are  your  expectations  from  a  travel  app,  what  makes  you                
download   one?   

UI7:  It  should  be  easy  to  get,  no  crazy  access  process  or  asking  for  credit  card  info  etc.  I                    
want  to  see  what  is  offers  before  considering  ever  giving  my  details  and  buying  anything.  It                 
should  be  easy  to  use,  intuitive,  not  too  crowded  with  information.  I  guess  it  should  fix  some                  
need  for  me  like  I  need  to  know  the  local  timetable  or  buy  a  ticket  for  a  place,  it  should  be                      
easy   and   accessible   on   the   go.   
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INTERVIEWER:  Now  I  have  a  few  questions  regarding  the  crowding  and  overtourism.  What  is               
your   understanding   of   overcrowding   and   tourism?  

UI7:  Too  many  people,  more  than  the  location  can  have.  And  it  is  annoying  and  disturbs                 
everyone´s   experience,   I   think.   

INTERVIEWER:   Have   you   experienced   this   issue   yourself   with   overcrowding?   

UI7:  Yes,  in  Venice  and  Barcelona  and  at  Lake  Bled  in  Slovenia,  that  comes  to  my  mind.  It  is                    
beautiful  there  but  you  hike  up  to  a  peak  to  see  a  lake  from  the  top  and  there  are  so  many                      
people  who  are  all  taking  pictures  and  posing.  It  is  just  sad.  It  definitely  ruined  my                 
experience.   

INTERVIEWER:  Do  you  do  check  beforehand  for  information  whether  the  location  is  busy  or               
not?   

UI7:  Now  I  actually  try  to  check  it  beforehand,  so  I  would  know  if  the  place  is  busy  in                    
general.   Then   I   would   either   avoid   it   or   go   very   early   or   something.   

INTERVIEWER:  All  right.  Thank  you.  Now  I  would  like  to  move  to  Part  2  and  I  would  like  to                    
firstly  tell  you  a  bit  about  the  project  called  live  lines  in  Amsterdam  and  I  would  like  to  show                    
you  a  screenshot  of  the  project.  The  project  was  developed  by  Amsterdam  marketing              
company.  What  they  did  they  put  on  their  website  an  opportunity  to  see  the  length  of  the                  
lines  of  the  10  most  popular  museums  and  attractions  in  Amsterdam,  that  would  be  Van                
Gogh  Museum,  Anne  Frank  House,  places  where  people  usually  have  to  wait  sometimes  two               
or  three  hours.  So  that  was  live  for  three  months  only  in  Dutch  and  I  would  like  to  ask  you                     
some   questions   about   that.   

The   first   would   be   -   what   do   you   think   about   the   project,   Live   lines   project?   

UI7:  That  is  interesting  and  seems  very  useful,  I  mean  if  I  am  in  the  city  and  want  to  go  to  a                       
specific  place,  I  think  it  is  very  convenient  to  know  how  busy  it  is  right  now.  I  could  see  that                     
it  is  busy  and  change  my  plans,  for  example,  go  somewhere  else.  I  think  it  saves  time  and                   
frustration.   

INTERVIEWER:   How   would   you   interact   and   use   this   information?   

UI7:  Well  if  it  covers  a  place  I  am  willing  to  go,  I  think  I  would  definitely  note  it  down  and                      
save  this  website  or  app.  And  then  I  would  check  it  once  I  am  at  a  destination.  I  would                    
decide  when  to  go  by  following  it,  I  guess,  like  if  I  see  that  line  is  short  I  could  just  go  there                       
spontaneously.   

INTERVIEWER:   And   in   your   opinion,   what's   the   benefit   for   travellers   from   a   tool   like   this?   

UI7:  Saved  time  and  avoided  frustration  ..  I  think  it  is  nice  that  you  don´t  need  to  come  and                    
be  negatively  surprised  about  the  line,  you  would  know  it  before.  So  your  expectations  are                
kind   of   adapted   to   the   reality.   

INTERVIEWER:   What   other   information   you   can   think   about   which   would   be   crucial   to   add?   

UI7:  Would  be  good  to  see  patterns  and  tips,  for  example,  information  that  is  less  busy  on                  
specific   times   etc.   So   more   tips   than   just   the   live   line   length.   

INTERVIEWER:  Okay,  and  do  you  see  a  benefit  of  downloading  an  app  that  would  provide                
information   of   the   line   length   of   famous   attractions?   

UI7:  I  think  I  would  not  download  an  app  just  for  that.  There  should  be  some  more  benefits                   
like  option  to  book  tickets  or  something.  I  would  not  get  an  app  just  for  a  few  days  in  a  city                      
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in  this  case  I  assume.  But  this  information  would  be  a  very  good  addition  to  something  else,                  
like   a   part   of   a   cool   app.   

INTERVIEWER:  Perfect.  The  second  thing  I  want  to  ask  you  is  regarding  Google  search  where                
you  can  see  the  popular  times  of  a  location,  attraction  or  a  restaurant.  My  question  to  you  is                   
have   you   ever   considered   and   used   this   information?   

UI7:  mm  ..  I  have  noticed  it  and  sometimes  checked  it  but  more  randomly,  I  never  searched                  
for  it  consciously  to  be  honest.  But  I  have  seen  and  then  I  think  it  is  a  cool  feature,  but  I  also                       
remember  thinking  that  I  do  not  know  how  accurate  it  is.  I  don´t  think  I  have  consciously                  
used   it.   

INTERVIEWER:  My  last  questions  would  be  about  the  privacy.  And  so  some  of  the  new  tools                 
like  for  example  Amsterdam  City  card,  they  are  right  now  tracking  the  travellers  location  and                
they're  doing  it  in  order  to  see  how  the  travellers  are  moving  within  the  city.  So  what  paths                   
they're  taking  and  which  places  are  more  crowded  and  they  are  doing  that  to  improve  the                 
infrastructure.  My  question  for  you  is  do  you  see  any  issue  with  this  regarding  data  privacy?                 
Would   that   be   a   problem   for   you   sharing   your   location   constantly?   

UI7:  I  think  people  are  used  to  it,  if  you  have  a  smartphone,  you  are  tracked  all  the  time,  I                     
do   not   think   it   is   an   issue.   And   it   is   for   a   good   cause.   

INTERVIEWER:  So  would  you  say  you  are  open  to  show  your  location  data  in  order  to  create                  
or   improve   a   crowding   management   tool?   

UI7:   I   don´t   think,   it   is   kinda   nice   to   be   a   part   of   building   something   good.   

INTERVIEWER:  And  my  last  question  is  do  you  have  any  additional  comments,  questions,              
opinions   about   anything   we   talked   about,   pretty   much   anything   on   the   record?   

UI7:  I  just  think  that  people  tend  to  choose  more  local  experiences  now  and  go  for  hidden                  
gems  when  they  travel,  so  many  avoid  the  crowds,  at  least  in  my  social  circle  it  is  very                   
common.  I  also  try  to  go  to  more  local  areas,  see  real  life,  instead  of  ticking  off  all  the  to  do                      
list.   

INTERVIEWER:   Interesting!   Great   addition.   Thank   you   and   have   a   nice   day   

UI7:   You   are   welcome!   

 

USER   INTERVIEW   8   -   UI8  

INTERVIEWER:  Hi,  Thanks  for  joining!  I  already  gave  you  a  little  introduction  into  my  Master                
thesis  topic  and  as  I  said,  the  interview  has  two  parts.  One  part  is  just  general  questions                  
about   traveling,   crowding   and   the   second   part   is   a   specific   case   and   I'll   just   jump   in.  

So  I  would  like  to  start  with  the  just  asking  you  about  your  travel  habits  and  it's  a  very  open                     
question  just  to  warm  up.  And  so  the  question  would  be  how  often  do  you  travel  and  are  you                    
travelling  alone  or  mostly  with  someone  and  are  you  flying  or  what  transportation  do  you                
use?   

UI8:  Okay  so  I  would  have  two  bigger  trips  a  year  and  maybe  a  few  smaller  ones  somewhere                   
close  and  there  I  probably  go  by  car  like  to  Poland  or  Estonia.  Bigger  trips  I  plan  like  maybe                    
3  months  before  and  it  is  mostly  flying,  yes.  I  travel  with  my  boyfriend  and  friends,  once  a                   
year   I   also   do   a   small   trip   with   my   family.   
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INTERVIEWER:   How   do   you   select   a   destination   for   a   trip?   

UI8:  Oh,  when  I  think  about  some  recent  trips  it  has  been  different.  I  went  to  Thailand                  
because  I  felt  like  going  to  Asia  and  searched  for  tickets  only  to  that  area.  Then  another  time                   
my  friend  had  a  competition  in  California  so  we  decided  to  combine  it  with  a  roadtrip,  so  that                   
was  the  trigger  kind  of.  Another  times  I  have  gone  to  certain  places  because  my  friends  lived                  
there  and  I  could  stay  with  them.  then  also  sometimes  it  was  with  a  certain  purpose  like  a                   
skiing  or  hking  trip  so  went  to  areas  with  mountains.  But  I  also  do  a  lot  of  research  before                    
and   check   the   cheapest   tickets   and   best   times.  

INTERVIEWER:  And  how  about  attractions  or  museums,  how  do  you  decide  what  are  you               
going   to   visit?   

UI8:  I  like  to  plan  a  lot  and  I  enjoy  the  planning  process  so  I  tend  to  have  a  word  or  excel  file                        
with  lists  of  places  I  want  to  go.  So  I  would  Google  normally,  read  reviews,  ask  friends  if  they                    
have  been  at  a  location  before.  Then  I  would  see  what  I  am  more  interested,  how  much  time                   
I  have  etc.  So  I  would  probably  have  a  few  ideas  for  what  to  do  there  but  it  would  still  be                      
flexible   at   a   destination,   I   would   not   have   a   plan   for   each   day   per   hours.   

INTERVIEWER:  So  how  do  you  usually  plan  the  trip  before  like  when  you're  saying  that  you'd                 
like   to   do   the   research   beforehand.   What   tools   do   you   use?   

UI8:   Google   search   and   whatever   comes   up   there,   social   media,   some   blogs,   Tripadvisor.   

INTERVIEWER:  All  right.  Do  you  do  ever  download  some  travel  apps  which  are  specific  for  a                 
location,   like   local   travel   apps?  

UI8:  Sometimes,  for  example,  when  I  went  to  London  I  used  their  own  London  travel  app  –                  
Visit  London  or  something.  It  was  super  nice  because  it  suggests  places  to  visit  and  you  can                  
also  save  the  places  on  map,  it  automatically  adds  them  to  your  map  and  you  can  also  use  it                    
offline.   It   was   very   useful.   

INTERVIEWER:  Great!  What  information  is  very  important  for  you  to  have  when  planning              
these   trips,   what   were   you   looking   for   on   this   app,   for   example?   

UI8:  I  want  to  know  what  places  are  must  see  and  where  they  are,  what  are  some  cool                   
experiences  at  a  destination,  maybe  a  local  cooking  class,  for  example.  I  am  looking  for  tips                 
of  places  to  visit  but  also  for  some  pragmatic  tips  –  how  to  get  to  a  specific  place,  what  are                     
opening   hours,   what   not   to   do   etc.   

INTERVIEWER:  All  right.  Have  you  ever  experienced  any  barriers  or  issues  when  planning  a               
trip   or   visit   of   particular   destination?   

UI8:  well,  usually  I  find  what  I  am  looking  for  ..  Sometimes  I  feel  like  the  expectations  do                   
not  really  meet  with  the  reality,  for  example,  you  would  see  all  those  beautiful  Instagram                
images  and  read  great  blog  posts  about  a  place  but  then  when  you  go  there,  you  realize  it  is                    
different  –  maybe  it  is  crowded  or  not  cosy  or  dirty.  So  I  think  the  internet  does  not  give  the                     
full   image   always.   

INTERVIEWER:  Great.  All  right  then.  What  makes  you  download  an  app  like  Visit  London  and                
what   are   your   expectations   from   an   app   like   that?   

UI8:  It  is  convenient  and  gives  me  relevant  content  on  the  the  go,  also  offline  when  I  do  not                    
have  internet  connection.  It  is  very  nice  when  travelling  and  it  can  be  personalized  so  I  can                  
save   my   favourite   places   and   have   access   to   them   any   time.   
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INTERVIEWER:  Have  you  experienced  really  crowded,  really  busy  places  where  you  really  felt              
like   that   is   damaging   your   experience   at   the   place.   

UI8:  Yes,  for  example,  in  Barcelona,  around  some  areas,  I  remember  we  went  to  Sagrada                
church   and   it   was   crazy,   many   people   and   we   had   to   get   the   tickets   for   later   time.   

INTERVIEWER:  Okey  and  Have  you  tried  to  check  beforehand  if  a  place  you  are  planning  to                 
go   is   busy   at   specific   times?   

UI8:  Not  really  to  be  honest.  I  mostly  decide  about  a  specific  place  for  sure  when  I  am                   
already   at   the   destination   so   then   I   try   to   figure   it   out.   

INTERVIEWER:  Great,  now  I  would  like  you  more  about  privacy  -  many  of  the  new  tools  like,                  
for  example,  Amsterdam  city  card.  They're  actually  now  tracking  visitor  location  constantly             
and  they're  doing  it  because  they're  trying  to  see  the  patterns  how  visitors  are  moving  in  the                  
city  and  that  information  they  are  using  in  order  to  improve  the  whole  infrastructure  in  the                 
city.  My  question  is  do  you  do  see  any  issues  with  this  if  that  is  that  would  that  be  a  problem                      
for   you?  

UI8:  Yea  I  do  not  think  that  I  would  consider  that  fact,  I  mean  when  getting  the  card  I  am                     
not  sure  I  would  think  much  about  the  fact  that  I  am  being  tracked.  And  yea  well  they  track                    
patterns   I   guess   not   me   as   individual   more   like   in   a   group   seeting.   

INTERVIEWER:  all  right,  thanks.  I  would  show  you  a  case  which  is  called  live  lines.  It  was  a                   
project  last  year  in  Amsterdam,  and  that's  a  screenshot  because  it's  not  live  anymore.  So  it                 
was  a  trial  project  for  three  months  and  it  was  in  Dutch.  So  what  they  did  they  put  the                    
information  about  the  waiting  times  in  the  line  from  10  most  popular  museums  in               
Amsterdam.  So  Van  Gogh  Museum,  Rijksmuseum  and  very  popular  attractions  on  the  main              
I'm  Amsterdam  website,  which  is  the  main  Amsterdam  website.  Have  you  been  in              
Amsterdam?  So  they  put  this  information  online  for  three  months  and  I  tried  to  research  how                 
people   are   interacting   with   this   information.   

So  my  question  for  you  is  how  would  you  interact  with  this  information?  How  would  you  use                  
it?   

UI8:  I  would  check  it  before  going  to  a  place  and  see  how  long  are  the  waiting  times  and                    
then  decide  okey  maybe  I  should  go  in  later  evening  or  so,  I  think  yea  I  would  try  to  change                     
my  plan,  if  I  really  want  to  visit  the  place  and  it  is  high  on  my  list.  But  yea  it  would  need  to                        
have  attractions  I  am  planning  to  visit  otherwise  it  is  not  really  relevant  I  guess  and  I  would                   
not   use   the   tool.   

INTERVIEWER:  And  in  your  own  opinion,  what  is  the  benefit  for  travellers  from  a  tool  like                 
this?  

UI8:  Opportunity  to  save  a  lot  of  time  and  avoiding  getting  annoyed  standing  in  line  for  one                  
hour.  It  gives  freedom  to  plan  your  stay  at  a  destination,  I  can  decide  if  I  want  to  go  later  or                      
go  to  another  attraction  with  shorter  line.  I  mean  it  is  super  convenient  when  you  think  about                  
it.   I   just   wonder   how   would   I   discover   this   tool,   where   would   I   get   information   about   it!   

INTERVIEWER:  What  information  do  you  think  would  be  nice  to  have,  would  be  important  to                
have   to   be   integrated   together   with   the   waiting   times?  

UI8:  Maybe  more  information  about  the  attraction  itself,  what  actualities  there  are,  how  to               
get  there,  that  kind  of  things  –  like  all  in  one.  Suggestions  where  to  go  instead  of  standing  in                    
line  perhaps.  I  think  it  is  useful  to  provide  more  information  than  just  the  line  length  which  is                   
super   cool   and   better   with   other   information   combined.   
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INTERVIEWER:  Perfect,  thank  you  and  I  don't  have  anymore  questions.  So  I  will  say  thank                
you  and  also,  do  you  have  any  additional  comments  or  opinions  about  anything  we  talked                
about?  

UI8:   mm   no,   I   don´t   think   so,   but   it   was   an   interesting   talk.   

INTERVIEWER:   Thank   you!   Alright.   Let's   stop   it   here.  

 

USER   INTERVIEW   9   -   UI9  

INTERVIEWER:  So  to  start  I  would  like  to  ask  you  about  your  travel  habits,  could  just  tell  me                   
how  often  do  you  travel  with  say  amount  of  trips  per  year  and  also  how  long  in  advance                   
would   you   plan   the   trip?   

UI9:  I  travel  a  lot  for  work  and  also  just  leisure  trips.  I  normally  fly  several  times  a  year,  also                     
because  I  live  in  London  but  my  family  friends  are  located  in  several  places  in  Europe  –                  
Slovakia,   France,   Denmark   etc.   

INTERVIEWER:   How   do   you   decide   which   attractions   are   you   going   to   visit   at   a   destination?  

UI9:  I  am  usually  aware  of  the  main  attractions  mostly  but  then  I  just  Google  around  and                  
find  some  local  places  which  are  interesting  for  me.  And  I  am  spontaneous,  I  just  decide  at  a                   
destination   which   place   I   will   go   exactly.   So   depends.  

INTERVIEWER:  What  digital  tools  are  you  using  for  travel  planning  and  what  benefits  they               
provide   to   you?  

UI9:  I  use  a  lot  like  "Google  Maps  for  land  transport  planning,  car,  public  transport,  biking                 
and   car   directions.   Also   TrainLine   for   planning   of   train   journeys   between   cities  

And  Skyscanner  for  flight  comparisons.  I  also  use  different  airline  Apps  for  booking,              
checking,  flight  monitoring  and  uber  and  other  taxi  apps  for  quick  city  transportation  with               
better   planning   than   traditional   taxis.  

INTERVIEWER:  All  right,  and  have  you  ever-downloaded  local  apps  which  are  made  by  the               
location   itself?  

UI9:  Hmm,  not  that  I  remember,  I  don´t  think  I  have  done  it.  I  mostly  use  Google  search                   
once   I   am   already   at   a   destination.   

INTERVIEWER:  All  right,  what  are  your  expectations  from  a  travel  app,  what  makes  you               
download   one?   

UI9:  Well  it  has  to  fulfill  some  certain  need  or  issue,  like  helping  to  get  from  one  place  to                    
another,   giving   me   relevant   information,   making   my   life   and   trip   easier.   

INTERVIEWER:  Have  you  made  a  decision  regarding  some  of  your  trips  followed  by  tips  from                
friends,   social   media,   peer   reviews?  

UI9:  Definitely,  I  get  inspired  by  social  media  and  what  my  friends  share  and  value  the                 
recommendations   of   my   friends   highly!   

INTERVIEWER:  Alright,  now  I  would  like  to  switch  the  topic  over  to  overtourism  and  crowding                
in   tourism.   What   is   your   opinion   regarding   overtourism?  
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UI9:  Well  as  my  job  is  related  to  tourism  I  know  that  many  cities  that  currently  experience                  
overtourism  are  already  developing  various  strategies  to  manage  masses  with  various            
regulations  for  airbnbs,  sustainable  taxation,  focusing  on  promotion  and  development  of  less             
other  areas  in  the  destination.  Some  other  destinations  are  taking  more  drastic  approaches              
such  as  Maya  Bay  in  Thailand  which  closed  themselves  for  a  certain  period  of  time  to                 
regenerate,  rebuild  and  rethink  their  tourism  strategies.  So  I  think  there  are  potential              
solutions  for  overtourism,  but  that  requires  the  destinations  to  work  with  various             
stakeholders  to  better  distribute  incoming  tourism.  If  not  there  will  be  more  cities  where  the                
locals   consider   tourism   having   more   of   a   negative   impact   rather   than   positive.  

INTERVIEWER:  As  you  are  professionally  linked  to  tourism  industry  and  work  within  TUI              
Group,  I  would  like  you  to  ask  -  Does  TUI  Group  have  any  current  policies/initiatives/projects                
devoted   to   overtourism?   

UI9:  TUI  is  an  integrated  tourism  business  consisting  of  various  tour  operators  (package              
holidays  as  well  as  specialist  tour  providers),  cruise  lines,  destination  services  providers,  etc.              
The  main  product  are  Sun  &  Beach  holidays,  typically  not  based  in  the  middle  of  bigger  cities,                  
but  around  beach  areas.  While  majority  of  our  destinations  around  the  world  clamour  for  the                
social  and  economic  benefits  that  tourism  brings,  there  ale  also  some  destinations  where              
overtourism  is  growing,  such  as  Palma  de  Mallorca.  To  address  this  we  remain  live  to  these                 
issues  by  working  closely  with  governments  and  authorities  to  plan  our  programmes,  making              
long-term  commitments  to  their  economies,  developing  strong  relationships  and  projects           
with  suppliers  and  other  stakeholders  in  destinations.  For  example,  we  work  on  developing              
more  unique  excursions  called  TUI  Collection,  which  often  offer  customers  less  explored             
areas  or  bring  them  to  popular  sites  before  crowds  arrive.  Visiting  our  TUI  Care  Foundation                
projects   which   are   not   typical   tourist   excursions,   is   also   an   are   of   expansion.  

INTERVIEWER:  All  right.  Thank  you.  Now  I  would  like  to  tell  you  a  bit  about  the  project  called                   
live  lines  in  Amsterdam  and  I  would  like  to  show  you  a  screenshot  of  the  project.  So  the                   
project  was  developed  by  Amsterdam  marketing  company  and  what  they  did  -this  is  a               
screenshot   because   the   project   is   not   live   anymore.  

What  they  did  they  put  on  their  website  an  opportunity  to  see  the  length  of  the  lines  of  the                    
10  most  popular  museums  and  attractions  in  Amsterdam,  that  would  be  Van  Gogh  Museum,               
Anne  Frank  House,  places  where  people  usually  have  to  wait  sometimes  two  or  three  hours.                
So  that  was  live  for  three  months  only  in  Dutch  and  I  would  like  to  ask  you  some  questions                    
about   that.  

How  would  you  use  and  interact  with  this  information  (Live  Lines  project)  as  a  visitor  in                 
Amsterdam?   

UI9:  I  would  really  appreciate  such  information,  so  that  I  can  plan  my  day  around  and  avoid                  
such  long  queues.  Even  google  offers  peak  times  information  on  many  sites/restaurants,             
which   I   usually   look   at   and   make   a   decision   if   to   visit.  

INTERVIEWER:  Great.  In  your  opinion,  what  is  the  benefit  to  city´s  visitors  from  Live  Lines                
project?  

UI9:  Well  visitors  can  better  plan  their  day  and  use  their  time  more  efficiently.  This  will  also                  
enhance   their   experience   and   perception   of   the   destination   I   think.  

INTERVIEWER:  Okey,  great.  In  your  opinion,  what  makes  people  accept  digital  tools  for              
travel   planning   (mobile   applications,   web   based   tools   etc)?  

UI9:  I  think  it  depends  on  the  segment  -  some  people  are  more  mobile  friendly  than  others.                  
We  still  have  people  who  book  their  holidays  through  a  retail  shop,  so  they  might  be  slower                  
in  adapting  to  such  tools.  However,  on  the  other  side  there  is  more  and  more  people  taking                  
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advantage  of  the  apps  and  other  online  tools  to  help  them  with  their  holiday  planning.  If  they                  
see   a   clear   benefit   -   be   it   price   or   time,   there   is   a   higher   chance   to   influence   their   behaviour.  

INTERVIEWER:  Great,  last  think  I  would  like  to  talk  about  is  regarding  data  privacy  so  some                 
of  the  new  tools  like  for  example  Amsterdam  City  card,  they  are  right  now  tracking  the                 
travellers  location  and  they're  doing  it  in  order  to  see  how  the  travellers  are  moving  within                 
the  city.  So  what  paths  they're  taking  and  which  places  are  more  crowded  and  they  are  doing                  
that  to  improve  the  infrastructure  and  yeah,  actually  improve  the  overall  experience  for  both               
travellers  and  locals  and  my  question  for  you  is  do  you  see  any  issue  with  this  regarding  data                   
privacy?   And   would   that   be   a   problem   for   you   sharing   your   location   constantly?  

UI9:  No,  that  honestly  is  not  an  issue  for  me  as  it  is  nothing  new,  everyone  is  being  tracked                    
constantly.  Privacy  would  be  a  bigger  matter  when  any  kind  of  booking  and  monetary               
transactions   are   involved.   

USER   INTERVIEW   10   -   UI10  

INTERVIEWER:  Hi,  thanks  for  joining.  For  the  start  I  would  like  to  ask  you  about  your  travel                  
habits,  could  just  tell  me  how  often  do  you  travel  with  say  amount  of  trips  per  year  and  also                    
how   long   in   advance   would   you   plan   the   trip?   

UI10:  I  used  to  travel  more  but  now  due  to  having  a  kid  I  am  travelling  less  but  still  a  couple                      
of  times  a  year  –  every  2  months  or  so.  For  now  it  is  mostly  within  Europe  so  short  flights,  I                      
plan   the   travels   a   bit   in   advance   –   at   least   a   month   before.   

INTERVIEWER:   How   do   you   decide   on   a   specific   destination   for   a   trip?  

UI10:  Now  it  is  prettz  much  just  visiting  my  friends  and  family  so  whereever  they  are,  then  I                   
plan   trips   around   that.  

INTERVIEWER:   How   do   you   decide   which   attractions   are   you   going   to   visit   at   a   destination?  

UI10:   I   use   guidebooks   and   web   mostly.   Yea   I   get   inspiration   there.   

INTERVIEWER:  What  digital  tools  are  you  using  for  travel  planning  and  what  benefits  they               
provide   to   you?  

UI10:  I  am  using  mostly  the  web  and  not  necessarily  apps.  I  am  a  research-kind  of  person                  
and  combine  information  from  different  sites,  but  also  have  a  -  very  classical  -  approach:                
printed   versions   like   lonely   planet   for   planning   and   inspiration.  

INTERVIEWER:  All  right,  eventhough  you  say  you  do  not  use  apps,  have  you              
ever-downloaded   local   apps   which   are   made   by   the   location   itself?  

UI10:   Well,   no,   I   don´t   remember   a   case   like   that.   

INTERVIEWER:  Okey,  if  you  were  to  download  one,  what  are  your  expectations  from  a  travel                
app?   

UI10:  It's  time-saving,  "light  packing",  you  are  up-to-date  and  have  all  info  within  one               
device.   For   tech-savvy   and   connected   folks   it's   part   of   their   daily   bread.   

INTERVIEWER:  Great,  my  next  question  is  -  Have  you  made  a  decision  regarding  some  of                
your   trips   followed   by   tips   from   friends,   social   media,   peer   reviews?  

UI10:  yes,  I  regularly  read  different  opinions  about  some  destinations  both  online  and  offline               
thus  of  course  I  get  influenced  by  other  opinions.  I  also  value  my  friends´  opinions  a  lot  –                   
very  often  I  ask  for  tips  to  friends  if  I  know  they  have  been  to  a  place  I  am  going  to  and  I                        
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value  that  more  than  let´s  say  Tripadvisor  because  it  is  personal  feedback  from  someone  I                
am   close   to.   

INTERVIEWER:  Alright  great,  next  I  would  like  to  switch  the  topic  over  to  overtourism  and                
crowding  in  tourism.  What  is  your  opinion  regarding  overtourism,  what  have  you  heard  or               
read?  

UI10:  Overtourism  is  of  course  not  optimal,  especially  for  the  locals.  They  will  get  annoyed                
with  tourists  and  tourists  on  the  other  hand  will  have  a  poor  experience.  Their  expectations                
might  not  be  met  and  the  destination  will  lose  it's  charm.  The  struggle  will  also  be  to  manage                   
the  crowds  and  avoid  serious  consequences  in  regards  to  architecture  and  sights  but  also               
"well-being"  of  the  people  living  in  the  city,  having  for  examle  to  deal  with  the  amounts  of                  
tourists.  For  businesses,  however,  like  restaurants  or  hotels  etc.  this  can  be  a  very  lucrative                
outcome,  since  the  demand  is  high,  they  can  ask  for  very  high  prices  -  of  course  to  the                   
disadvantage  of  the  locals.  Meaning  the  economy  of  the  destination  is  on  the  rise.  It  would                 
be   great   to   build   attractions   in   the   peripherals   of   those   destinations   to   losen   up   the   crowds.  

INTERVIEWER:  All  right.  Thank  you.  Now  I  would  like  to  tell  you  a  bit  about  the  project  called                   
live  lines  in  Amsterdam  and  I  would  like  to  show  you  a  screenshot  of  the  project.  So  the                   
project  was  developed  by  Amsterdam  marketing  company  and  what  they  did  -this  is  a               
screenshot   because   the   project   is   not   live   anymore.  

What  they  did  they  put  on  their  website  an  opportunity  to  see  the  length  of  the  lines  of  the                    
10  most  popular  museums  and  attractions  in  Amsterdam,  that  would  be  Van  Gogh  Museum,               
Anne  Frank  House,  places  where  people  usually  have  to  wait  sometimes  two  or  three  hours.                
So  that  was  live  for  three  months  only  in  Dutch  and  I  would  like  to  ask  you  some  questions                    
about  that.  How  would  you  use  and  interact  with  this  information  (Live  Lines  project)  as  a                 
visitor   in   Amsterdam?  

UI10:  What  a  fantastic  idea!  I  love  it.  We  live  in  an  online  world,  being  non-stop  connected                  
and  the  smartphone  being  our  best  or  most  useful  travel  companion,  so  with  for  example                
push  notifications  -  if  someone's  interested  and  signed-up,  the  person  can  be  updated              
regularly  on  the  waiting  times  for  the  museums  he  /  she  wants  to  visit.  They  could  add  cafes                   
or  other  activities  as  alternatives  to  kill  the  time.  Or  they  could  sell  tickets  for  specific                 
times...  also  an  idea,  so  expectations  are  set  on  both  sides.  I  think  the  struggle  could  be  with                   
older   or   more   conservative   folks   who   are   not   very   connected.  

INTERVIEWER:  Great,  last  thing  I  would  like  to  talk  about  is  regarding  data  privacy  so  some                 
of  the  new  tools  like  for  example  Amsterdam  City  card,  they  are  right  now  tracking  the                 
travellers  location  and  they're  doing  it  in  order  to  see  how  the  travellers  are  moving  within                 
the  city.  So  what  paths  they're  taking  and  which  places  are  more  crowded  and  they  are  doing                  
that  to  improve  the  infrastructure  and  yeah,  actually  improve  the  overall  experience  for  both               
travellers  and  locals  and  my  question  for  you  is  do  you  see  any  issue  with  this  regarding  data                   
privacy?   And   would   that   be   a   problem   for   you   sharing   your   location   constantly?  

UI10:   I   don´t   think   it   is   an   issue   for   me,   I   would   not   think   about   it   much,   to   be   honest.   

INTERVIEWER:  Thanks  for  your  opinions,  this  is  the  end  of  the  interview  -  Do  you  have  any                  
further   comments?  

UI10:  Well  yea  I  am  just  thinking  -  Already  heaviliy-advertised  a  destinations  off  the  beaten                
track  to  attract  visitors  to  other  destinations  for  an  individual  experience  but  also  to               
"de-centralise".   I   think   it's   a   matter   of   great   marketing   and   setting   the   expectations   right.  

INTERVIEWER:   Great,   thank   you   for   your   time!   
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USER   INTERVIEW   11   -   UI11  

INTERVIEWER:  Hi,  thanks  for  joining.  For  the  start  I  would  like  to  ask  you  about  your  travel                  
habits,  could  just  tell  me  how  often  do  you  travel  with  say  amount  of  trips  per  year  and  also                    
how   long   in   advance   would   you   plan   the   trip?   

UI11:  Okey  sure,  normally  I  travel  maybe  4  –  5  times  a  year.  That  would  be  private  trips  but                    
I  also  need  to  travel  for  work  and  that  can  be  quite  short  notice  depending  on  assignment.                  
My  private  trips  I  plan  quite  in  advance,  normally  a  few  months  as  I  need  to  plan  my  holidays                    
in   connection   with   work.   

INTERVIEWER:  Great  and  how  do  you  decide  which  attractions  are  you  going  to  visit  at  a                 
destination?  

UI11:  I  use  a  lot  of  Google  Search  and  start  from  there,  I  am  also  using  a  lot  of  what  I  have                       
heard  from  my  friends  like  tips  and  advises,  that  always  influences  me  when  I  decide  about  a                  
specific  place.  Mostly  just  Google  search  and  see  what  comes  up.  To  be  honest  I  am  a  terrible                   
planner   and   usually   just   show   up   and   start   planning   when   already   at   the   destination.  

INTERVIEWER:  What  digital  tools  are  you  using  for  travel  planning  and  what  benefits  they               
provide   to   you?  

UI11:  AirBnB,  Tripadvisor,  Booking.com,  blogs  etc.  The  stuff  found  on  google  is  definitely              
useful  -  and  I  do  pay  attention  to  peer  reviews  when  e.g.  looking  for  restaurants  or                 
accommodation.  

INTERVIEWER:  All  right,  have  you  ever-downloaded  local  apps  which  are  made  by  the              
location   itself?  

UI11:  Oh,  well  I  have  used  some  local  transport  apps  for  getting  from  one  place  to  another                  
but   not   for   really   tourism   goal.   

INTERVIEWER:  Okey,  if  you  were  to  download  an  app,  what  are  your  expectations  from  a                
travel   app?   

UI11:  For  me,  any  new  app  needs  to  be  seen  as  credible  and  worth  the  effort.  Credibility  can                   
be  achieved  e.g.  through  peer  reviews  or  recommendations  by  a  friend.  Sometimes  if  a               
trusted  player  (e.g.  City  of  Amsterdam)  is  behind  the  app,  it  might  have  higher  credibility                
from  the  start.  Effective  marketing  and  communications  is  of  course  key,  so  people  know  of  it                 
in   the   first   place.  

INTERVIEWER:  Great,  my  next  question  is  -  Have  you  made  a  decision  regarding  some  of                
your   trips   followed   by   tips   from   friends,   social   media,   peer   reviews?  

UI11:  Yes,  I  use  review  sites  like  Tripadvisor  a  lot  when  planning  and  when  already  at  a                  
deatination.  Also  social  media  I  use  as  inspiration  very  often,  I  tend  to  save  interesting                
places   and   read   on   them   later.   

INTERVIEWER:  Alright  great,  next  I  would  like  to  switch  the  topic  over  to  overtourism  and                
crowding  in  tourism.  What  is  your  opinion  regarding  overtourism,  what  have  you  heard  or               
read?  

UI11:  It's  a  complex  phenomenon  and  finding  the  right  balance  is  hard.  It  needs  to  be  taken                  
seriously  and  should  be  mitigated  through  pricing,  regulations  as  well  as  raising  awareness              
and  affecting  consumers'  choices.  In  addition  to  the  above,  to  my  knowledge  e.g.  Iceland,               
Berlin  and  New  York  are  suffering  from  overtourism.  I'm  not  an  expert  on  this  but  to  my                  
understanding,  in  the  future  many  Asian  cities  might  suffer  from  this  as  their  urban               

 
  119  



9/16/2019 Master Thesis Final - Google Docs

https://docs.google.com/document/d/18bxrW_WXuDsKG-U757l3wqBp5DbF5oacC_ckthOWxCI/edit#heading=h.ji4dajtrm1xo 120/121

 

infrastructure  is  not  developed  enough  even  for  their  own  growing  populations,  let  alone              
increasing   numbers   of   tourists.  

INTERVIEWER:  All  right.  Thank  you.  Now  I  would  like  to  tell  you  a  bit  about  the  project  called                   
live  lines  in  Amsterdam  and  I  would  like  to  show  you  a  screenshot  of  the  project.  So  the                   
project  was  developed  by  Amsterdam  marketing  company  and  what  they  did  -this  is  a               
screenshot   because   the   project   is   not   live   anymore.  

What  they  did  they  put  on  their  website  an  opportunity  to  see  the  length  of  the  lines  of  the                    
10  most  popular  museums  and  attractions  in  Amsterdam,  that  would  be  Van  Gogh  Museum,               
Anne  Frank  House,  places  where  people  usually  have  to  wait  sometimes  two  or  three  hours.                
So  that  was  live  for  three  months  only  in  Dutch  and  I  would  like  to  ask  you  some  questions                    
about  that.  How  would  you  use  and  interact  with  this  information  (Live  Lines  project)  as  a                 
visitor   in   Amsterdam?  

UI11:  I  would  definitely  use  it  to  optimize  my  visit  times  to  museums,  if  those  were  on  my                   
agenda   in   the   first   place.  

INTERVIEWER:   In   your   opinion,   what   is   the   benefit   to   the   visitors   from   Live   Lines   project?  

UI11:  I  think  an  app  like  this  can  positively  influence  the  experience  of  the  visitor.  However,                 
it  doesn't  take  away  the  problems  experienced  by  many  locals  in  Amsterdam:  crowded              
streets  and  bike  lanes,  services  targeted  to  tourists  instead  of  locals,  partying  tourists              
making   a   mess,   etc.  

INTERVIEWER:  Great,  last  thing  I  would  like  to  talk  about  is  regarding  data  privacy  so  some                 
of  the  new  tools  like  for  example  Amsterdam  City  card,  they  are  right  now  tracking  the                 
travellers  location  and  they're  doing  it  in  order  to  see  how  the  travellers  are  moving  within                 
the  city.  So  what  paths  they're  taking  and  which  places  are  more  crowded  and  they  are  doing                  
that  to  improve  the  infrastructure  and  yeah,  actually  improve  the  overall  experience  for  both               
travellers  and  locals  and  my  question  for  you  is  do  you  see  any  issue  with  this  regarding  data                   
privacy?   And   would   that   be   a   problem   for   you   sharing   your   location   constantly?  

UI11:  That  isn´t  an  issue  for  me.  It  is  also  with  a  purpose  –  data  is  gathered  with  a  higher                     
purpose   thus   that   in   my   opinion   is   even   better   to   be   honest.   

INTERVIEWER:  Great,  then  thanks  for  your  opinions  and  time,  this  is  the  end  of  the                
interview.   
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Appendix   C:   Data   Visualisations   

 

Visualisation   -   Hierarchy   chart   of   coded   nodes  

 

Visualisation   -   Chart   of   the   Matrix   of   Nodes   Intersection  
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