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As earlier people went on holidays for the relaxation and the feeling of es-
cape from the ordinary weekdays, nowadays most of them cannot imagine
to spend a few days without internet connection or their smartphones dur-
ing travels. The benefits of using smart phones and social media cannot be
questioned, however, the drawbacks have to be also considered. To reveal
the cons and pros of the phenomenon, first a brief theoretical overview of
the topic is introduced, and then the analysis of the results of the empiri-
cal research involving 386 people in Hungary are put into the focus of this
paper. The online survey conducted in Autumn 2019 gave the opportunity
to study the mobile phone and social media usage habits of the Hungari-
ans during their holidays. Simple descriptive statistics and the method of
multidimensional scaling (mds) with alscal procedure were applied to
illustrate the perceptions and attitudes of the respondents, and to interpret
the hidden relationships among the variables. The results show that the
smart tools and social media are organic parts of the holidays: 90 of the
respondents use social media platform like Facebook daily, and 48 said
that they use their mobile phones less during holidays compared to the ev-
eryday. However, only 13.5 of themwould be willing tomitigate the usage
of smart devices totally, while in case of social media usage this proportion
is higher, 37.9.
Key Words: tourism, smart tools, social media, consumer behaviour,
digital detox
jel Classification: z33
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Introduction
Digital transformation is not optional anymore; all sectors are highly
exposed to it, which brought considerable changes in consumer be-
haviour and in the whole environment of the insdustries (Tomičić Fur-
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jan, Tomičić-Pupek, and Pihir 2020; Marušić et al. 2019; Bach et al. 2019;
Gössling 2021). The importance of using modern technology, social me-
dia in tourism sector is recognised by most service providers (Paliokas et
al. 2020). However, there are still some cultural institutions in the world,
which are reluctant to use digital solutions which could make them to be
more visible (Akca 2020).
In the digital era, the info-communication and technological (here-

inafter ict) innovations have also significantly changed the consumer
behaviour of tourists. The opportunities provided by the smart tools, the
applications and the different online platforms make the travel decision-
making process easier, faster andmore transparent. The tools are colorful:
travel recommender systems, even data mining applications were devel-
oped (Renjit, Sreekumar, and Jathavedan 2020; Bach et al. 2019). People
often choose their next destinations based on others’ reviews, photos or
suggestions, book their flights and the accommodations on their mobiles,
and share their real-life holiday experiences via smart tools. A research
made inMalaysia revealed, that the socialmedia is the strongest influenc-
ing factor for millennials when making domestic travel decisions (Moor-
thy et al. 2020).
Social media had an important role even in case of group travels, since

in certain situations it is vital in replanning the on-site activities, getting
information about local news and connecting to travel mates and fam-
ily at home (Fardous, Du, and Hansen 2020). Furthermore, social media
can also contribute to getting knowledge about the destination, and to
sociological adaptation (Li et al. 2020).
Thanks to the Internet and social media, more and more destinations

can open their gates for potential travellers. Travellers may reach desti-
nations, they have never heard about before, and make them known for
others by sharing their experiences immediately on site, which facilitates
the phenomenon of overtourism. Therefore, it is important to make de-
cisions consciously and think over their long-term effects in the sake for
sustainable development and responsible behaviour (Moric 2013).
The tourists’ behaviour and their needs have gone through a consider-

able change that also have made a shift in the supply side of the destina-
tions. In the mid of the 20th century, whenmass tourism started to flour-
ish, people wished to travel to destinations providing the combination
of ‘sun, sea and sand’ (Aguiló, Alegre, and Sard 2005). The destinations
and service providers struggled to build their activities on this combina-
tion that strongly depended on seasonality and the tourism infrastruc-
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ture. Therefore, many destinations left out of tourism due to the lack of
‘basic’ elements of the touristic operations. More and more destinations
recognized the potential in tourism and started to consciously build out
the basic and touristic infrastructure. Not only the ‘sun and sand’ desti-
nations benefited from tourism, but also the destinations with natural or
cultural attractions can enter the tourismmarket. Destination marketing
organizations, national tourism organizations also use social media as a
marketing tool, meanwhile it could also be utilized as a customer ser-
vice tool (Usakli 2017; Ćurlin, Pejić Bach, and Miloloža 2019; Molina et
al. 2020).
Social networks can also help in the branding of different destina-

tions or service providers (Blace, Coric, and Juric 2015; Huerta-Alvarez,
Cambra-Fierro, and Fuentes-Blasco 2020; Peco-Torres, Polo-Pena, and
Frias-Jamilena 2020; Barreda et al. 2020; Moro and Rita 2018; Yu, Xie,
and Wen 2020). Seo, Park, and Choi (2020) conducted a research among
airline social media users about ‘the effect of social media usage charac-
teristics on electronic word-of-mouth (e-wom), trust, and brand equity.’
It turned out, that the e-wom had determining impact on trust, brand
awareness and brand image (Seo, Park, and Choi 2020).
However, the attractions themselves are not satisfying for the tourists

anymore. They want experiences that they can share offline (with their
travel companions) and online (with their fellows on social media (Falk
and Hagstein 2020). Behind the travel motivation, there is often a push
from friends on socialmedia, who post their travel experiences on photos
or videos (Aggarval andGour 2020; Latif et al. 2020). Mainly the younger
generations do not want to lag, and target the next tourist destinations
under this pressure. Being continuously online and using our smart tools
without stop pervade our holidays, as well. Using the navigation, search-
ing for good-rated restaurants, reading qr codes for getting information
on site are all the parts of holidays for better tourist experiences and sat-
isfactions. Moreover, these experiences have to be or must be shared on
socialmedia that also needs the inevitable use of smart tools. Socialmedia
has become a fundamental attribute of holidays, which creates an inter-
active platform for communication being beneficial to all parties (Ai, Lv,
and Gursoy 2020). Reviews, feedback written by the users are not only
useful for other tourists, but also the service providers can benefit from
them (Leung et al. 2013). Social media can support the increase in effec-
tiveness of knowledge management and business operations of the com-
panies, services providers (Kašćelan et al. 2020). To be able to maintain
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the competitiveness and increase the market share on the market, ser-
vice providers have to keep up with the latest social media trends and to
identify the opportunities and react in time (Mabić, Gašpar, and Lucović
2017).
The advantages of the Internet and social media are undoubted, how-

ever, the focus has started to divert from the original purpose of holidays
just, for example, stepping out from the weekdays, relaxing or discover-
ing. This paper aims to study the role of social media and mobile use in
tourism based on a literature overview, and to reveal the tourists’ habits
of use of smart tools, as well as social media on holidays. 386 Hungarian
people were involved in the empirical research.

Literature Review

the impact of mobile usage on tourists’ behaviour

By the spread of smart phones and tools, calling and texting have become
secondary functions, and the opportunities provided by these smart tools
(e.g. social networking, information search, weather forecast) got into fo-
cus (Yang 2013; Tan et al. 2017). By using mobile devices during travel
gives the opportunity the tourists to be more connected, confident, in-
formed and safe (Wang, Xiang, and Fesenmaier 2016). However, there
are several benefits of mobile usage, that can make our lives and holidays
more convenient, the number of disadvantages is not negligible. Accord-
ing to Travelers Today (2019), people use mobile devices for navigation,
translation, information search, booking, as well as to keep in touch with
friends, to share on social media, either to download travel applications
or use travel guides. Nevertheless, the (excessive) use of these tools can
cause distraction, poor concentration on attractions, the lack of experi-
ence, and less mindfulness.
Travel experts, portals predict that the importance of modern technol-

ogy will even increase in the post-covid world. It will be essential for
travellers to get the latest travel information (Tourwriter 2020). A sur-
vey carried out by Censuswide revealed, that the trust of more than 80
of travellers would be heightened because of modern technology in the
next year. Regarding this trust, most of them (42) have referred to a
special mobile application giving them alerts, notifications during their
trip about possible safety and security threats. Contactless payments and
mobile boarding would also be suitable to ‘increase their confidence to
travel’ Amadeus 2020). The role and the significance ofmobile use are de-
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cisive only during travel, but it has an impact on thewhole travel decision-
making process, too.
Making travel decision can be regarded as a quite complicated pro-

cess that requires various information sources in different phases. The
information search process is very crucial from the destination choice’s
point of view (Bieger and Laesser 2004; Jacobsen and Munar 2012). The
Internet and ict tools have brought a fundamental shift in consumer be-
haviour of tourists already from the first step of the decision-making pro-
cess. The smartphones in people’s pockets have become a perfect travel
companion throughout the whole journey (Thinkwithgoogle 2016).
Mobile devices are important tools of getting tourism information

(Lin, Juan, and Lin 2020). According to the findings of ‘thinkwithGoogle’
research among us people, the 60 of destination information searches
were carried out by mobile devices, while the 31 of the leisure travellers
and more than half of the business travellers booked on smartphones.
Regarding the top travel activities, 44 of the respondents searched for
discounted offers, 35 and 32 looked for destination-related information
before visiting the destination and during their staying. The key findings
of this research show that people desire simplicity and convenience while
they use their smartphones in connection to travel.
While Thinkwithgoogle (2016) analysed usage habits from a practical

perspective, Pavelka (2016) studied smartphone use during travel from
the psychological side, as well. The feeling by using smartphones during
travel was in the focus of the research. Based on the results of the sur-
vey conducted in the uk, 98 of the uk respondents, the travel is more
comfortable by using smartphones; 78 of them feel safer with using a
smartphone.
Other research in the uk (Dickinson et al. 2014) analysed the impor-

tance of mobile applications during travel that has to be more person-
alized, and have to keep up with the latest consumer trends and needs.
Mobile apps with numerous functions drive tourists to download them
since with their usage the trip can be easier. Even though these appli-
cations are getting more popular, 82 of us people have never paid for
downloading apps, rather use free options (Thinkwithgoogle 2016). Ac-
cording to this uk research, the top motivating factor for downloading
travel apps is to make a specific activity or task easier (36). 32 of the
respondents was motivated to download by other recommendations and
to access discount and offers during travel. Usingmobile applications un-
doubtedly make the trip easier, and might make it more meaningful and

Volume 18 · Number 4 · 2020



306 Zsuzsanna Marton and Ildikó Ernszt

informative, however, the questions arise, how tourists can live the expe-
riences while they are stuck to the screen.

social media and travel decision-making
Millions of people use social media sites daily, which became the pri-
mary communication platforms among the most of age groups (Balan
and Rege 2017). Social media has affected consumers’ lives in many ways:
how they perceive the world and their surrounding environments, how
they see others, how they manage the daily tasks, just as purchase pro-
cesses (Månsson 2011). The research of Yang and Wong (2020) revealed
a special aspect of social media during the covid pandemic: the social
media presence and activity functions as a means of distraction the neg-
ative stress regarding covid-19 quarantine.
The role and the impact of social media in tourism is unquestionable.

On the one hand, it influences tourists’ behaviour and business perfor-
mance, on the other hand, it has an effect on the way how the tourists per-
ceive the experiences, what posts they do, what content they share (Law,
Buhalis, and Cobanoglu 2014). Businesses, service providers already rec-
ognized that how they can influence their customers and how they engage
them to choose their services (Nayak, Nayak, and Jena 2020).
Deciding on the potential target destination is never easy since it is

based on a multistep model influenced by many factors (Woodside and
Lysonski 1989). Technological innovations (e.g. the evolution of Web 1.0
to two-way communication sites (Web 2.0 and 3.0) brought new con-
cepts on the tourismmarket as well. Under the concept of Travel 2.0 con-
sumers are empowered by information, they can easily have access to ev-
erything (e.g. experiences, services, and everybody (other travellers and
non-travellers) (Miguéns, Baggio, and Costa 2008; Roblek et al. 2013).
Creating, consuming and diffusing travel information through the Inter-
net in the frame of consumer generated content (cgm) all contribute to
a new approach to the travel decision-making (Al-Tit, Omri, and Hadj
2020). The feedback given by the tourists on social media can boost the
service quality in the future, which increases revisit intension, as well
(Markus et al. 2019).
More researches were conducted about the topic, in which travel

phases tourists use social media most (Balouchi and Khanmohammadi
2015; Hussain, Li, and Wang 2018). The decision-making process can be
divided into three main phases (before, during and after) in which social
media has certain roles according to Dwityas and Briandana (2017).
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In the pre-trip phase, collaboration and interaction are mostly deter-
mining. The first trait of socialmedia in this process can be traced back to
the birth of motivation. In many cases, people are motivated by a photo
uploaded on Facebook or Instagram, and then start to gather specific in-
formation about the destination itself, and make the final choice. Travel
communities, blogs, booking or comparative websites all can help the
decision-making. In this phase, the trust is social media is very impor-
tant, because the reliability and the relevancy of information are ques-
tionable (Tang and Liu 2015). Consumers interact with each other, share
their past experiences, make ratings.
In the ‘during trip’ phase, content sharing gets more importance. Li’s

academic studies have focused on the analysis of the motivations lagging
photo-taking and sharing behaviours during travel (Munar and Jacobsen
2014; Li 2020; Sotiriadis 2017; Pan, Lee, and Tsai 2014). Based on their
findings, the recognition and status, the enjoyment, the disclosure and
the information-giving, external expectations drive people to post and
share photos and videos about their trips.
Furthermore, another study pointed out the significance of sharing and

posting in the post-trip evaluation. According to Kim and Fesenmaier
(2017), those travellers who share their experiences on social media give
more positive post-trip evaluations than who do not share. Taylor inves-
tigated the effects of certain psychological features of travellers regard-
ing sharing photographs in social media. The research strengthened, that
narcissism, envy contribute to the sharing travel photos in social media
as a tool for self-promotion (Taylor 2020).
Tourism experience, which is regarded as a multi-phased, activity-

based process and phenomenon (Wang, Park, and Fesenmaier 2012;
Gretzel, Fesenmaiers, and O’Leary 2016), does exist in all stages of trip
(pre, during and post). It is highly affected by social media through the
stages that evokes emotions and physiological processes (Holbrook and
Hirschman 1981; Kim and Fesenmaier 2017).

digital detox is the new trend
As it was mentioned, digital tools are organic parts of our lives that even-
tually force us to be continuously online and available for everyone in ev-
ery minute. The use of modern tools is both a blessing and a curse in our
lives, because on the one hand, they help tomake our daily lives easier, on
the other hand, they have taken control of us, they demand participation
in almost every moment of our lives.
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Involving in the digital world starts at a younger age: research con-
ducted by Huawei Technologies Hungary among Generation Y parents
shows that about 90 of preschoolers between the ages of 4–6 use smart
devices. In spite of this fact, the parents themselves believe that these
kinds of smart tools should be put in the hands of children much later
(Világgazdaság 2020).
Continuous digital existence, digital ‘readiness’ is also typical during

travel. In addition, many find it difficult to bear the ‘continuous’ presence
of modern technology, the never-ending ‘online’ state, which is quite ex-
hausting, as inmany cases it is already at the expense of rest and complete
relaxation.
However, the continuous ‘readiness’ has been a trend, there was an ur-

gent need to compensate its adverse effects, so a new trend against it ap-
peared, which is called as digital detox (Pawlowska-Legwand andMatoga
2020; Egger, Lei, and Wassler 2020; Fan, Buhalis, and Lin 2019).
More and more people have recognized the need for giving up to be

online and to escape from the digital world for a while. Even if we do not
eliminate the usage of smart tools and social media platforms from our
weekdays, the holiday is an excellent time to start excluding. Wilcock-
son, Osborne, and Ellis (2019) studied the so-called heavy mobile-users
in laboratory after 24 hours from the smart tool withdrawal. After the
withdrawal, the feelings and the general mood of the participants im-
mediately decreased, however, by the end of the day, they started to be
more relaxed and less stressful. Another research (Cai, McKenna, and
Waizenegger 2019) examined the emotional states of the survey partic-
ipants in three phases during their travel after the withdrawal of digital
tools and social media platforms. The research brought similar results,
the participants became more relaxed as the time went by, they enjoyed
the holidays, and spent more meaningful time with their travel compan-
ions.

Methodology
In this chapter, the focus is on the introduction to the research instru-
ments, the data and the sample characteristics, the applied statistical
methods, as well as the validity of the research.

research instruments
Our research aimed to reveal and analyse the smart device usage habits of
people during their travel. A quantitate research was conducted in 2019
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table 1 Structure of the Online Questionnaire

Question block Description

1 General travel habits Frequency of travel
Motivation

2 Mobile phone usage habits during travel Used smart devices
Used smart phone functions
Willingness to mitigation of smart phone

3 Social media usage habits during travel Used social media platforms
Frequency of posts
Willingness to mitigation of smart phone

4 Socio-demographic data collections Age, gender, education, occupation

Autumn in the frame of an online survey involving 386 respondents in
Hungary. Based on the theoretical overview, question blocks with spe-
cific items were defined for compiling the questionnaire (table 1). The
following research questions were drafted:
rq1 How much does smartphone pervade the holidays of the respon-

dents and which functions are determining concerning the usage?
rq2 Howmuch do social media andmobile usage affect the holidays? In

what degree are the tourist able to mitigate their usage? How does
age affect it?

data
Regarding the demographics (table 2) of the survey sample as shown in
table 1, 71.2 of the respondents were female, 28.8 was male. Most of
them (69.9) belong to the youngest age group (18–25), 8.3 represents
the age group between 26–35 years. The respondents aged between 36–
45 years are up to 8.3 in the sample, people above 45 represent ca. 10.
Based on the highest education level of the respondents, those who have
secondary school education showed the highest proportion, which is re-
sulted in the large proportion of the youngest in the sample. Concerning
the travel habits, the 61.7 of the respondents travel once or two times a
year, 22.5 travel three or four times.

statistical methods
To get a reply to the research questions above and to reveal the attitudes
and perceptions of the respondents, descriptive statistical analyses (e.g.
frequencies, crosstabs – Chi-square test) and the method of multidimen-
sional scaling (mds) with alscal procedure were applied. The mds
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table 2 Sample Profile

Category Item n 

Age group – years  .

– years  .

– years  .

– years  .

– years  .

> years  .

Gender Female  .

Male  .

Education Primary school  .

Secondary school  .

College/university  .

Postgraduate/PhD  .

Occupation Student  .

Entrepreneur  .

Public sector employee  .

Private sector employee  .

Retired  .

Other  .

Frequency of travel Not every year  .

– times a year  .

– times a year  .

> times a year  .

model by creating a perception map illustrates the perceptions and pref-
erences of the respondents in two-dimensional space (Malhotra 2002).
Stress-value is the goodness-of-fit statistic that mds tries to minimize;
its value varies between 0 and 0.2. The less the value of stress is, the bet-
ter the fit is (Wilkinson 2013, 188). The statements in the questionnaire
had to be evaluated by the respondents on 5-point Likert scales. For the
analysis of relationships one-way anova is used on 5 significant level.

validity

The research questionnaire was compiled based on the relevant literature
and earlier market researches introduced in the previous chapters, fur-
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table 3 The Popularity of Daily Usage of Different Smart Tools
among the Respondents

Item No Yes

Smart phone . .

Tablet . .

Smart watch . .

Activity tracker . .

Other . .

None . .

notes In percent.

thermore, the applied methods followed them by using 5-point Likert-
scale, which is generally accepted and validated measurement scale.

Results
analysis of tourists’ habits based on smart devices’
usage: the role of smart functions

Regarding the usage of smart devices, smartphone usage is the most de-
termining, 98 of the respondents use it daily. Using other smart tools
like tablet or activity tracker is not so popular, only 5–15 of them use
these tools daily (table 3).
Smart devices provide several opportunities that make holidays more

comfortable and easier for tourists (table 4). 82.64 of the Hungarian re-
spondents uses smart devices for contacting others. Navigation function
can be regarded as important as chatting, since approximately 79 takes
advantage of it. The results show that having smartphones or other smart
tools makes people more confident, even though they do not bring it in
parallel to the sense of safety and security. Surprisingly, the majority of
the respondents (75) do not use smart devices for gathering informa-
tion during travel.
As the result of the mds configuration (figure 1), we can see that the

respondents link certain items together in their perception. The stress-
value is 0.01220 meaning that the map is more than suitable for reliable
interpretation, the results are significant.
According to the perceptions (distances between the points along the

coordinate axis) survey participants differentiate four areas regarding the
smart phone functions in two dimensions. Dimension 1 can be inter-
preted as the degree of importance of the smart phone functions. To
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table 4 Smart Device Functions Used during Travel

Function      Mean

Information . . . . . .

Photos. videos . . . . . .

Navigation . . . . . .

Sense of security . . . . . .

Chat . . . . . .

Confidence . . . . . .

Post . . . . . .

Play . . . . . .

Payment . . . . . .

notes 1 – not at all agree, 5 – totally agree.

figure 1

Perceptual Map
of Smart Device
Functions

I. II

III. IV.

the right of the origo, those functions are located which are more im-
portant for the participant, at the opposite side of the dimension, the
less preferred items can be found. The interpretation of Dimension 2 is
more theoretical. The two opposite end-points of the axis can regarded as
‘safety’ (below) and ‘pastime or entertainment’ (above). We can see that
the Hungarians perceive photo-taking, information-getting and naviga-
tion exactly in the same way. Not only they are just as important for the
tourists, but also the respondents associate themwith very similar content
and needs. Eventually, these three functions (information, navigation and
photo/video-taking) are the core and essential activities during travel.
However, the chat function is located in this quarter of the coordinate
system (perceptual map), it is further from the previous three functions.
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table 5 Cluster-Based Approach of Functions Based on msd Results

Main cluster Sub-cluster Items

1 Fully emotional Entertainment Playing
Posting

2 Emotional & functional Communication
& information

Chat
Photo-taking
Navigation
Information-search

3 Fully functional Payment Payment

4 Emotional & functional Safety Feel of safety
Feel of confidence

According to the interpretation of the dimensions, chat has more enter-
tainment function. Playing on smartphones and posting on social media
are perceived not only less important, but also playing is particularly for
entertainment. In the below quarters, the safety element of the functions
is dominant. Using smart phones provides safety andmakes people more
confident, just as the payment function of them does. Nevertheless, the
last one is less important for the survey participants. According to the
results of the perceptual map, functions can be categorized based on the
degree of emotional benefit (table 5).

social media and smart phone usage habits during
holiday – the degree of willingness of usage
mitigation

As it was described in the literature overview, social media is the organic
part of our lives. The survey results also underpin this statement, hence
almost 90of the respondents use Facebook daily, 64of themuse Insta-
gram. Concerning the social media presence during the holiday, 48 of
the Hungarians never post from holidays, 19 does every day. The per-
ceptual map also illustrated, that posting on social media is not really
important (m = 2.2).
According to the replies, the Hungarians try to mitigate the usage of

smart tools during the holiday, since 78 said that they used less them
compared to everyday habits. The analysed age groups did not show any
significant differences based onone-way anova analysis (p=0.054) on 5
percent significance level, each group struggles to use less. Even the elders
(aged above 65) represent the highest mean value (m = 2.50) (table 6).
However, only half of the respondents (50.8) would be willing to
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table 6 anova Table for the Mitigation of Social Media and Mobile Usage by Age
Groups

Category () () () () ()

Mitigation of smart devices Between Groups .  . . .

Within Groups .  .

Total . 

Mitigation of social media Between Groups .  . . .

Within Groups .  .

Total . 

notes Column headings are as follows: (1) sum of squares, (2) degrees of freedom, (3)
mean square, (4) F, (5) significance.

table 7 The Willingness to Mitigate Smart Devices and Social Media Use During
Travel

Item 1 2 3 4 5

Smart Devices 8.3 19.9 21.0 37.3 13.5

Social Media 3.9 12.5 16.1 29.6 37.9

notes 1 – not at all, 5 – totally. In percent.

eliminate its mobile usage during holidays. This proportion is higher
(67.5) in case of the mitigation of usage of social media platforms (ta-
ble 7).
The younger people testify more active social media presence than

the older respondents. The respondents aged 18–25 post more frequently,
hence sharing experiences more times a day characterizes them mostly.
Respondents above 55 years do not post at all during their holiday.
In case of social media mitigation, the anova analysis showed signif-

icance difference between age groups (p = 0.001 < 0.05) (table 6). The
biggest gap based on the means plot analysis, there is between the re-
spondents aged 18–15 and people above 65 years. Besides, the age group
between 46–55 also stands out in the sample, after the youngest people,
they are those who are willing to mitigate the least the social media usage
during their trip.

Discussion, Implication and Conclusion
Technological innovations, the appearance of smart devices fundamen-
tally changed the tourism industry, including the consumer behaviour
of tourists. In our accelerated world, potential tourists are empowered
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by more information than ever, they can reach any destinations they
want, and they can do all this via a smartphone or a smartwatch. They
go nowhere without their smart ‘buddies,’ not even on holiday. Unfortu-
nately, the holiday seems to lose its traditional value meaning relaxing or
discoveringwith friends or families, instead, people travel to a destination
just to show an image on social media, and keep up with others.
The present study confirms the current trend and the literature review,

earlier market researches that smart devices undoubtedly became the or-
ganic parts of our lives. The survey results also justify the fact that peo-
ple’s holiday and related habits have considerably changed due to tech-
nological innovations and devices. During the holiday, smart devices can
provide many advantages that make the holiday more comfortable. Nav-
igation and chat functions are the most popular among the respondents,
but they also prefer to take photos or play with smart devices.
Some forms of social media platforms are known by all respondents,

but Facebook is the most beloved among them. Posting and sharing ex-
periences on social media are rather preferred by the youngest tourists
(18–25 years), the quarter of them post from holiday daily.
The results suggest that people want to get rid of using smartphones/

devices so much during holiday, however, only a minority of them would
be willing to eliminate its usage during travel.
Not only researches confirmed that the consumer behaviour of the

people changed due to the digitalization, but also consumers often ad-
mit that the disadvantaged and the excessive use of smart devices, espe-
cially during the holiday. The constant online mode can alter the quality
of life and human relationships, too. In 2021 ‘working from anywhere in
the world’ has created the special notion of ‘digital nomad visa, which
creates the possibility of working from abroad for a longer period of time
for remote workers’ (Etias News n.d.).
In the tourism industry, the answer given to the above-mentioned

trend is a new trend in the form of ‘digital detox.’ The service providers
recognized that organizing a camp or tour focusing on digital detox could
be a new market niche that should be more utilized in the future. As the
survey results showed people involved in the survey also drew up the hid-
den need by saying that they try to mitigate the usage of smart devices
and social media platforms.
However, the results gave a general overview of the current situation

of the consumer behaviour related to smart tool and social media usage,
and they are consistent with earlier study result, we have to mention the

Volume 18 · Number 4 · 2020



316 Zsuzsanna Marton and Ildikó Ernszt

limitation of the research. The sample including 386 participants, but not
representative for the Hungarian population (tourists). Furthermore, the
survey questions focused only the ‘during-trip’ phase, while the before
and after phaseswould be interesting from the perspective of socialmedia
usage.
Since the research was conducted in 2019 before the outbreak of

covid-19, many changes might have occurred in tourists’ behaviour.
According to travel experts, portals, the importance of modern technol-
ogy will even increase in the post-covid world further. The phased of
decision-making process and the travels themselves have already been
considerably affected by smart tools, however, its significance will be
more dominant, and will become more inseparable part of our travels.
Therefore, regarding future researches, there would be worth to anal-
yse the impacts of covid-19 on technological developments related to
tourism industry and the attitude of the tourists towards them.
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