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ABSTRACT: The phenomenon of smart destinations is a recent concept in tourism that is still in the construction
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offers value through personalized experiences using technology. The concept of smart destinations comes from
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(smart systems, ICTs available for everyone to use), integrated governance, sustainability, innovative tourist
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INTRODUCTION

According to the World Tourism Organization
(UNWTO, 1994), tourism is a cultural, social and eco-
nomic phenomenon that involves the displacement
of people to countries and places outside of their
natural habitat, with personal or professional motiva-
tions. Tourist destinations are territorial units that can
be cities, states, countries, regions or areas that need
tourism planning, infrastructure, tourist services and
urban tourist support services (Ignarra, 2003 & Cho,
2000).

Tourist destinations can be understood as places that
bring together all aspects of the tourism offer, plus
basic infrastructure, as well as touristic planning; in
other words "clusters of services and facilities de-
signed to meet the needs of tourists” (Anjos & Lim-
berger, 2013). Considering that tourist destinations,
in order to sell themselves as such, must be attractive
to consumers and competitive among a long list of
alternative destinations; they must have the right
image before the consumer. The image of a destina-
tion directly influences its success or failure, and is
therefore a factor in the demand for a tourist desti-
nation and, consequently, its life cycle (Afafa, Anjos
& Pereira, 2016).

With the effects of globalization, the creation and
rapid dissemination of new technologies led to a
shortening of time and distance among places, mak-
ing the movement of people and the circulation of
information and knowledge move much faster
(Marujo, 2008. p. 22). Making use of technology to
remain attractive, tourism destinations have changed
their offers to cater for a new touristic demand: con-
sumers who are seeking smart tourism destinations.
The adjective "smart" applied to tourism destinations
is a concept that originated from smart cities, and
passed through different economic scenarios until it
reached tourism (Koo, Shin, Gretzel, Hunter & Chung,
2016).

According to Gretzel, Sigala, Xiang and Koo (2015),
the evolution of traditional tourism to smart tourism
occurred naturally, following a natural progression as
technological innovation in the tourism industry in-
creased, through the use of the internet as a tool to
sell tourism, which became even more significant
with social media and the rapid dissemination of in-
formation. The authors consider that the concept of
smart tourism represents a different stage in the evo-
lution of ICTs applied to tourism, marked by the in-
tersection of the physical and digital environments,
which creates new levels of intelligence and changes
in touristic experiences, and how they are made, con-
sumed and shared.

Technology is a fundamental factor of a smart desti-
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nation; destinations that focus on offering technolo-
gy in their services aim to deliver smart solutions
that are optimized and focused on the needs of the
individual tourist, since technology can be used in
different ways by different people. The development
and dissemination of these technologies offer new
communication modalities, new ways to collect, ana-
lyze and exchange data and, consequently, new op-
portunities to add value (Gretzel et al., 2015).

Internet technologies enable consumers to connect,
interact and create experiences on a larger scale; in
tourism, these technologies are mostly in the form of
software program and apps developed to cater for
tourists needs, going beyond barriers of language
and culture and offering solutions that allow tourists
to become a part of the destination they are visiting
(Neuhofer, Buhalis & Ladkin, 2015). Many destina-
tions have embraced different technological solu-
tions in order to deliver better services to their tour-
ists, transforming communication and interaction
and boosting tourism.

This study aims to analyze and present the charac-
teristics of a smart destination, using Seoul, South
Korea, as an example of a consolidated model. The
paper is structured as follows: Following this intro-
duction, Section Two presents a literature review to
examine the concept of smart destination and the
Case Study of Seoul. Section Three discusses the
methodology used. Section Four discusses the re-
sults, and Section Five summarizes the results and
discusses some practical implications for this re-
search, together with the conclusions. The references
are presented at the end.

SMART DESTINATIONS

Smart tourism destinations can be understood as
places that have created an infrastructure where
tourism offers value to those who experience it, cre-
ating personalized experiences using available tech-
nological tools to deliver intelligence in services pro-
vided to tourists (Boes & Buhalis, 2016).

The smart tourism destination is also considered an
innovative touristic space, accessible to all, consoli-
dated in a infrastructure with the latest technology
that guarantees the sustainable development of the
region, facilitates the visitor's interaction and inte-
gration with the surroundings, and increases the
quality of the visitor's experience at the destination,
as well as improving residents’ quality of life

(Segittur, 2013).

There has been discussions about how a smart tour-
ism destination should be defined. However, most of
them highlight the application of technology in the
destination infrastructure, providing connectivity,
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offering innovative services to tourists and enabling
new forms of demand and consumption. Another fac-
tor often highlighted is the need for a new destination
management strategy focusing on sustainability and
integrated governance between public and private
(Neuhofer, Buhalis & Ladkin, 2015; Baggio and Del
Chiappa, 2014; Segittur, 2013).

Even though the concept originated from smart cities,
a smart destination differs in that its investments are
geared towards integrated governance, sustainable
development and, in particular, technology, adopting
smart management of resources, mobility, real-time
data storage systems (big data), accessibility, competi-
tivity and new experiences and services for the tourist
(Sebrae, 2016). Smart destinations also use information
and communication technology (ICTs) to provide solu-
tions that benefit all sectors of the tourism industry
(Koo, Shin, Gretzel, Hunter & Chung, 2016).

Tourists" behavior and preferences are changing, and
new devices, apps and technologies are appearing to
consolidate these changes, e.g. cloud computing, man-
agement of large amounts of data and information,
internet of things, great wi-fi coverage and apps for
smart devices, among others. These changes are ac-
companied by a growing computational processing
capacity (Wang and Li, 2013; Sun et al, 2016), in re-
sponse to the new demand of tourists, characterized
mainly by generation Z and millennials, who were born
in a technological world and value interaction, connec-
tivity, information, efficiency and experience in their
travels (Ministry of Tourism, 2018).

Smart tourism or smart destinations can be defined as
tourism developed based on a destination's integrated
efforts to obtain and put together relevant information
from social media, data from public and private organi-
zations, as well as knowledge from experts; always
combined with the use of advanced technologies that
can transform this information into quality experiences
in the destination with high added value, focusing on
efficiency, sustainability and enrichment of experiences.
The key components that differentiate a smart destina-
tion from a non-smart one are presented below
(Gretzel et al., 2015).

Image 01 — Components and layers of smart tourism
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Source: Gretzel, Xiang, Sigala & Koo (2015).
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The first component, the use and collection of big
data, is the main factor of a smart destination; with
the advancement of connectivity and loTs — the inter-
net in all things — data collection, transfer and analy-
sis have enabled real-time information from the
physical and digital worlds to be provided. The real-
time data supply helps create a smart business eco-
system that, when utilized in the governance of the
destination, enables smart experiences to be created
based on the individual tourist's consumer behavior
(Kitchin, 2013).

With the use big data, through interconnectivity,
these data can be analyzed and integrated, so the
local tourism governance can make specific decisions
for a specific region, developing digital solutions that
are useful to tourists, such as digital maps or
smartphone apps that work as a virtual guide. Creat-
ing a smart experience is efficient, because the tour-
ists themselves can participate in it; besides consum-
ing the experience, they also help create it through
the ways they behave and interact with the destina-
tion (Gretzel et al., 2015).

A smart business ecosystem is an "ecosystem that
creates and supports the exchange of tourist re-
sources and the co-creation of the tourism experi-
ence" (Gretzel et al., 2015). As a result " technology
and its relationship with making the touristic experi-
ence better occurs through the tourists’ participation
in creating their own experiences, due to the infor-
mation they provide thorough comments and online
data" (Bernabeu, Mazén, Baidal & Rebollo, 2018).
The smart business ecosystem also includes collabo-
ration between the public and private sectors,
through an integrated governance that is character-
ized by a coming together of parties interested in
investing in tourism. This leads to the creation of a
more open, focused, technology-oriented govern-
ance, with more investments in infrastructure and
data for visitors (Gretzel et al., 2015).

Together, these three layers (Image 1) create a smart
destination, which can be defined as "tourism sup-
ported by integrated efforts at a destination to col-
lect information derived from physical and digital
sources that, combined with advanced technologies,
can transform data into on-site experiences and
business value-propositions with a clear focus on
efficiency, sustainability and experience enrich-
ment" (Gretzel, Sigala, Xiang & Koo, 2015).

There are three main decisive factors for using con-
nectivity systems and the internet as tools for per-
sonalizing tourists' travel (Gretzel et al., 2015).

Table 01: Using connectivity systems

Factors Actions
Anticipa- | Monitoring the tourist's choices, activities
ting Ne- | and points of interest so that technology can

eds be used to develop smart solutions and make
personalized recommendations.
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Improving
Experiences

Offering information of relevance to the
visitor's experience, using location ser-
vices to recommend nearby places of
interest.

Sharing Ex-
periences

Encouraging Vvisitors to post on social
media, so that the smart destination ben-
efits through information sharing among
travelers in order to invest and forecast
new markets.

Source: Adapted from Gretzel et al.,, (2015).

In Table 1, personalizing experiences is also a strong
characteristic of a smart destination. To improve the
level of personalization, consumers and their prefer-
ences must be continually evaluated, as specialized
service is needed to improve the tourists’ smart experi-
ence (Gupta & Vajic, 2000). Therefore, smart tourism
management must collect, evaluate and respond to
relevant information about the consumption, needs
and preferences of these consumers, through infor-
mation and communication technologies.

Table 02: Tourism management and ICTs

Governance Strategies, investments in infrastructure

and innovation programs.

Technological | Using ICTs to develop systems and solu-

innovation tions that will benefit both tourists and
the local community, in a sustainable and
inclusive way. Making use of technology
to solve problems.
Information | Open data and big data. Systems where
systems ICTs solutions are stored and computed.

Source: elaborated by the author (2018).

The integration of smart technologies (Table 2) to cre-
ate personalized experiences in smart destinations is
essential if these tourism destinations are to remain
competitive. Tourist governance allied with new tech-
nologies is of interest to the tourism and hospitality
industry because competition and high customer ex-
pectations drive the need for differentiation (Peterson,
2011).

Through technological innovation, the use of ICTs to
create personalized experiences for the tourist be-
comes possible when a destination is able to use these
technologies to its advantage, because a "smart desti-
nation is a tourism territory that has a defined project
and knows where it is going, maximizing the integra-
tion of smart technologies in all aspects that offer val-
ue to the destination" (Gretzel et al., 2015). ICTs are
expected to understand, profit from experience, ac-
quire knowledge, retain knowledge, and respond
quickly to a new situation (Rudas & Fodor, 2008).

For a smart destination, these technologies are key
components of information systems that offer con-
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sumers and tourist service providers more relevant
information, better support for decision making, great-
er mobility, and a more pleasant tourist experience
(Gretzel, 2011; Sigala & Chalkiti, 2014). Innovations
driven by the internet of things and information sys-
tems have important implications for tourism develop-
ment because they travel through space and time and
are capable of meeting travelers' needs quickly
(Gretzel et al., 2015).

Therefore, "the concept of smart is focused on offering
technological results, i.e. using technology in people's
favor. Being smart means identifying users’ needs in
order to offer services that cater for them" (Bernabeu,
Mazon, Baidal & Rebollo, 2018). Smart destinations use
technologies to create personalized experiences tai-
lored to the characteristics of the tourists visiting these
places. For this process to occur, innovative mecha-
nisms and tools are needed that will enable the right
user to be found at the right time (Gonzales et al,
2004).

Finally, smart destinations are a natural progression
from traditional tourism to a more innovative and
technologically oriented activity, based on ICTs, which
in turn, rely on sensors, data (big data and open data),
news form of connectivity and information exchange
(Gretzel et al.,, 2015).

METHODOLOGICAL ASPECTS

The research is characterized as descriptive explanatory
study with a qualitative approach. The case study
method was adopted, based on secondary data from
government reports, documents, articles and books, as
well as Internet sources.

The case study was used as a qualitative research
method to obtain a broad and detailed knowledge
about the object of study. To pursue these objectives,
the well-known destination of Seoul was taken as the
object of the case study. Seoul is the capital and larg-
est metropolis of South Korea. It has been described as
the world's "most wired city", ranked first in technolo-
gy readiness by PwC's Cities of Opportunity Report
(2014). Seoul has a very technologically advanced in-
frastructure and is among the world leaders in Internet
connectivity.

The empirical case study method allowed us to investi-
gate "contemporary phenomenon, in-depth and within
its real-world context" (Yin, 2014, p. 16). This type of
research methodology enables a better understanding
of individual phenomena, and organizational and polit-
ical processes of society. Thus, the case study is a re-
search tool used to cover everything in specific ap-
proaches to data collection and analysis (Yin, 2014).
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RESULTS: CASE STUDY—SEOUL
SMART DESTINATION

Leading city in terms of visitors to the country, Seoul
attracted 17,502.756 million international visitors in
2019 — (Korea Tourism Organization, 2019). Located in
eastern Asia, the capital attracts tourists due to its mil-
lennial culture and innovative technology in many sec-
tors, which has led to a phenomenon that experts call

the Korean Wave — in Korean @7 (Hallyu) - which is

analogous with the growing global popularity of South
Korean culture since the 1990s.

The rapid process of industrialization and economic
growth have contributed to international export, partic-
ularly the export of information technology products
such as digital TVs and smartphones, which has con-
tributed to the success of the hallyu (Kim & Ryoo,
2007). The Korean wave also includes south Korean
pop culture (music, television, cinema, etc.), which has
helped popularize Korea's image and attract many in-
ternational visitors (Choi, 2012).

To promote the country culturally and economically,
the government created two public policies called
complex diplomacy and value diplomacy; these policies
aim to improve cultural and public relations and create
an international brand and image for the country. The
Ministry of Foreign Affairs and the Presidential Council
of National Branding have made use of Hallyu, capital-
izing on its popularity to boost interest in Korea's im-
age around the world (Jang & Paik, 2012).

Through its continuous modernization, Seoul is be-
come consolidated as a smart city, investing in specific
projects that use information systems to benefit its
population. In 2011, a smart government system was
launched for Seoul, supported by three main tools. The
first is the open data system, which makes available to
citizens all data produced by the city government. The
second is online engagement, which enables active
interaction with citizens through e-platforms, allowing
people to vote daily on municipal issues through a
smartphone app called "M-Voting" (Seoul Solution,
2017). The third tool uses big data to improve munici-
pal services, encouraging the participation of the local
population, and creating solutions to meet their needs
(Shin, 2016).

Leader in innovation and technology, Seoul has a foun-
dation (the Seoul Digital Foundation) that works along-
side the city government to carry out research and
consultations on information and communication tech-
nology, and how these can be applied to create smart
solutions for the city (Seoul Digital Foundation, 2020).
Some of these solutions are promoting a digital econo-
my, solving urban issues through innovative technolo-
gies, encouraging information technology (IT) startups,
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and developing and providing education in digital liter-
acy to Seoul's citizens, etc. The foundation is part of the
smart strategies for the city. It collaborates with IT pro-
ject like Digital Seoul 2020, launched by the local gov-
ernment to bring even more technology to the capital
in 2020 (Seoul Digital Foundation, 2020).

Seoul is listed as one of the smartest cities in the world.
Below are some of the main pillars by which its techno-
logical innovations are improving the lives of its citizens
and visitors, and some of the actions carried out (Table
3).

Table 03: Smart Pillars

PLAN ACTION
Seoul uses an open data system in all sectors of
society; this enables digital payment for all ser-
OPEN vices; fastest wi-fi in the world, Internet widely
DATA | 5vailable in all public places, and a better ICT
infrastructure.
Seoul communicates with ten million citizens by
real time data sharing through the "Seoul public
Lk data” project. By law, all public data in Seoul
proj y law, p
NEEN- | .\t be made accessible to the public, so that
LAl citizens can voice their opinions on the govern-
i ment, through a system of Digital Governance.
TOPIS is the integrated center that manages all
the city’'s traffic. Its services include real time
road communication management, bus opera-
tions management, traffic forecasting based on
BIG big data collection, high speed communication,
DATA | ond monitoring the entire city 24 hours all year
round. It adopts the latest technological solu-
tions, such as big data, loT and cloud compu-
ting, to solve urban problems.

Source: Adapted from Seoul Metropolitan Government

(2020)

The prominent presence of information and communi-
cation technology in the city can be attributed to the
governance system. Government support for ICT devel-
opment began in the 1990s, with the advent of the in-
ternet. In the late 1900s, the Korea Agency for Digital
Opportunity & Promotion was created to expand ac-
cess to the internet and offer digital literacy training for
more than ten million citizens. The government also
invested in new technologies, dedicating a significant
portion of its national gross domestic product (GDP) to
research and development projects (P&D) (Mills, 2018).
Seoul also has special departments that work alongside
the regular governance departments to deal specifically
with information technology and the internet. An ex-
ample is the Seoul loT Center, which is a research cen-
ter set up to find smart solutions for the city using the
internet of things. At the end of each year, the City Hall
presents new solutions for urban problems in various
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fields, such as public security, the environment, life,
health, well-being, education and tourism, introducing
loT technology into smart services (Seoul Metropolitan
Government, 2019).

When it comes to connectivity, Seoul has one of the
best broadband internet competitions in terms of inter-
net signal reach, use of smartphones, online services
and other categories. In Korea, the number of people
connected to the internet is as high as 95%. Research
conducted by the magazine Strategy Analytics explains
that Seoul is a gigantic Internet access point that offers
cheap connections practically anywhere in the city
(Seoul Metropolitan Government, 2014).

Since 2017, Seoul has free wi-fi connection in all public
places within the city, including the subway. Such a
high connection rate is possible today because since
1987, Korea has been spending millions of dollars on
connectivity. As a result, the internet reach rate in
South Korea was 92.9% in 2018, compared to 6.8% in
1998. This means users can enjoy free wi-fi on public
transportation, public buildings and the city's streets
(Seoul Metropolitan Government, 2018).

In a tourism destination, the word "smart" is used to
describe a physical structure tied to a technological
structure, where the boundaries between physical and
digital are blurred; in tourism, the excellent connectivity
of the city is used to share real-time data, with relevant
information such as how many hotel rooms are availa-
ble in the city, room rates, categories, benefits, dis-
counted tickets, etc. In Asia, especially South Korea, the
government is investing heavily in building technologi-
cal infrastructure to support smart tourism (Gretzel et
al., 2015).

To ensure that tourism would create jobs and opportu-
nities and improve citizens' lives, Seoul created legal
and political structures that would leverage tourism as
an engine for growth and development, based on na-
tional laws and regulations. The most important laws
regulating tourism at the national level are the Frame-
work Act on Tourism and the Tourism Promotion Act of
1986 (Korea Law Translation Center, 2017).

With an integrated governance system that benefits
both public and private investments, the city's tourism
governance is carried out at two levels: federal (Korean
Tourism Organization - KTO) and municipal (Seoul
Tourism Organization - STO); these organizations liaise
with communities and other local organizations on is-
sues related to tourism development in the city, includ-
ing raising investments from private capital funds, de-
veloping tourism complexes to boost local economies,
and assessing the environmental impacts of projects
under development (Visit Seoul, 2018).

While projects are in progress, the organization holds
local meetings, where each local community has repre-
sentatives. Residents are invited to attend the meetings
through newspapers and community service centers,
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and their opinions are gathered through pre-
discussions on environmental impact assessments.
Thus, local tourism governance ensures that the tour-
ism is beneficial to residents, creating more sustainabil-
ity (Visit Seoul, 2018).

Smart tourism in Seoul starts with e-tourism. The city's
official tourism website offers information on events
and points of interest countrywide in real-time based
on the tourist's location, in five languages. The Korean
Tourism Organization runs a total of eleven websites,
catering for more than 1.5 million foreign users in ten
different languages, earning it the 2007 Korea Advertis-
ing Society's "Ad of the Year" award for its online and
offline integration campaign (Seo et al,, 2007).

The apps Korea Everywhere and Visit Korea were down-
loaded by 2.37 million users. Due to this widespread
use, it received awards by the country's official culture
departments. In the same year, the apps were chosen
as examples of smart technology developed by the
government, and received the Korea Mobile App Award
(Korea Tourism Organization, 2014) three times.
Korea.net (2017), a portal promoting Korea online, re-
ports that about 125 different companies and organiza-
tions have prospered in recent years thanks to open
data from tourism provided by these organizations. A
good example is SNBSOFT, a company that uses availa-
ble geospatial data from the KTO to provide multilin-
gual maps (Gretzel et al. 2018).

The Korea Tour Card (Image 2), launched in 2017, aims
to improve the visitor's overall experience in the desti-
nation. Offered exclusively to international tourists, it
provides a convenient way to pay public transportation
fares and entrance fees at many tourist attractions. It
can also be used to pay in shops, restaurants and en-
tertainment venues, and it offers free access to popular
attractions such as the National Museum of Korea and
amusement parks (Visit Korea, 2019).

Image 2: Tourist using the Korea tour card to pay for

public transportation

U

Source: Visit Korea (2019).

Another facility for international tourists is the Amazing
Pay T money; the card is available to visitors wishing to
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use the bus routes of Incheon International Airport. It

offers a 10% discount on bus routes connecting
Seoul to other metropolitan cities, and it can also be
used as a method of payment at affiliated convenience
stores. Purchasing the card enables travelers to receive
discounts at restaurants, cultural presentations, and
major attractions in Seoul, including Lotte World, the
country's biggest theme park (Visit Korea, 2019).
Another smart initiative is the Seoul Metropolitan Gov-
ernment's Tourism Start-ups Cooperation Project, aim-
ing to foster tourism and IT-related innovation. The
initiative has already led to the development of various
IT-based content and services, reflecting the latest
trends, such as robots with artificial intelligence and big
data, so that foreign tourists can experience Seoul
more conveniently (Gretzel et al., 2018).

Located in the tourist neighbourhood of Mapo-gu,
Digital Media City is Seoul's hub for the media, enter-
tainment and IT industries. It consists of a group of ul-
tramodern buildings, home to big television compa-
nies, well-known IT brands, and other digital media
facilities. The 570 m?® area was completed in 2006, after
a revitalization process carried out by the city hall in
what was once the site of a large garbage dump. Now-
adays, it is considered a tourist complex in the city, with
numerous exhibitions dedicated to new ICT technolo-
gies, virtual reality and augmented reality that are open
to visitors (Visit Seoul, 2017).

With so much technology and connectivity, Seoul has
also incorporated the high-tech concept into many of
its tourist attractions (Table 4):

Table 04: High-Tech Tourist attractions

o=t Description
Attraction
Samsung Electronics’ technology museum
allows visitors to discover more about the
technologies of the next few decades. In the
"Sense" area, visitors can touch mirror moni-
Samsung | tors; the "House of the Future" exhibition
d’light uses augmented reality to illustrate how the
Internet of Things will make everyday life
more convenient and connected in the near
future.
Housed within the digital media city technol-
ogy complex, the Digital Pavilion is the larg-
Digital est IT pavilion in Korea. Here, tourists can
Pavilion experience what the “I City” will be like - a
futuristic city with streets, schools, culture
and lifestyle, driven by technology.
VR Plus Korea's first virtual reality cafe. It offers vari-
Cafe ous virtual reality games for visitors.
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A museum dedicated to the history of ro-
botics. Exhibitions show the latest technol-
ogies in robot development; it uses interac-
tive displays created under the theme of
"Entertoyment”, a concept focused on ad-
vancing conventional education and enter-
tainment through the technologies of to-
morrow.

Robot Mu-
seum

The world's leading stage for performances
by K-pop hologram artists. Here, fans can
watch artists perform "live" in holographic
shows. Using the best hologram technolo-
gy, a 270 degree media facade and profes-
sional sound system, the concerts last be-
tween 30 and 50 minutes and are thought
to be exactly like the real ones.

K-LIVE

SK Telecom'’s Museum - one of the largest
wireless telecommunications operators in
the country; visitors can learn about the
technologies of the future through themat-
ic areas. Cars that "drive on their own" can
be seen in the "U-driving" zone; the house
of the future, equipped with motion sen-
sors, can be seen in the "u-home"; it also
has an augmented reality session called "u-
fashion zone”, where visitors create an ava-
tar to their own image and try on the latest
fashion trends — all virtually.

Korea is home to robot baristas. Many cof-
fee shops are using robots to serve drinks
and create a unique experience, while
shortening the wait for your food. Café Al,
which stands for artificial intelligence, is a
minimalistic garden-themed cafe. Decorat-
ed with plants, diners can enjoy nature
while sipping on a cup of coffee made by
an in-house robot barista named Eddy.

T.um - SK
Telecom

Café A.l

Source: Adapted from trip advisor & Visit Seoul (2020).

Seoul shows that understanding the interdependence
of multiple layers of smart tourist destinations is key to
successfully designing and programming smart tourism
initiatives (Gretzel et. al, 2018).

PRACTICAL IMPLICATIONS
AND CONCLUSIONS

Smart destinations need to be located in a smart city,
and use the infrastructure of the city to improve the
touristic services (Gretzel, 2018). A city’s smart infra-
structure directly impacts it's tourism activities, since
these technologies can no longer be separated from
tourism (Um & Chung, 2019). Academic literature on
the subject of smart tourism and its ramifications is in-
creasing, but it is yet extensive enough, which limits
discussion and prevents comparisons between cases
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(Ghaderi; Hatamifar; Henderson, 2018).

Based on the strategies mentioned above, it is clear
that Seoul is a city with high technological develop-
ment and a physical and digital structure that charac-
terizes it as a smart destination. Therefore, Seoul can
serve as an important example for other destinations in
terms of how to launch and govern smart tourism initi-
atives. Analyzing the smart destination model used in
this research, defined by the author Gretzel (2015;
2018), who states a smart destination must offer an
exemplary structure of big data and ICTs to create a
smart experience, as well as generate a network of
smart businesses to become a smart destination, we
can perceive such actions implemented in the govern-
ment system and society in Seoul.

The city’'s governance invests in technological solutions,
such as broadband internet coverage, wi-fi in public
places, a large number of smartphone users in the cap-
ital, as well as investments in technologies that use big
data to collect and monitor data that can be trans-
formed into smart urban solutions. There are also tour-
ist attractions dedicated to high-tech and smart solu-
tions for tourists, apps, touristic cards for exclusive use,
e-tourism, easy access to information, and good con-
nectivity for everyone, etc., all of which contribute to
creating a satisfying, sensory and smart experience.
Compared to South Korea's capital, initiatives in other
destinations appear to lack the cohesion and integra-
tion with more significant efforts to develop smart cit-
ies. "Seoul shows that understanding the interdepend-
ence between the multiple layers of a smart destination
is critical for successfully designing and programming
smart tourism initiatives” (Gretzel et al., 2018).
Analyzing the main factors of a smart destination: ur-
ban planning, smart infrastructure support, govern-
ance, sustainability, technology and public policies for a
smart destination, we can see that the city of Seoul,
used as a case study for this research, fits these criteria
and can therefore be considered a smart destination.
This research aims to provide a contribution to theoret-
ical discussions that could extend the discussion about
smart destinations. As practical implications, we recog-
nize that Seoul's strategies are important and signifi-
cant for the destination. Smart tourism seems set to be
a defining trend in tourism and one that will prove a
rich field for exploration (Ghaderi; Hatamifar; Hender-
son, 2018). Future research is suggested focusing on
other smart destinations, comparing strategies of gov-
ernance and DMO.
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