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Abstract

This paper examines travel demand in the context of e-tourism and digital transformation,
emphasizing how digital platforms, information quality, and technology-enabled transparency
reshape tourism markets. Because tourism products are intangible at the moment of purchase,
information and reputation mechanisms play a central role in reducing perceived risk and
influencing consumer choice. The study discusses how tourists search, compare, and book
services in data-rich environments, and how these behavioral shifts affect the structure of
intermediation, leading to hybrid distribution models. Particular attention is given to managerial
implications, including data-driven demand management, user experience design, trust-building
practices, and digital capability development. The paper also considers the Romanian tourism
context, where digital adoption is uneven but increasingly important for competitiveness and
resilience. The findings suggest that sustainable performance in tourism depends on aligning
digital strategies with consumer-centered service design and adaptive market management.
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1. Introduction

Tourism is an information-intensive service activity in which consumers
form expectations primarily through information rather than direct product
inspection. As tourism products are experienced only after purchase, information
availability, credibility, and timeliness are essential for reducing perceived risk
and supporting decision-making. The diffusion of information and
communication technologies has therefore transformed how tourism demand is
generated, expressed, and managed. This paper analyzes travel demand under
conditions of e-tourism and digitalization and explains how digital environments
reshape e-tourist behavior and the role of intermediaries. Section 2 examines
changes in demand formation and market transparency, including implications
for the Romanian tourism market. Section 3 discusses e-tourist decision
processes, segmentation, and post-purchase behavior. Section 4 evaluates
impacts on intermediaries and the emergence of hybrid distribution models.
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Section 5 outlines managerial implications, limitations, and directions for future
research. An integrative discussion and conclusions follow.

Tourism demand has traditionally been shaped by economic, social, and
psychological factors, including income levels, discretionary time, destination
image, seasonality, and perceived risk. In tourism, where products cannot be
inspected prior to consumption, information becomes a decisive input into
demand: it frames expectations, reduces uncertainty, and influences perceived
value. Digitalization has transformed this relationship by altering both the
quantity and the quality of information available to consumers, the speed at which
demand responds to signals, and the mechanisms through which tourism products
are distributed and evaluated.

In pre-digital settings, tourism demand was substantially mediated by
intermediaries—travel agencies, tour operators, and printed promotional
materials—that acted as gatekeepers to information and distribution. Search costs
were high, comparisons were limited, and consumers relied on expert
recommendations and standardized packages. Under these conditions, demand
was often more stable and more predictable, because the market offered fewer
observable alternatives and switching costs were higher. Demand formation was
therefore closely tied to supply-side packaging, geographic proximity, and the
informational authority of intermediaries.

The diffusion of internet-based technologies disrupted this logic by
reducing search and transaction costs and by making large sets of alternatives
visible to consumers. Digital platforms offer real-time availability, direct price
comparison, standardized descriptions, and rapid booking. This contributes to a
shift from a mediated, supply-driven demand formation process to a
consumer-driven one, where tourists actively construct their demand by
combining information from multiple sources. As a result, competition
intensifies, and differentiation increasingly depends on experience quality,
reputation, and the ability to communicate value digitally.

A key consequence of digitalization is the reduction of information
asymmetry between suppliers and consumers. Platforms standardize the
presentation of offers, enabling direct comparison across providers. Consumers
can evaluate attributes such as location, amenities, cancellation rules, and ratings
with minimal effort. This changes the role of brand signals and reduces the
informational advantage of intermediaries. Demand becomes more sensitive to
relative value: tourists increasingly compare alternatives within a reference set
rather than accepting a single offer. This also increases the importance of price
fairness perceptions, because transparency makes price differences salient and
requires clearer justification through quality and service design.

Digitalization also increases the elasticity and responsiveness of tourism
demand. When consumers can monitor prices and availability continuously,
demand reacts quickly to promotions, dynamic pricing, and external shocks.
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Last-minute booking behavior becomes more common, especially in short-haul
travel and city breaks, where flexibility is valued. Consequently, demand patterns
become more volatile, challenging traditional forecasting models and capacity
planning. Tourism organizations increasingly need adaptive revenue
management, rapid communication, and inventory control strategies to respond
to demand fluctuations in near-real time.

The temporal structure of demand has also changed. Digital access allows
tourists to postpone decisions, relying on real-time information rather than early
commitments. While early booking remains relevant for peak seasons and
capacity-constrained products, the share of bookings made closer to the travel
date often increases in digitally mature markets. This shift affects planning
horizons for hotels, transport providers, and destination management
organizations. It also reinforces the importance of flexible policies, because
flexibility can reduce perceived risk and stimulate demand in uncertain contexts.

Digital environments influence not only the timing and elasticity of
demand, but also the motivations underlying tourism consumption. Visual
content, immersive narratives, and peer-generated media increase the salience of
experiential and symbolic value. Tourists are influenced by perceived
authenticity, lifestyle fit, and emotional appeal communicated through digital
channels. In this sense, demand formation becomes more narrative-driven: online
representations and social validation may shape expectations as strongly as
objective attributes. For managers, this implies that demand management
requires both operational capacity and communication capability, including
consistent branding, storytelling, and reputation monitoring.

Personalization represents another mechanism through which digitalization
reshapes tourism demand. Data analytics and recommendation systems enable
platforms and providers to tailor offers based on user behavior, preferences, and
search history. Personalization affects destination awareness, consideration sets,
and perceived relevance. It can increase conversion by reducing search effort and
matching offers to needs. However, personalization can also concentrate
attention on already visible destinations and reinforce preference loops,
potentially reducing diversity in demand and increasing competitive pressure on
less visible providers. This highlights the strategic importance of digital visibility
and the risks associated with over-reliance on platform algorithms.

Digitalization has expanded the geographic scope of tourism demand by
reducing informational barriers to international travel. Standardized online
information in multiple languages and global payment infrastructure make
destinations more accessible to foreign visitors. This increases exposure to
international demand fluctuations but also creates opportunities for emerging
destinations to enter global markets. The ability to translate visibility into demand
depends on content quality, service reliability, and trust signals, emphasizing that
digital presence is a necessary but not sufficient condition for competitiveness.
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2. Digitalization and the Transformation of Tourism Demand

Digital platforms are not neutral intermediaries; they shape tourism demand
through information design, ranking logic, and interaction mechanisms. By
aggregating supply and presenting it in comparable formats, platforms reduce
search costs and influence how tourists perceive options. Information quality is
central to conversion: accurate descriptions, consistent pricing, credible images,
and transparent policies reduce perceived risk and support decision-making.
Conversely, inconsistency or hidden conditions can deter demand and damage
reputation.

User-generated content plays an especially influential role in demand
formation. Reviews and ratings provide experiential information and social proof
that substitute for direct inspection. Tourists often weigh review volume,
recentness, and platform responses when evaluating credibility. This makes
service consistency and service recovery strategic priorities. Even when tourists
do not read reviews in detail, aggregate ratings function as heuristics that shape
perceived quality and willingness to pay.

Algorithmic ranking systems further affect demand allocation by
determining visibility. Offers placed higher in search results receive
disproportionate attention, creating cumulative advantage effects. Small
differences in reputation or conversion may translate into large differences in
demand due to feedback loops. For providers, this requires active management
of content, pricing competitiveness, and customer satisfaction to maintain
visibility and avoid demand displacement.

In Romania, the digital transformation of tourism demand reflects broader
socio-economic and institutional dynamics. Urban destinations such as
Bucharest, Cluj-Napoca, Brasov, Sibiu, and the Black Sea coastal area have
benefited most from platform-based visibility, improved booking accessibility,
and growing international exposure. Digital channels support short city breaks,
business travel, and cultural tourism, contributing to diversification of demand
beyond traditional seasonal patterns.

Nevertheless, digital adoption remains uneven across regions and firm
sizes. Small operators and rural destinations often face barriers related to limited
digital skills, inconsistent content standards, and weaker infrastructure. These
constraints reduce their ability to capture digitally mediated demand, despite
possessing high experiential potential (nature tourism, heritage sites,
gastronomy, and community-based experiences). The consequence is a
concentration of demand around digitally visible providers, reinforcing regional
disparities.

From the consumer perspective, Romanian tourists increasingly display
behaviors common in digitally mature markets: comparison shopping, reliance
on reviews, and sensitivity to cancellation conditions. For international tourists,
digital information plays an even stronger role because prior familiarity with
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Romanian destinations is often lower. This makes online reputation management
and multilingual information quality particularly important for converting
interest into actual bookings.

Digitalization also influences resilience in Romania’s tourism sector. In
periods of uncertainty, digital channels enable rapid communication, targeted
offers, and flexible rebooking options. Strategic digital capability development—
skills, content, analytics, and platform integration—can therefore improve both
competitiveness and stability. However, maximizing these benefits requires
coordination among providers and destination management organizations to
maintain quality standards and consistent destination narratives.

3. E-Tourist Behavior in Digital Environments

The expansion of e-tourism has transformed tourist behavior by reshaping
information search, evaluation, and booking processes. Unlike traditional
tourism consumption—often mediated by agents and standardized packages—
digital environments enable tourists to engage directly with complex information
sets. The e-tourist is therefore not a passive recipient of pre-designed products,
but an active participant in constructing a travel experience.

A defining behavioral change is the extension of the information search
phase. Tourists consult platforms, official websites, social media, maps, blogs,
and peer reviews. This multi-source behavior creates iterative decision processes:
tourists move between inspiration, evaluation, and validation stages rather than
following a linear path. Consequently, credibility and coherence across digital
touchpoints become essential. Inconsistent information or misaligned
expectations can increase uncertainty and reduce conversion.

Trust is central in digital tourism transactions. Early concerns regarding
payment security and privacy have been partially mitigated by improved
infrastructure, standardized payment systems, and platform governance.
However, trust remains multi-dimensional: it involves trust in the platform, in the
provider, and in the accuracy of information. In practice, e-tourists use digital
trust signals-ratings, review patterns, verified photos, and responsiveness—to
reduce perceived risk and support decisions.

User-generated content functions as a substitute for direct inspection and
strongly influences perceived quality. Tourists often interpret reviews
heuristically, focusing on average ratings, recent feedback, and response quality.
This increases the importance of service consistency and recovery. Moreover,
online transparency shifts the definition of quality: beyond objective features,
perceived quality is shaped by narrative alignment and the match between
expectations created online and the actual experience delivered.

E-tourists frequently optimize value rather than minimize price. Digital
comparison tools allow alignment of spending with desired attributes—location,
comfort, flexibility, perceived authenticity, and convenience. Price sensitivity
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increases because comparisons are easier, yet tourists may accept higher prices
when value signals are strong and risk is reduced. Personalization can further
increase willingness to pay by matching offers to needs and reducing search
effort.

Digital autonomy enables tourists to assemble itineraries independently.
This is particularly attractive for experienced travelers who possess destination
knowledge and confidence in digital tools. Independent planning is also
motivated by a preference for control, flexibility, and uniqueness. However,
autonomy increases cognitive effort and may intensify stress when information
overload is high or when trips are complex. Therefore, platform design and
decision-support tools are critical determinants of behavioral outcomes.

Risk perception is central in tourism because outcomes depend on uncertain
future experiences. In digital environments, e-tourists manage multiple risk
categories. Financial risk is reduced through transparent pricing, secure
payments, and clear cancellation policies. Performance risk (service quality and
experience outcomes) is assessed through peer feedback, ratings, and visual
evidence. Psychological risk (fear of disappointment or regret) is influenced by
social validation and expectation management.

Digitalization changes the balance between risk and reward. Real-time
information and peer experiences can encourage experimentation (trying new
destinations or accommodation types). Yet trust can be fragile: negative reviews,
inconsistent descriptions, or poor communication can rapidly deter demand. For
providers, this implies that risk reduction is an ongoing process requiring reliable
operations and responsive communication.

The decision journey is often non-linear. Tourists may postpone booking,
monitor prices, revisit reviews, and compare alternatives repeatedly. This
behavior is reinforced by platform tools such as wish lists, alerts, and dynamic
recommendations. For managers, the implication is that demand conversion
depends on continuous engagement and the ability to provide consistent value
signals throughout the decision process.

E-tourist behavior is heterogeneous, and digitalization increases
segmentation complexity. Business travelers often exhibit goal-oriented
behavior: reliability, time efficiency, and policy compliance are central. They use
digital tools to optimize fixed schedules, but also to compare corporate
arrangements with market alternatives. This empowerment can challenge
organizational travel policies and requires corporate travel management to
compete on value.

Leisure travelers show broader behavioral diversity. Digital channels serve
both informational and inspirational functions. Visual storytelling, influencer
content, and peer narratives shape destination images and motivation. Leisure
decisions often blend rational evaluation with emotional engagement, where
imagined experiences and social identity play important roles.
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Generational differences matter. Younger cohorts typically display higher
digital confidence and prefer mobile-first experiences, instant feedback, and
social validation. Older cohorts increasingly adopt digital tools but may prefer
hybrid approaches for high-cost or complex trips. Spatial differences persist as
well: urban consumers tend to show higher digital engagement due to
infrastructure and exposure, while rural consumers may adopt digital services
more selectively.

E-tourist behavior continues after booking through post-purchase
evaluation and content creation. Tourists share experiences via reviews, ratings,
and social media posts, which feed back into platform reputations and influence
future demand. This creates a circular dynamic: service quality affects digital
reputation, reputation affects visibility, and visibility affects demand.

Post-purchase behavior is linked to satisfaction and identity expression.
Positive experiences can generate advocacy and strengthen destination branding,
while negative experiences can quickly undermine demand. Service recovery and
digital responsiveness therefore become strategic. Timely replies to feedback,
clear communication, and corrective actions can mitigate negative perceptions
and reinforce trust.

4. Implications for Tourism Intermediaries and Hybrid Distribution
Models

Digitalization has altered tourism distribution by enabling direct interaction
between suppliers and consumers. Online platforms replicate many traditional
intermediary functions—information provision, booking management, ticketing,
and payments—leading to disintermediation, particularly for standardized
products. However, the evolution of e-tourism suggests transformation rather
than elimination of intermediation.

Traditional travel agencies have been compelled to redefine their value
proposition. Instead of competing on price and speed, intermediaries increasingly
differentiate through expertise, personalization, and risk management. These
capabilities remain relevant for complex itineraries, group travel, long-haul trips,
and high-value experiences where uncertainty and coordination needs are higher.

The persistence of intermediaries reflects the limits of purely digital
decision-making. Information overload and choice complexity can reduce
confidence, especially for less experienced travelers or time-constrained
consumers. Intermediaries add value by filtering information, aligning products
with preferences, and providing accountability and support. This is particularly
important when travel disruptions occur or when tourists need negotiated
solutions.

The coexistence of platforms and agencies has led to hybrid distribution
models. Agencies integrate digital tools—booking engines, customer relationship
management systems, and online information resources—while maintaining
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personalized consultation. Platforms, in turn, incorporate features associated with
agencies (customer support, flexible policies, and recommendations) to reinforce
trust. The resulting market structure is functional specialization rather than full
substitution.

Strategic adaptation requires investment in digital capabilities and human
capital. Intermediaries benefit from improving digital literacy, platform
integration, and data-informed service design while strengthening trust-building
and experiential packaging. Collaboration with platforms and local providers can
enhance reach and integration, supporting more resilient tourism ecosystems.

5. Discussion: Integrating Demand, Behavior, and Digital Intermediation

The preceding analysis indicates that digitalization has not simply
introduced new tools into tourism but has reshaped the logic of demand
formation, consumer behavior, and market structure. In traditional tourism
systems, information scarcity and asymmetry structured demand by limiting
choice and reinforcing intermediary authority. Digitalization reverses this
dynamic through information abundance, transparency, and continuous
connectivity, enabling consumers to participate directly in constructing value.

Demand becomes more responsive and, in many segments, more volatile
because consumers can react rapidly to prices, availability, and external events.
This implies that demand should be conceptualized as adaptive and
context-dependent rather than as a stable function of income and preferences
alone. At the same time, e-tourist behavior reflects the behavioral manifestation
of these structural changes: decision processes become iterative, multi-source,
and heavily influenced by trust signals such as ratings, reviews, and platform
reputation.

Importantly, greater information does not automatically produce better
decisions. Information overload increases the cognitive burden of planning, and
tourists often rely on heuristics such as rankings and recommendations. This
amplifies platform influence because algorithmic ranking and interface design
shape visibility and attention. In this sense, intermediation has not disappeared;
it has become embedded in algorithms and data-driven governance.

The transformation of intermediaries highlights functional specialization
and hybridization. Platforms dominate standardized, price-driven transactions,
while agencies remain relevant for complex planning, risk management, and
personalized design. This suggests that competition is not purely channel-based
but role-based. From a market structure perspective, platforms benefit from
network effects and scale economies that can increase concentration and create
asymmetrical power relationships. Yet digitalization also opens entry
opportunities for smaller providers and destinations if they achieve visibility and
credible reputation signals.
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The Romanian tourism market illustrates both opportunity and constraint.
Digital channels support diversification and international exposure, particularly
for urban destinations. However, uneven adoption and capability gaps may
reinforce regional disparities unless addressed through coordinated investment in
digital skills, content standards, and destination management. This indicates that
digital transformation alone is insufficient for balanced tourism development; it
requires institutional support and strategic coordination.

Managerially, the integrated findings emphasize that technology must be
aligned with behavioral drivers. Data analytics, personalization, and user
experience design are strategic instruments for shaping demand, while
trust-building and service reliability remain essential to protect reputation and
stabilize demand. Emerging technologies such as artificial intelligence are likely
to intensify personalization and reshape intermediation further, raising questions
regarding transparency, consumer welfare, and sustainability.

Digitalization is a defining driver of change in tourism demand and
consumer behavior. By increasing transparency and reducing information
asymmetry, platforms enhance consumer autonomy and reshape competitive
dynamics. E-tourist behavior is characterized by multi-source information use,
trust-based evaluation, and greater flexibility in planning and booking, which
collectively increase market dynamism. Intermediation evolves rather than
disappears, producing hybrid distribution structures based on functional
specialization. Sustainable competitiveness therefore depends on integrating
digital capabilities with consumer-centered service design, trust-building
practices, and adaptive demand management.

6. Methodological Approach and Research Design

This study adopts a qualitative and conceptual research design grounded in
an extensive review of the academic literature on tourism demand, e-tourism, and
digital transformation. Conceptual research is appropriate given the dynamic and
evolving nature of digital tourism ecosystems, where empirical regularities are
still emerging and theoretical integration remains a key scholarly need. Rather
than testing specific hypotheses, the paper aims to synthesize existing knowledge
and develop a coherent analytical framework for understanding e-tourist
behavior.

The research process involved systematic identification and analysis of
peer-reviewed journal articles, academic books, and policy-oriented studies
focusing on tourism digitalization, consumer behavior, and intermediation.
Priority was given to high-impact journals in tourism management, hospitality,
and electronic markets. Sources were selected based on relevance, theoretical
contribution, and methodological rigor.

The conceptual synthesis follows a thematic structure. First, literature on
tourism demand theory was examined to identify how information availability



Romanian Economic and Business Review — Vol. 20, number 4 123

and risk perception influence consumption decisions. Second, studies on
e-tourism and digital platforms were reviewed to assess changes in information
flows, distribution systems, and market transparency. Third, behavioral research
on online decision-making was integrated to explain how tourists process
information, form trust, and evaluate value in digital environments.

The Romanian tourism context was incorporated as an illustrative case,
drawing on sector reports and comparative studies. While the analysis does not
rely on primary data collection, it provides a structured foundation for future
empirical research by clarifying constructs, relationships, and expected
behavioral patterns. This approach ensures internal coherence and supports
theory-building in the field of e-tourism.

7. A Conceptual Framework for Digital Tourism Demand and
E-Tourist Behavior

Based on the literature synthesis, a conceptual framework is proposed to
explain how digitalization reshapes tourism demand and e-tourist behavior. The
framework links technological drivers, informational mechanisms, behavioral
processes, and market outcomes into an integrated system.

At the input level, technological drivers include digital platforms, mobile
applications, data analytics, and emerging technologies such as artificial
intelligence. These drivers influence informational mechanisms, including
information availability, transparency, personalization, and user-generated
content.

Informational mechanisms affect behavioral processes by shaping risk
perception, trust formation, and value evaluation. E-tourists respond through
adaptive decision-making, iterative search behavior, and increased autonomy in
planning and booking. These behaviors, in turn, generate market-level outcomes
such as demand volatility, price sensitivity, and the reconfiguration of
intermediation structures.

Table 1. Conceptual Links between Digitalization, Demand,
and E-Tourist Behavior

Digital Drivers Informational Behavioral Market Outcomes
Effects Responses
Online platforms Higher Comparison Increased
transparency shopping competition
User-generated Social proof Trust-based Reputation-driven
content decisions demand
Personalization Relevance Higher Demand
algorithms filtering willingness to pay | concentration
Mobile Real-time access | Last-minute Demand volatility
technologies booking
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For Romania, the digital transformation of tourism demand presents both
strategic opportunities and structural challenges. Digital platforms enable
Romanian destinations to reach international markets more efficiently, reducing
dependence on traditional intermediaries. However, uneven digital readiness
risks reinforcing regional and firm-level disparities.

From a policy perspective, investment in digital infrastructure and skills
development is essential. Training programs for small and medium-sized tourism
enterprises can improve content quality, platform integration, and online
reputation management. Destination management organizations play a key role
in coordinating digital branding and ensuring consistency across providers.

Industry stakeholders should adopt collaborative digital strategies that
combine individual firm capabilities with destination-level narratives. Data
sharing, joint promotion, and standardized quality signals can enhance visibility
and trust. Over time, such coordination can support more balanced demand
distribution and sustainable growth.

Finally, regulation and governance must address platform power, data
protection, and consumer rights. Ensuring transparent ranking mechanisms and
fair competition conditions will help align digital tourism development with
broader economic and social objectives.

8. Digital Platforms, Market Power, and Structural Transformation in
Tourism

The expansion of digital platforms has introduced profound structural
changes in tourism markets by reshaping competition, coordination, and value
capture. Platform-based ecosystems operate as multi-sided markets that connect
tourism suppliers with consumers while simultaneously mediating information
flows, transactions, and reputational signals. This intermediary position grants
platforms significant influence over market visibility and demand allocation.

A central feature of platform-based tourism markets is the presence of
network effects. As more suppliers join a platform, its attractiveness to
consumers increases due to greater choice and comparability. Conversely,
growing consumer participation incentivizes additional suppliers to enter the
platform. These feedback loops can lead to high levels of market concentration,
particularly when a small number of platforms dominate search and booking
activities.

Market power in digital tourism platforms is further reinforced by data
accumulation. Platforms collect extensive data on search behavior, booking
patterns, pricing sensitivity, and customer preferences. This informational
advantage enables advanced personalization, dynamic pricing, and targeted
promotion. While such capabilities can improve matching efficiency, they may
also create dependencies for suppliers that lack access to comparable data
resources.
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Small and medium-sized tourism enterprises are particularly affected by
platform dependency. For many operators, platforms provide essential access to
international demand and reduce marketing costs. However, commission fees,
ranking algorithms, and opaque visibility rules can constrain margins and
strategic autonomy. As a result, suppliers face a trade-off between market reach
and control over customer relationships.

From a demand perspective, platform dominance influences choice
architecture. Ranking positions, default sorting options, and sponsored listings
shape consumer attention and decision-making. Tourists may perceive
high-ranking offers as objectively superior, even when differences are marginal.
This underscores that digital intermediation does not eliminate influence but
redistributes it through algorithmic governance.

In the Romanian tourism market, these dynamics are increasingly visible.
Large international platforms play a central role in shaping inbound tourism
demand, particularly for urban and coastal destinations. While this enhances
global visibility, it also raises concerns regarding long-term value retention,
supplier dependence, and the bargaining position of local operators. Addressing
these challenges requires strategic coordination at both firm and destination
levels.

9. Future Trends in E-Tourism Demand and Digital Tourist Behavior

The future evolution of e-tourism demand will be shaped by continued
technological innovation, changing consumer expectations, and broader
socio-economic trends. Artificial intelligence, automation, and advanced
analytics are expected to further personalize tourism experiences, influencing
how demand is stimulated, distributed, and managed.

Artificial intelligence applications will increasingly support predictive
demand modeling, dynamic pricing, and automated customer interaction. By
anticipating preferences and contextual needs, Al systems may reduce search
effort and enhance perceived relevance. At the same time, reliance on algorithmic
decision-making raises questions about transparency, fairness, and consumer
autonomy.

Another significant trend concerns sustainability-oriented demand. Digital
platforms can influence tourist choices through information disclosure,
eco-labels, and behavioral nudges. As environmental awareness grows, tourists
may increasingly consider sustainability attributes alongside price and
convenience. Digitalization thus creates opportunities to align tourism demand
with broader sustainability objectives.

Post-pandemic travel behavior suggests lasting changes in demand patterns.
Flexibility, health security, and risk management have become more salient
decision criteria. Digital tools that support real-time updates, flexible rebooking,
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and transparent communication are likely to remain essential even as travel
normalizes.

From a demographic perspective, generational shifts will further intensify
digital engagement. Younger cohorts, accustomed to mobile-first environments
and social media integration, will continue to prioritize immediacy and
experiential value. Older segments are expected to increase digital adoption
gradually, particularly when supported by intuitive design and hybrid service
options.

Overall, future e-tourism demand will be characterized by greater
personalization, higher expectations, and increased sensitivity to trust and value
signals. Tourism organizations that proactively adapt to these trends will be better
positioned to capture demand and maintain resilience in an increasingly
competitive digital landscape.

10. Extended Managerial and Strategic Conclusions

From a managerial perspective, the findings of this study underline that
digitalization should be approached as a strategic transformation rather than a
purely technological upgrade. Tourism organizations operate in an environment
where information transparency, rapid comparison, and continuous consumer
feedback have become structural characteristics of the market. Managers must
therefore design strategies that integrate digital tools with a deep understanding
of e-tourist behavior and demand dynamics.

One of the most important managerial implications concerns demand
management. In digital tourism markets, demand is increasingly fluid,
responsive, and context-dependent. Traditional forecasting methods based on
historical patterns are often insufficient in isolation. Managers should
complement them with real-time analytics, scenario planning, and flexible
pricing strategies that allow rapid adjustment to changing conditions. The ability
to monitor consumer behavior across digital touchpoints is essential for
anticipating demand shifts and optimizing capacity utilization.

Another critical implication relates to value creation and differentiation. As
digital platforms standardize information and intensify price competition,
sustainable competitive advantage is less likely to arise from cost leadership
alone. Instead, tourism firms should focus on experiential differentiation, service
reliability, and emotional value. Digital channels can support this objective by
enabling storytelling, personalization, and interactive engagement, but these
tools must be aligned with the actual service delivered to avoid expectation gaps
and reputational damage.

Trust emerges as a central strategic asset in e-tourism. Online reputation,
review management, and transparent communication significantly influence
demand allocation. Managers should treat trust-building as an ongoing process
that involves not only secure transactions and data protection, but also consistent
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service quality and responsive communication. Proactive engagement with
user-generated content can transform feedback into a source of learning and
continuous improvement.

For travel agencies and intermediaries, digitalization necessitates a clear
repositioning. Rather than competing directly with platforms on standardized
transactions, intermediaries can leverage their strengths in consultancy, risk
management, and customized travel design. Hybrid business models that
combine digital efficiency with human expertise offer a viable path for
maintaining relevance and capturing value in complex or high-involvement travel
segments.

At the destination level, coordination among stakeholders becomes
increasingly important. Destination management organizations should facilitate
digital coherence by promoting consistent branding, shared quality standards, and
integrated information systems. Such coordination can enhance destination
visibility, reduce fragmentation, and support more balanced demand distribution,
particularly in markets characterized by uneven digital readiness.

In the Romanian context, managerial strategies must also address structural
challenges related to digital skills, infrastructure, and scale. Targeted training
programs, collaborative platforms, and partnerships between public and private
actors can accelerate digital maturity and improve the capacity of small and
medium-sized enterprises to compete in platform-dominated markets. By
strengthening local capabilities, digitalization can contribute not only to
competitiveness, but also to regional development and resilience.

Finally, the long-term success of tourism organizations will depend on their
ability to integrate technology with human-centered management. Digital tools
should be used to augment, rather than replace, professional judgment and service
orientation. Managers who recognize the evolving expectations of the e-tourist
and strategically align digital innovation with ethical considerations,
transparency, and experiential value creation will be best positioned to navigate
the ongoing transformation of the tourism industry.
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