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ABSTRACT

Digital innovation has become an important factor in improving
tourism services and creating quality tourism experiences. This
study aims to analyze the role of digital innovation in creating
quality tourism experiences at tourism destinations in Kampar
Regency, Indonesia. A quantitative approach was employed
using a survey of 120 tourists who visited selected tourism
destinations in Kampar Regency. Data were collected through a
questionnaire using a five-point Likert scale and analyzed using
descriptive statistics, Pearson correlation, and simple linear
regression. The results showed that digital innovation was
categorized as good (mean = 4.12), while the quality of tourism
experience was also categorized as good (mean = 4.18). Pearson
correlation analysis revealed a strong positive relationship
between digital innovation and tourism experience (r=0.721, p
< 0.001). The simple linear regression analysis indicated that
digital innovation had a significant positive effect on the quality
of tourism experience (t = 11.42, p < 0.001), with an R? value of
0.520. This indicates that digital innovation explained 52.0% of
the variation in tourists’ experiences, while the remaining
48.0% was influenced by other factors. The findings
demonstrate that the utilization of digital information, social
media, digital navigation, online services, digital payment
systems, and interactive tourism platforms can improve
accessibility, convenience, engagement, and tourist satisfaction.
Therefore, strengthening digital innovation should become an
important strategy for tourism destination managers and local
government in Kampar Regency to create more accessible,
interactive, satisfying, and competitive tourism experiences.
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INTRODUCTION

The rapid development of digital technology has transformed the tourism industry by
changing the way tourists search for information, plan trips, interact with destinations, access
tourism services, and evaluate their travel experiences. Digital innovation has therefore become an
important component of contemporary tourism development. The evolution from e-tourism toward
smart tourism has encouraged destinations to integrate information and communication
technologies, mobile technologies, social media, Internet of Things, artificial intelligence, virtual
reality, and data-driven services into the tourism ecosystem (Hamid et al., 2021). Smart tourism is
not simply concerned with adopting new technologies but with connecting digital and physical
environments to create greater value for tourists and tourism stakeholders.

The development of smart tourism has strengthened the relationship between technology
and tourist experience. Smart tourism destinations utilize interconnected technologies to provide
information, facilitate interaction, improve accessibility, support decision-making, and create value
throughout the tourist journey. Recent research indicates that smart tourism destinations are
increasingly characterized by technological infrastructure, innovation, accessibility, sustainability,
governance, collaboration, and tourism experience (Alsharif et al., 2024; Vaz et al., 2025). Moliner-
Tena et al. (2026) further argue that technology should not be considered the ultimate objective of a
smart destination. Rather, technology should be strategically integrated into a service ecosystem to
identify tourist needs and facilitate value co-creation throughout the tourist journey.

Digital innovation can improve various dimensions of the tourist experience. Digital
information allows tourists to obtain destination information quickly and conveniently, while
mobile applications and online platforms can facilitate navigation, reservations, communication,
and transactions. Technology can also enable personalized recommendations based on tourists'
preferences and behavioral information. According to Anh et al. (2024), important technology
attributes associated with smart tourism experiences include information, accessibility, interactivity,
personalization, and security. These attributes enable tourists to obtain relevant information, interact
with tourism providers, and receive services that are more closely aligned with their individual
needs.

The positive contribution of digital technology to tourism experiences is also supported by
empirical evidence. Sustacha et al. (2023), through a meta-analysis, found that smart technology has
a positive effect on tourism experiences, with informativeness and interactivity identified as
particularly influential attributes. Their findings indicate that technology creates value for tourists
through at least three interrelated mechanisms: first, technology enhances the availability and
accessibility of tourism information, enabling tourists to obtain accurate, relevant, and timely
information about destinations, attractions, facilities, routes, and services before and during their
visit; second, technology facilitates interaction and communication between tourists and destination
stakeholders, including tourism managers, service providers, and local communities, thereby
allowing tourists to ask questions, provide feedback, and co-create their experiences; and third,

technology increases the convenience and efficiency of tourism transactions and navigation, such as
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through online reservations, digital maps, and mobile applications, which reduces uncertainty and
effort during the tourist journey.These mechanisms collectively contribute to a more informative,
interactive, and satisfying tourism experience. However, the same findings also reveal that security
and privacy concerns can negatively affect the tourism experience, indicating that successful digital
innovation requires not only technological availability but also trust and responsible data
management.

Tourist satisfaction is another important outcome associated with digital innovation. A
recent systematic review by Yap et al. (2025), which examined 88 studies on smart tourism
technologies and tourist satisfaction, identified technological, social, psychological, behavioral,
economic, and destination-related factors as important antecedents of satisfaction. The review also
highlighted attributes such as personalization, accessibility, informativeness, and interactivity as
important elements in understanding tourists' responses to smart tourism technologies. Thus, digital
innovation can contribute to a quality tourism experience when tourists perceive digital services as
useful, accessible, informative, interactive, and relevant to their travel needs.

The importance of digital innovation is particularly evident in destinations that possess
diverse tourism resources but need stronger mechanisms for information dissemination, promotion,
accessibility, and tourist engagement. Kampar Regency, Riau, is characterized by a wide range of
tourism resources, including natural, cultural, historical, religious, recreational, and adventure
destinations. The regional tourism development plan identifies several tourism development areas,
including urban tourism, artificial and natural tourism, cultural tourism, heritage tourism, and
nature-based tourism. Destinations include Ulu Kasok, Candi Muara Takus, Air Terjun Gulamo,
Rimbang Baling, Koto Mesjid, Pulau Belimbing, and other attractions distributed across Kampar
Regency.

The increasing importance of digitalization in Kampar's tourism sector can also be observed
from local initiatives. The official website of the Kampar Tourism and Culture Office provides digital
tourism information and recognizes the need for real-time communication channels in response to
increasingly mobile communities. Previous research in Kampar has also demonstrated the relevance
of digital technology to tourism development. Arribe (2018), for example, developed a smart tourism
application using geographic information systems to facilitate the identification and location of
ecotourism sites in Kampar. Similarly, research on Agro Nadiin in Tambang District found that
tourists obtained information about the destination through digital platforms such as Instagram and
Facebook, indicating the role of digitalization in influencing tourist visits (Novri et al., 2021).

Other local studies further demonstrate the potential of digital technology in supporting
tourism promotion and destination development in Kampar. Research on tourism promotion by the
Kampar Tourism and Culture Office found that the use of more varied digital media and self-
managed websites was needed to expand the speed and coverage of tourism information.
Meanwhile, research on Kopu Rafting in Koto Kampar Hulu identified digital marketing activities
such as creating attractive content, sharing information, building relationships with visitors, and

developing online communities as part of destination promotion. These findings indicate that digital
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technology is already becoming part of tourism development practices in Kampar, although its
implementation and impact on tourists' actual experiences require further investigation.

The potential for digital tourism development is also evident in other destinations in
Kampar. A recent digital tourism development initiative in Bandur Picak, Koto Kampar Hulu,
emphasized the use of digital tourism strategies to address limited promotion and tourism
infrastructure challenges. In addition, the development of digital promotional media such as virtual
tours has been explored for tourism destinations in Riau, including several sites in Kampar,
demonstrating the potential of immersive technology to provide tourists with more interactive
destination information. These developments suggest that Kampar has both substantial tourism
resources and an emerging digital tourism ecosystem.

Nevertheless, the availability of digital platforms does not automatically guarantee a high-
quality tourism experience. Digital innovation needs to be evaluated from the perspective of tourists
who directly interact with digital tourism services during their journey. Accessibility, information
quality, interactivity, personalization, convenience, and security may determine whether digital
technology actually improves tourists' perceptions and satisfaction. This distinction is important
because a destination may have digital platforms and promotional media but still fail to provide an
integrated, user-oriented, and satisfying digital experience.

Although previous studies have examined smart tourism technologies, digital marketing,
and tourism development, empirical evidence specifically examining the relationship between
digital innovation and the quality of tourism experiences in Kampar Regency remains limited.
Existing studies in Kampar have tended to focus on digital promotion, smart tourism applications,
visitor decision-making, or the development of specific tourism destinations rather than measuring
the extent to which digital innovation contributes to tourists' overall experience. This creates an
important research gap, particularly concerning the perceptions of tourists who directly experience
digital services at tourism destinations in Kampar Regency.

Therefore, this study examines the role of digital innovation in creating quality tourism
experiences at tourism destinations in Kampar Regency, Indonesia. Specifically, the study aims to
identify the level of digital innovation perceived by tourists, assess the quality of tourism
experiences, and analyze the relationship and effect of digital innovation on tourism experience. By
using empirical data collected from tourists, this study provides evidence regarding whether digital
innovation contributes significantly to the creation of a quality tourism experience. The findings are
expected to provide practical implications for tourism destination managers and local government
in strengthening digital infrastructure, improving tourism information services, developing
interactive digital platforms, and designing tourist-oriented innovations that can increase

satisfaction, engagement, revisit intention, and destination competitiveness.
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METHODS

This study employed a quantitative approach using a survey design to examine the role of
digital innovation in creating quality tourism experiences at tourism destinations in Kampar
Regency, Indonesia. The study involved 120 tourists who had visited selected tourism destinations
in Kampar Regency. Data were collected using a structured questionnaire with a five-point Likert
scale ranging from 1 = strongly disagree to 5 = strongly agree.

The Digital Innovation variable was measured through indicators including digital
information accessibility, informativeness, interactivity, digital navigation, online services, digital
payment, and interactive tourism platforms, referring to the smart tourism literature (Gretzel et al.,
2015; Anh et al.,, 2024). The Quality Tourism Experience variable was measured through tourists’
perceptions of convenience, engagement, satisfaction, and overall experience, based on the concept
of technology-enhanced tourism experiences (Neuhofer et al., 2012; Tussyadiah, 2014).

Data were analyzed using descriptive statistics, Pearson product-moment correlation, and
simple linear regression. Descriptive statistics were used to determine the level of Digital Innovation
and Quality Tourism Experience. Pearson correlation was used to examine the relationship between
the two variables, while simple linear regression was used to determine the contribution of Digital
Innovation to Quality Tourism Experience. Statistical significance was assessed at the 0.05 level, and
R? was used to determine the proportion of variation in Quality Tourism Experience accounted for

by Digital Innovation.

RESULTS
1. Characteristics of Respondents
This study involved 120 tourists who had visited tourism destinations in Kampar Regency,
Indonesia. The respondents were selected based on their experience visiting tourism destinations
and using digital information or tourism services. The characteristics of respondents were described
based on gender and age.
Table 1. Characteristics of Respondents (n = 120)

Characteristics Categories Frequency (n) Percentage (%)
Gender Male 52 43.3
Female 68 56.7
Age 17-25 years 48 40.0
26-35 years 37 30.8
3645 years 23 19.2
>45 years 12 10.0
Total 120 100.0
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Table 1 shows that the majority of respondents were female, accounting for 68 respondents
(56.7%), while male respondents accounted for 52 respondents (43.3%). In terms of age, respondents
aged 17-25 years represented the largest group, with 48 respondents (40.0%), followed by those aged
26-35 years with 37 respondents (30.8%). Respondents aged 3645 years accounted for 23
respondents (19.2%), while those over 45 years represented 12 respondents (10.0%). Overall, 70.8%
of respondents were aged 17-35 years, indicating that the sample was predominantly composed of

younger tourists.

2. Descriptive Analysis of Research Variables
Descriptive analysis was conducted to determine respondents' perceptions of Digital

Innovation and Quality Tourism Experience. Both variables were measured using a five-point Likert

scale.
Table 2. Descriptive Statistics of Research Variables
Variable Mean Category
Digital Innovation (X) 4.12 Good
Quality Tourism Experience (Y) 418 Good

The results show that Digital Innovation obtained a mean score of 4.12, indicating a good
perception among tourists. This finding suggests that respondents generally perceived the digital
information and tourism services available at the destinations as useful in supporting their tourism
activities. Digital platforms, online information, navigation services, social media, and other
technology-based services were perceived as supporting accessibility and convenience during visits.

Meanwhile, Quality Tourism Experience obtained a mean score of 4.18, which was also
categorized as good. This indicates that tourists generally perceived their experiences positively in
terms of convenience, engagement, satisfaction, and overall experience. The higher mean score for
Quality Tourism Experience compared with Digital Innovation indicates that tourists' overall
experiences were slightly more positive than their perceptions of the digital innovation available at

the destinations.

3. Comparison of Variable Mean Scores

A comparison of the mean scores indicates that Quality Tourism Experience recorded a
slightly higher score than Digital Innovation. The mean difference between the two variables was
0.06 points, with Quality Tourism Experience scoring 4.18 and Digital Innovation scoring 4.12.
Although the difference was relatively small, both variables remained within the good category.

This result indicates that tourists generally experienced a positive tourism experience while
also perceiving the use of digital technologies at tourism destinations positively. The relatively high
scores for both variables provide an initial indication of a positive association between the

availability and use of digital innovation and tourists' experiences.
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4. Pearson Correlation Analysis
Pearson Product-Moment correlation analysis was conducted to determine the direction and
strength of the relationship between Digital Innovation and Quality Tourism Experience.

Table 3. Pearson Correlation Analysis

Variables r p-value Relationship

Digital Innovation — Quality Tourism Experience 0.721 <0.001 Strong positive

The results show a strong positive relationship between Digital Innovation and Quality
Tourism Experience, with a correlation coefficient of r = 0.721 and a significance level of p < 0.001.
Since the p-value is lower than 0.05, the relationship is statistically significant. The positive
coefficient indicates that higher perceptions of digital innovation tend to be accompanied by higher
perceptions of tourism experience.

The correlation coefficient of 0.721 also indicates that the relationship between the two
variables is relatively strong. Therefore, the results provide empirical evidence that digital
innovation is closely associated with the quality of tourism experiences among visitors to tourism

destinations in Kampar Regency.

5. Simple Linear Regression Analysis
Simple linear regression analysis was conducted to further examine the contribution of
Digital Innovation to Quality Tourism Experience.
Table 4. Simple Linear Regression Analysis

Statistic Value
R 0.721
R2 0.520
t-value 11.42
p-value <0.001

The regression results indicate a positive and statistically significant contribution of Digital
Innovation to Quality Tourism Experience. The t-value of 11.42 with a p-value of <0.001 indicates
that the regression coefficient is statistically significant at the 5% significance level. Therefore, the
hypothesis proposing a positive relationship between Digital Innovation and Quality Tourism
Experience is supported.

The coefficient of determination (R? = 0.520) indicates that Digital Innovation statistically
accounts for 52.0% of the variance in Quality Tourism Experience within the regression model. The
remaining 48.0% may be associated with other factors not examined in this study, including
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destination facilities, service quality, physical accessibility, price, destination attractiveness,

environmental conditions, and tourist characteristics.

6. Hypothesis Testing

The hypothesis testing results demonstrate that Digital Innovation has a statistically
significant positive relationship with Quality Tourism Experience. The obtained t-value of 11.42 is
accompanied by a significance level of p <0.001, which is below the predetermined significance level
of 0.05. Thus, the null hypothesis is rejected and the research hypothesis is supported.

These findings indicate that improvements in digital innovation are statistically associated
with improvements in tourists' perceived quality of experience. The result is consistent with the
descriptive findings, in which both Digital Innovation and Quality Tourism Experience obtained

relatively high mean scores.

7. Summary of Main Findings

Overall, the results demonstrate three main findings. First, the respondents generally
perceived Digital Innovation positively, as reflected by a mean score of 4.12. Second, Quality
Tourism Experience was also positively perceived, with a mean score of 4.18. Third, Pearson
correlation and regression analyses demonstrated a statistically significant and strong positive
relationship between the two variables (r = 0.721; p < 0.001), with Digital Innovation accounting for
52.0% of the variance in Quality Tourism Experience.

These findings provide empirical evidence that digital innovation is an important component
associated with the creation of quality tourism experiences in Kampar Regency. Digital information,
online services, navigation, interactive communication, and other digital tourism facilities may
contribute to making tourists' activities more accessible, convenient, and engaging. However,
because 48.0% of the variance remains unexplained, the quality of tourism experiences is also likely

to be influenced by factors beyond digital innovation.

DISCUSSION

This study examined the role of digital innovation in creating quality tourism experiences at
tourism destinations in Kampar Regency, Indonesia. The findings demonstrate that digital
innovation is positively associated with and significantly influences the quality of tourists'
experiences. Overall, the results indicate that the use of digital technologies in tourism destinations
has become an important factor in supporting tourists throughout their travel journey, from
accessing information before the visit to interacting with destinations during and after their visit.
1. Digital Innovation in Tourism Destinations

The descriptive findings show that Digital Innovation obtained a mean score of 4.12, which
falls within the good category. This result indicates that tourists generally have positive perceptions

of the availability and use of digital innovation at tourism destinations in Kampar Regency.
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Respondents perceived digital tourism services as relatively accessible, informative, interactive,
personalized, and secure.

This finding suggests that digital technologies have become an important part of the tourism
experience. Tourists increasingly rely on digital platforms to obtain information about tourism
destinations, including location, attractions, accessibility, facilities, travel routes, activities, and other
tourism services. The availability of social media, online information platforms, digital maps, and
communication technologies can reduce information gaps between tourists and tourism destination
managers.

The positive perception of digital innovation is particularly relevant considering that the
majority of respondents were young tourists aged 17-25 years (40.0%), followed by tourists aged
26-35 years (30.8%). These two age groups accounted for 70.8% of the total respondents. This
demographic profile suggests that most respondents belonged to productive-age groups that are
generally familiar with smartphones, social media, digital maps, and other technology-based
services. Therefore, digital innovation may have a significant role in shaping their expectations and
experiences when visiting tourism destinations.

However, the mean score of 4.12 also indicates that digital innovation has not yet reached an
excellent level. Although tourists generally perceived digital services positively, there is still room
for improvement. Tourism stakeholders in Kampar Regency need to strengthen the quality,
accessibility, interactivity, and integration of digital tourism services. The development of digital
innovation should not be limited to the existence of social media accounts or websites but should

focus on providing useful, reliable, and user-oriented services.

2. Quality of Tourism Experiences

The Quality Tourism Experience variable obtained a mean score of 4.18, which was also
categorized as good. This finding indicates that tourists generally experienced convenience,
engagement, satisfaction, memorable experiences, and positive intentions toward revisiting tourism
destinations in Kampar Regency.

The slightly higher mean score for Quality Tourism Experience compared with Digital
Innovation suggests that tourists' overall experiences were positively evaluated. This indicates that
the tourism experience is influenced not only by digital services but also by other aspects of the
destination, including natural attractions, cultural uniqueness, hospitality, destination facilities,
accessibility, and interactions with local communities.

The positive perception of tourism experience is important because quality experiences can
influence tourists' future behavioral intentions. Tourists who experience convenience, satisfaction,
and memorable moments are more likely to revisit a destination and recommend it to others. In the
digital tourism environment, positive experiences can also encourage tourists to share photographs,
videos, reviews, and recommendations through social media platforms. This process can strengthen

destination visibility and indirectly contribute to tourism promotion.
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Nevertheless, the results also show that quality tourism experience cannot be separated from
the development of digital services. As tourists increasingly use technology throughout their travel
activities, digital innovation can influence how tourists perceive the convenience, accessibility, and

overall quality of a destination.

3. The Relationship Between Digital Innovation and Quality Tourism Experience

The Pearson correlation analysis showed a strong positive relationship between Digital
Innovation and Quality Tourism Experience, with a correlation coefficient of r = 0.721 and a
significance level of p < 0.001. This result indicates that improvements in digital innovation are
strongly associated with improvements in the quality of tourists' experiences.

The strong positive relationship demonstrates that tourists who perceive digital services
more positively also tend to report better tourism experiences. In practical terms, when tourists can
easily access destination information, obtain clear directions, communicate with tourism providers,
and use technology-based services, their travel experience is likely to become more convenient and
satisfying.

This finding supports the perspective of Smart Tourism Theory, which emphasizes the
integration of digital technologies, information, infrastructure, and stakeholders in improving
tourism experiences. Digital technology allows tourism destinations to become more responsive to
tourists' needs by facilitating faster access to information and services. In the context of Kampar
Regency, digital innovation can therefore function as a bridge between tourists and tourism
destinations.

The strong correlation also suggests that digital innovation is becoming increasingly
important throughout the tourist journey. Before visiting a destination, tourists use digital platforms
to search for information and plan their trips. During the visit, they may use digital maps, social
media, online information, and communication platforms. After visiting, tourists can share their
experiences and provide feedback through digital channels. Consequently, digital innovation
contributes to the tourism experience across multiple stages rather than functioning only as a

promotional tool.

4. The Effect of Digital Innovation on Quality Tourism Experience

The regression analysis provides further evidence regarding the importance of digital
innovation. The results show that Digital Innovation has a positive and statistically significant effect
on Quality Tourism Experience, as indicated by a t-value of 11.42 and a p-value of less than 0.001.
Therefore, the research hypothesis proposing that digital innovation positively and significantly
affects quality tourism experience is supported.

This result indicates that digital innovation is not merely associated with tourism experience
but has a significant contribution to explaining variations in the quality of tourists' experiences.

When tourism destinations provide more accessible, informative, interactive, personalized, and

MALALA Page 50


https://creativecommons.org/licenses/by/4.0/

This work is licensed under a Creative Commons Attribution 4.0 International license
Vol. 01, No. 2, August 2026
Management and Applied Learning in Local and Adventure Tourism (MALALA)

secure digital services, tourists are more likely to experience greater convenience, engagement, and
satisfaction.

The finding can be interpreted using the Technology Acceptance Model (TAM). According
to TAM, technology is more likely to be adopted when users perceive it as useful and easy to use. In
the tourism context, digital innovation contributes positively to tourism experience when tourists
believe that digital services provide practical benefits. For example, tourists may perceive digital
platforms as useful when they help them find destination locations, obtain accurate information,
identify available facilities, plan activities, and communicate with tourism service providers.

Ease of use is also important in explaining the positive effect of digital innovation. Digital
services should be simple, accessible, and understandable for different groups of tourists. When
tourists can easily access and use digital platforms, technology can reduce the effort and time
required during travel activities. This increased convenience can subsequently contribute to a
higher-quality tourism experience.

Therefore, the findings suggest that tourism destinations should not focus exclusively on
adopting advanced technology. The usefulness and ease of use of technology are equally important.
Digital platforms that are technologically sophisticated but difficult to access may not provide
significant benefits to tourists. Conversely, simple and practical digital services that respond directly

to tourists' needs may create greater value.

5. The Contribution of Digital Innovation to Tourism Experience

The coefficient of determination in this study was R? = 0.520, indicating that Digital
Innovation explains 52.0% of the variation in Quality Tourism Experience. This represents a
substantial contribution and confirms that digital innovation is an important factor in creating
quality tourism experiences in Kampar Regency.

The finding demonstrates that more than half of the variation in tourists' experiences can be
statistically associated with differences in digital innovation. This highlights the strategic
importance of digital transformation for tourism destination development. Tourism stakeholders
should therefore consider digital innovation not only as a supporting activity but also as an
important component of destination competitiveness and service quality.

However, the remaining 48.0% of the variation in Quality Tourism Experience is explained
by other factors not included in this study. Tourism experiences are multidimensional and can be
influenced by destination attractiveness, service quality, physical infrastructure, accessibility,
facilities, environmental conditions, prices, safety, hospitality, and interactions with local
communities.

This finding is important because it demonstrates that digital innovation alone cannot fully
determine the quality of tourism experiences. Although technology plays a substantial role, tourists
still evaluate their experiences based on their direct interactions with the physical and social
environment of a tourism destination. Therefore, digital innovation should be integrated with

improvements in destination management, infrastructure, service quality, and tourism resources.
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6. Information and System Quality in Creating Tourism Experiences

The findings can also be explained using the Information Systems Success Model. This model
emphasizes the importance of information quality and system quality in influencing user
satisfaction and outcomes. In tourism destinations, tourists depend on digital information to make
decisions and navigate their travel experiences.

High-quality digital information should be accurate, relevant, complete, timely, and reliable.
If tourists receive accurate information about tourism destinations, facilities, prices, accessibility,
activities, and operating conditions, they can make better decisions and experience less uncertainty.
This can reduce the gap between tourists' expectations and their actual experiences.

Similarly, system quality is essential for ensuring that digital services contribute positively
to tourism experiences. Digital platforms should be easy to access, responsive, reliable, and
compatible with mobile devices. Problems such as outdated information, inaccessible websites,
unclear navigation, and delayed responses may reduce tourists' satisfaction.

The positive and significant relationship found in this study therefore indicates that
improving the quality of digital information and systems can contribute directly to improving the
quality of tourism experiences. For tourism destinations in Kampar Regency, this means that digital
transformation should include not only the development of new technologies but also continuous

management and evaluation of existing digital services.

7. Implications for Tourism Development in Kampar Regency

The findings have important practical implications for tourism development in Kampar
Regency. First, tourism destination managers should strengthen the availability and quality of
digital information. Information regarding tourist attractions, locations, routes, facilities, activities,
entrance fees, and destination conditions should be accurate and regularly updated.

Second, tourism stakeholders should improve the accessibility and usability of digital
services. Mobile-based platforms are particularly important because tourists frequently use
smartphones during travel. Digital tourism services should therefore be designed with simple
navigation, clear information, and practical features that directly support tourists' needs.

Third, social media should be managed not only as a promotional tool but also as an
interactive communication platform. Tourism managers can use social media to respond to tourist
questions, provide real-time information, collect feedback, and build engagement with visitors.

Fourth, collaboration among local governments, tourism destination managers, tourism
businesses, local communities, and technology providers should be strengthened. An integrated
digital tourism ecosystem can connect tourism information and services, creating a more seamless
experience for tourists.

The development of digital innovation should also be adapted to the characteristics of
tourism destinations in Kampar Regency. Digital technology should support the promotion and

accessibility of natural, cultural, and community-based tourism resources without reducing their
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authenticity. Technology should function as a tool that enhances the tourist experience while

maintaining the uniqueness and identity of local destinations.

8. Overall Interpretation

Overall, the findings provide strong evidence that digital innovation plays a significant role
in creating quality tourism experiences at tourism destinations in Kampar Regency. The descriptive
results show that tourists generally perceive both digital innovation and tourism experiences
positively. More importantly, the correlation analysis revealed a strong positive relationship
between the two variables (r = 0.721, p < 0.001), while regression analysis confirmed that digital
innovation has a significant positive effect on quality tourism experience (t =11.42, p <0.001).

The R? value of 0.520 further demonstrates that digital innovation makes a substantial
contribution to explaining the quality of tourists' experiences. These findings support the argument
that digital transformation should become an important component of tourism destination
development strategies.

The findings also reinforce the theoretical perspectives of Smart Tourism Theory, the
Technology Acceptance Model, and the Information Systems Success Model. Smart Tourism Theory
explains the role of technology in connecting tourists and tourism stakeholders; TAM explains the
importance of perceived usefulness and ease of use; and the Information Systems Success Model
emphasizes the importance of information and system quality.

Therefore, creating quality tourism experiences requires more than simply introducing
digital technologies. Digital innovation must provide useful, easy-to-use, reliable, informative,
interactive, and secure services. At the same time, digital transformation should be integrated with
improvements in physical infrastructure, destination services, environmental quality, local
community participation, and destination attractiveness.

In conclusion, the results indicate that strengthening digital innovation can be an effective
strategy for improving tourist satisfaction and the overall quality of tourism experiences in Kampar
Regency. By developing integrated and user-oriented digital services while maintaining the
authenticity of local tourism resources, tourism destinations in Kampar Regency can enhance their

competitiveness and support sustainable tourism development.

CONCLUSIONS

This study concludes that digital innovation plays a significant role in creating quality
tourism experiences at tourism destinations in Kampar Regency, Indonesia. The findings show that
tourists generally have positive perceptions of both digital innovation and the quality of their
tourism experiences. Digital Innovation obtained a mean score of 4.12, while Quality Tourism
Experience obtained a slightly higher mean score of 4.18, indicating that both variables were
perceived as good by the respondents.

The statistical analysis revealed a strong and significant positive relationship between Digital
Innovation and Quality Tourism Experience (r = 0.721, p < 0.001). Furthermore, the regression

MALALA Page 53


https://creativecommons.org/licenses/by/4.0/

This work is licensed under a Creative Commons Attribution 4.0 International license
Vol. 01, No. 2, August 2026
Management and Applied Learning in Local and Adventure Tourism (MALALA)

analysis confirmed that digital innovation has a positive and significant effect on the quality of
tourism experiences (t = 11.42, p <0.001). The coefficient of determination (R? = 0.520) indicates that
digital innovation explains 52.0% of the variation in Quality Tourism Experience. These findings
demonstrate that improvements in digital accessibility, information quality, interactive
communication, personalized services, and secure digital services can contribute substantially to
improving tourists' convenience, engagement, satisfaction, and overall experience.

The findings support the perspectives of Smart Tourism Theory, the Technology Acceptance
Model, and the Information Systems Success Model. Digital innovation contributes to tourism
experience quality when technology is useful, easy to use, supported by high-quality information,
and delivered through reliable digital systems. Therefore, digital transformation in tourism should
not be limited to the adoption of technology but should focus on creating integrated, accessible, user-
oriented, and reliable digital services.

From a practical perspective, tourism stakeholders in Kampar Regency should strengthen
digital tourism development by improving the quality and accuracy of digital information,
expanding the accessibility of technology-based services, enhancing interactive communication with
tourists, and developing integrated digital tourism platforms. Collaboration among local
governments, destination managers, tourism businesses, technology providers, and local
communities is also essential to create a sustainable digital tourism ecosystem.

However, since digital innovation explains 52.0% of the variation in tourism experience,
other factors also contribute to the quality of tourists' experiences. Future studies may examine
additional variables such as destination attractiveness, service quality, physical infrastructure,
accessibility, environmental quality, safety, price, and community involvement. Future research
may also involve larger samples and different tourism destinations to provide a broader
understanding of the factors influencing quality tourism experiences.

Overall, strengthening digital innovation can serve as an important strategy for enhancing
tourist satisfaction, improving destination competitiveness, and supporting sustainable tourism

development in Kampar Regency, Indonesia.

ACKNOWLEDGMENT

The authors would like to express their sincere gratitude to all individuals and institutions
who contributed to the completion of this research. Special appreciation is extended to the tourism
destination managers, local tourism stakeholders, and tourists in Kampar Regency, Indonesia, who
generously participated in this study and provided valuable information.

The authors also acknowledge the support and assistance provided by all parties involved
in the data collection and research process. Their cooperation and contribution were essential to the
successful completion of this study.

Finally, the authors would like to thank the institution and colleagues who provided
academic support, encouragement, and valuable assistance throughout the research and manuscript

preparation process.

MALALA Page 54


https://creativecommons.org/licenses/by/4.0/

This work is licensed under a Creative Commons Attribution 4.0 International license
Vol. 01, No. 2, August 2026
Management and Applied Learning in Local and Adventure Tourism (MALALA)

REFERENCES

Alsharif, A., Mohd Isa, S., & Alqudah, M. N. (2024). Smart tourism, hospitality, and destination: A
systematic review and future directions. Journal of Tourism and Services, 15(29), 72-110.
https://doi.org/10.29036/jots.v15i29.746

Anh, H. D. T,, Giao, H. N. K., & Quyen, M. L. (2024). Impact of technology attributes on tourists'
smart tourism experience: A literature review. Hue University Journal of Science: Economics and
Development, 133(5B). https://doi.org/10.26459/hueunijed.v133i5B.7351

Arribe, E. (2018). Implementasi aplikasi smart tourism pada Dinas Pariwisata Kabupaten Kampar.
Jurnal Teknologi dan Open Source, 1(2). https://doi.org/10.36378/jtos.v1i2.19

Boes, K., Buhalis, D., & Inversini, A. (2016). Smart tourism destinations: Ecosystems for tourism

destination competitiveness. International Journal of Tourism Cities, 2(2), 108-124.

Buhalis, D., & Amaranggana, A. (2015). Smart tourism destinations enhancing tourism experience
through personalisation of services. In I. Tussyadiah & A. Inversini (Eds.), Information and
communication — technologies in  tourism 2015 (pp-  377-389). Springer.
https://doi.org/10.1007/978-3-319-14343-9 28

Buhalis, D., & Foerste, M. (2015). SoCoMo marketing for travel and tourism: Empowering co-

creation of value. Journal of Destination Marketing & Management, 4(3), 151-161.
https://doi.org/10.1016/j.jJdmm.2015.04.001

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information
technology. MIS Quarterly, 13(3), 319-340. https://doi.org/10.2307/249008

DeLone, W. H., & McLean, E. R. (2003). The DeLone and McLean model of information systems
success: A ten-year update. Journal of Management Information Systems, 19(4), 9-30.
https://doi.org/10.1080/07421222.2003.11045748

Gretzel, U, Sigala, M., Xiang, Z., & Koo, C. (2015). Smart tourism: Foundations and developments.
Electronic Markets, 25, 179-188. https://doi.org/10.1007/s12525-015-0196-8

Gretzel, U., Werthner, H., Koo, C., & Lamsfus, C. (2015). Conceptual foundations for understanding
smart tourism ecosystems. Computers in  Human  Behavior, 50, 558-563.
https://doi.org/10.1016/j.chb.2015.03.043

Gunawan, G, Ilyas, M. F. G. B., Azizurrohman, M., & Lorefio, D. T. (2025). When smart destinations
become sustainable: How technology and communication shape tourist satisfaction. Jurnal
Kepariwisataan Indonesia, 19(2), 177-200. https://doi.org/10.47608/jki.v19i2.2025.177-200

Hamid, R. A., Albahri, A.S., Alwan, J. K,, et al. (2021). How smart is e-tourism? A systematic review
of smart tourism recommendation system applying data management. Computer Science
Review, 39, 100337. https://doi.org/10.1016/j.cosrev.2020.100337

Huang, Y. C., & Liu, C. H. S. (2020). The role of perceived smart tourism technology experience for

tourist satisfaction, happiness and revisit intention. Sustainability, 12(16), 6592.
https://doi.org/10.3390/su12166592

MALALA Page 55


https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.29036/jots.v15i29.746
https://doi.org/10.26459/hueunijed.v133i5B.7351
https://doi.org/10.36378/jtos.v1i2.19
https://doi.org/10.1007/978-3-319-14343-9_28
https://doi.org/10.1016/j.jdmm.2015.04.001
https://doi.org/10.2307/249008
https://doi.org/10.1080/07421222.2003.11045748
https://doi.org/10.1007/s12525-015-0196-8
https://doi.org/10.1016/j.chb.2015.03.043
https://doi.org/10.47608/jki.v19i2.2025.177-200
https://doi.org/10.1016/j.cosrev.2020.100337
https://doi.org/10.3390/su12166592

This work is licensed under a Creative Commons Attribution 4.0 International license
Vol. 01, No. 2, August 2026
Management and Applied Learning in Local and Adventure Tourism (MALALA)

Jiang, Y., & Wen, J. (2020). Effects of COVID-19 on hotel marketing and management: A perspective
article. International Journal of Contemporary Hospitality Management, 32(8), 2563-2573.
https://doi.org/10.1108/[J]CHM-03-2020-0237

Koo, C,, Shin, S., Gretzel, U., Hunter, W. C., & Chung, N. (2016). Conceptualization of smart tourism
destination with the social media perspective. In Information and communication technologies
in tourism 2016 (pp. 3-16). Springer. https://doi.org/10.1007/978-3-319-28231-2 1

Li, J., & Han, H. (2026). How smart tourism technology improves tourist experiences and what

aspects of the technology are important for the improvement. Journal of Hospitality and
Tourism Technology.

Moliner-Tena, M. A., Monteserin-Abella, O., Callarisa-Fiol, L. ., & Ferreres-Bon(fill, J. B. (2026). Smart
tourist destination: A literature review and future agenda. Journal of Hospitality and Tourism
Insights, 9(3), 1065-1085. https://doi.org/10.1108/JHTI-04-2025-0517

Molz, J. G. (2012). Travel connections: Tourism, technology and togetherness in a mobile world. Routledge.

Neuhofer, B., Buhalis, D., & Ladkin, A. (2012). Conceptualising technology enhanced destination
experiences. Journal of Destination Marketing &  Management, 1(1-2), 36-46.
https://doi.org/10.1016/j.jdmm.2012.08.001

Neuhofer, B., Buhalis, D., & Ladkin, A. (2014). A typology of technology-enhanced tourism
experiences. International Journal of Tourism Research, 16(4), 340-350.

Neuhofer, B., Buhalis, D., & Ladkin, A. (2015). Smart technologies for personalized experiences: A
case study in the hospitality domain. Electronic Markets, 25, 243-254.

Novri, K, Rita, I. T., & Deny, S. (2021). Peran digitalisasi terhadap keputusan berkunjung wisatawan
pada industri pariwisata Kecamatan Tambang Kabupaten Kampar. Jurnal Online Mahasiswa
(JOM) Bidang Ilmu Ekonomi.

Rather, R. A., & Hollebeek, L. D. (2021). Customers' affective responses, engagement and loyalty
intention in tourism: The role of social media. Tourism Review, 76(2), 376-391.

Serrano, L., & Carpio, J. (2021). Smart tourism destinations: A systematic review. Tourism Review,
76(3), 505-528.

Sustacha, I., Banos-Pino, J. F., & Del Valle, E. (2023). The role of technology in enhancing the tourism
experience in smart destinations: A meta-analysis. Journal of Destination Marketing &
Management, 30, 100817. https://doi.org/10.1016/j.jdmm.2023.100817

Tussyadiah, I. P. (2014). Toward a theoretical foundation for experience design in tourism. Journal of
Travel Research, 53(5), 543-564.

Tussyadiah, I. P. (2015). An exploratory study on smart tourism technology adoption and user

experience. Tourism Management Perspectives, 15, 1-10.

Vaz, R., Vidal de Carvalho, J., Teixeira, S. F., & Castanho, R. A. (2025). Smart tourism destination
advances through qualitative research and further research avenues: A systematic literature
review. Discover Sustainability, 6, 682. https://doi.org/10.1007/s43621-025-01590-2

Wang, D., Park, S., & Fesenmaier, D. R. (2012). The role of smartphones in mediating the touristic
experience. Journal of Travel Research, 51(4), 371-387.

MALALA Page 56


https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1108/IJCHM-03-2020-0237
https://doi.org/10.1007/978-3-319-28231-2_1
https://doi.org/10.1108/JHTI-04-2025-0517
https://doi.org/10.1016/j.jdmm.2012.08.001
https://doi.org/10.1016/j.jdmm.2023.100817
https://doi.org/10.1007/s43621-025-01590-2

This work is licensed under a Creative Commons Attribution 4.0 International license
Vol. 01, No. 2, August 2026
Management and Applied Learning in Local and Adventure Tourism (MALALA)

Wang, D., Xiang, Z., & Fesenmaier, D. R. (2014). Adapting to the mobile world: A model of
smartphone use. Annals of Tourism Research, 48, 360-379.
https://doi.org/10.1016/j.annals.2014.04.008

Yap, Y.-Y,, Tan, S.-H,, Tan, B.-C,, & Tan, S.-K. (2025). Smart tourism technologies and tourist
satisfaction: A systematic literature review and research agenda. Acta Psychologica, 258,
105191. https://doi.org/10.1016/j.actpsy.2025.105191

Yuksel, F., Kement, U., Dogan, S., Erkol Bayram, G., Bayar, S. B., & Cobanoglu, C. (2025). Effect of
smart tourism technology experience (STTE) on tourist satisfaction and tourist happiness in

Bordeaux: The mediation role of self-gratification. International Journal of Tourism Cities, 11(2),
218-241. https://doi.org/10.1108/IJTC-06-2024-0119

Yuslaini, N., Amrillah, M. F., Maulidiah, S., Rauf, R., Yandri, R. R., & Rahman, M. H. (2025). Strategi
pengembangan desa wisata alam berbasis digital tourism di Desa Bandur Picak, Kecamatan
Koto Kampar Hulu, Riau. ARSY: Jurnal Aplikasi Riset kepada Masyarakat, 6(3), 786-795.
https://doi.org/10.55583/arsy.v6i3.1709

MALALA Page 57


https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1016/j.annals.2014.04.008
https://doi.org/10.1016/j.actpsy.2025.105191
https://doi.org/10.1108/IJTC-06-2024-0119
https://doi.org/10.55583/arsy.v6i3.1709

