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Abstract—This article investigates technology used by Tshwane 

residents intended for tourism purposes. The aim is to contribute 
information for planning and management concerning technology 
within the tourism sector in the city of Tshwane, South Africa. This 
study identified the types of tourist related technologies used by the 
Tshwane residents, be it for business purposes or personal use. The 
study connected the exploitation of technology for tourism purposes 
through unpacking the tourism sector as it utilizes technology. 
Quantitative research methodology was used whereby self-completed 
questionnaires were chosen as research instruments. The research 
study carried out a search for knowledge on technology for tourism 
and the Tshwane residents; however the study revealed that 
technology has certainly imprinted tourism massively because of its 
effectiveness and efficiency. Technology has assisted tourism 
businesses stay abreast of competition with integrated 
communication technology (ICT) and because of that, SA is on the 
map as one of the economically performing countries in Africa. 
Moreover, technology and tourism make a meaningful impact on job 
creation and Gross Domestic Product (GDP). 
 

Keywords—Information and Communication Technology, 
Technology for tourism, Tshwane residents. 

I. INTRODUCTION 
ECHNOLOGY has been classified as objects, knowledge, 
activities and as a socio-technical system [1]. Hence, the 

interest of this study lies with the last definition, which looks 
at technology as socio-technical system because it includes the 
use of objects and the involvement of people.  

The study focus is on identifying technology used by the 
residents in Tshwane metropolis for tourism development. 
There are lots of tourism activities that take place in Tshwane, 
an area located in Gauteng province in South Africa (SA). 
These tourism activities are propelled by technological 
advances such as the unique infrastructure in Gauteng 
province, the newly founded Gautrain which is one of the 
fastest trains in Africa. Such unique developmental 
infrastructure plays a particular role in Gauteng as far as 
tourism is concerned. Gautrain project has transformed the 
way of doing business in tourism and affects operators within 
the industry. Furthermore, this technological innovation has 
increased competitive advantage for SA as a tourist 
destination, including the Tshwane area. This has led to 
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Tshwane tourism exploiting such an opportunity and promotes 
the city as a tourist destination, thus making people notice and 
wants to visit Tshwane. 

In the Ministers Meeting, the Minister of Tourism in SA, 
Marthinus van Schalkwyk [2] mentioned the importance of 
tourism industry in the economy as “it contributes almost 9% 
towards the world GDP, internationally tourism accounts for 
8% of global employment, making the industry a major 
contributor in job creation”. Tshwane has the highest 
economic growth compared to all cities in SA [3]. The tourism 
industry has been revolutionized more if compared with other 
industries by internet in the last few decades [4], for instance 
in the accommodation sector, the calypso computer software 
(CCS) is used for operation, product management reservations 
and documentation. It is clear that technology enables tourism 
businesses to go global with interactive websites where clients 
are able to view prices, promotions and share experiences with 
other travelers [5]. It is therefore vital to investigate the 
technology for tourism that is utilized by the residents of 
Tshwane to access the tourism industry.  

II. THE USE OF ICT IN TOURISM 
Tourism is broad; hence, definitions of tourism vary. In 

most cases tourism includes time, distance, stakeholder, 
tourists’ needs, as well as involving people travelling to, or 
visiting a destination. However, a comprehensive tourism 
definition considers all the stakeholders, such as tourists, 
service sector, government and the host communities [6]. All 
of these stakeholders expect to benefit from tourism. Although 
tourism is a discretionary activity, it is an economic role 
player locally and globally. Given the above characterization, 
tourism is a dynamic phenomenon and it is affected by 
geography, sociology, and marketing, thus making tourism 
very important. The size of tourism alone suggests that it 
generates large volumes of information to be processed and 
communicated [7] 

Tourism is an information business; ICT’s facilitates 
communication and access of that information that is expected 
to be up to date instantly. Although people still do things 
traditionally; ICT in tourism is pivotal and will continue to 
affect the growth of the tourism industry. According to [8], 
tourism is also an international business; therefore information 
needs to be communicated across different industry players 
which include government, suppliers, retail outlets, and 
consumers. It is therefore essential to look at the five sectors 
of the tourism industry and usage of technology within these 
sectors. In most instances accommodation sector gets 25-35% 
of the total tourist spending [9]. This indicates that 
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Fig. 4 represents the preference of social networks. Most 

participants, 71% preferred Facebook, followed by 16% who 
preferred WhatsApp. There were7% of participants preferred 
twitter as a means of communication, 3% prefers mxit and 
linked in as a means of communication. The results indicated 
that majority of the participants were Tshwane residents as per 
the sample of the study. The study shows that most of the 
participants (73.91%) have access to technology and they do 
use it for the purposes of tourism. Most residents who 
participated in the study were aged 21-35. The respondents 
who participated (34.25%) indicated that they were educated 
and employed. The study shows that most of the participants 
(73.91%) have access to technology and they do use it for the 
purposes of tourism. Most participants indicated that they use 
internet for purposes of tourism which includes obtaining 
attraction information as people are constantly looking for 
recreation ideas. The respondents (71%) preferred getting 
tourism related information from Facebook social network 
because it is popular therefore most people have access to it. 

V. CONCLUSION 
Technology has certainly imprinted tourism massively; it is 

without a doubt that everywhere in the world technology is 
used to some extent, because of its effectiveness and 
efficiency. Technology has assisted tourism businesses to stay 
abreast of competition with ICT. SA is also benefitting from 
technology and is on the map as one of the economically 
performing countries in Africa. Moreover, technology and 
tourism are keys in job creation for SA, including the area of 
Tshwane. There is a lot on technology that still needs to be 
investigated as far as tourism benefits are concerned. 

This study was conducted based on investigating the 
technology used by Tshwane residents for tourism 
development. The description of the research population, 
which were residents of the Tshwane metropolis and the 
residents’ level of awareness of technology for tourism 
purposes were identified. The type of tourism-related 
technology used by residents was determined. Moreover, th 
reasons why residents use or do not use tourism technology 
were identified. 

Results indicated that the SA market (both tourism suppliers 
and customers) have access to both computers and internet. 
Although ICT is not being exploited to its full potential for 
tourism purposes, it is promising that the usage of technology 
continues to grow in time. With tourism being so important in 
the development of SA, it affects all spheres (social, 
economic, environment, and political) as a result, it is 
imperative to exploit ICT mechanisms and the role it plays 
within the tourism sector. In most cases, the tourism industry 
utilize ICT for information dissemination by both tourism 
suppliers and consumers. Drawing from the study, it appears 
that most residents do not use technology for tourism 
development purposes. It is therefore recommended that 
further studies be conducted to investigate the level of 
awareness on using technology for tourism development and 
planning purposes.  

Furthermore, initiatives from tourism organizations and 
government are prudent in terms of encouraging and 
informing the public about the usage of technology for 
tourism; as well as the trends contributing to the industry’s 
success such as technology (ICT). The results indicated that 
social networking is a widely used form of communication; 
therefore tourism organizations can use ICT resources to 
inform tourists about tourism trends. It is then crucial that 
future research focus on investigating how effective social 
networks are in terms of getting not only Tshwane residents 
but also people of SA to travel within their own country; the 
more information they have access to, the more informed 
decision they will make about travelling.  
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