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Digital-free tourism (DFT) has recently attracted tourism service providers’ attention for its benefits in terms of

enhancing tourists’ experiences and well-being at destinations. DFT refers to tourists who are likely to voluntarily

avoid digital devices and the Internet on holiday, or travel to destinations without network signals. DFT has

advantages for tourists in increasing well-being, mental health, and social networking during their journeys. DFT

also has a benefit for tourism marketers in that they can consider it as a new tourism approach.

digital-free tourism  tourism digitalization  tourist experience  locus of control

tourist attribution  attribution  destination management  digital detox  social media

1. Introduction

The number of tourists has significantly increased because individuals have more holidays with more disposable

income . The increasing number of tourists helps increase revenues for tourism destinations and provides

thousands of jobs . According to UNWTO , the number of tourists increased to 1.4 billion in 2018 with USD 1.7

trillion. It is also expected to reach 1.8 billion by 2030 because of rapid digital transformations . Digital

transformation and technology play a crucial role in forming consumer intentions, attitudes, purchasing behavior,

and satisfaction, especially in the tourism industry . Moreover, they enhance service providers’ marketing

campaigns to attract consumers . Thus, the increasing number of tourists has led many tourism service providers

to use digital transformation advantages to attract the highest number of tourists throughout their marketing

campaigns. Digital marketing allows tourism service providers to customize marketing campaigns to sell services

and directly present information to tourists through websites .

So, tourists utilize digital tourism platforms due to their benefits in terms of booking and comparing different

alternatives . Digitalization in the tourism industry drives tourists to represent themselves as encountering actors

negotiating and seeking better experiences . Thus, tourism service providers utilize many digital tools such as

mobile applications, websites, and social media to enhance consumer service, attracting new consumers to

increase revenues . Tourists use all these digital tools, mobile applications, and social media to improve their

experience during holidays .

The importance of digital transformation for both tourism service providers and tourists is mainly related to seeking

alternative information , building brand reputations , and enhancing tourists’ experiences at destinations .

However, digital technologies and/or social media negatively impact tourists’ well-being and mental health. For
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instance, the “e-lineation” concept has been proposed to show tourists’ negative life experiences, including

superficiality, meaninglessness, dropping social norms, and self-isolation during holidays . Thus, tourists find

motivation to unplug from social media and digital technology during holidays because of the destructive feelings

and dark traits associated with using these technologies, such as detachment from social and physical

surroundings, diminished recovery, and lack of wellness balance during holidays .

Therefore, tourism scholars have developed a new phenomenon that describes the tendency to get rid of

technologies during holidays, namely “digital-free tourism” (DFT), which refers to minimal access to, and the

absence of, communication technologies and information during vacations . DFT influences tourists to improve

their health and personal growth by driving them to get off-line . Tourism researchers have found that some

tourists do not take their smartphones with them during their journeys  to avoid dark psychological traits when

using mobile phones and any digital technologies during holidays . This tendency is called “digital detox”; it

introduces the idea of avoiding any virtual world on holidays by decreasing people’s habitual usage of social media

and electronic devices .

Tourism destination managers have found that tourists’ tendencies to experience DFT holidays bring more

revenues to tourism destinations that encourage this type of experience . However, there is a prominent gap

in studies of tourists’ self-control—namely, their locus of control (internal vs. external.) while encountering these

DFT holidays. Locus of control (LOC) theory refers to the extent to which people believe that they can control

events’ outcomes in their daily lives . Individuals could have an internal LOC, or an external LOC. Internal LOC

refers to the people who assign the responsibility of events’ outcomes to their ability to control them. In contrast, an

external LOC refers to the people who assign the responsibility of events’ consequences to causes beyond their

control or external factors such as luck and fate . Individuals’ locus of control could influence tourists to make

different decisions  because it is a consistent predictor of a tourist’s attitude, emotion, and tendencies to

adopt technologies .

Therefore, it is crucial to pay more attention to studying tourists’ LOCs during experiencing digital-free tourism

holidays. By employing the locus of control theory to understand tourists’ DFT holidays, tourism managers will find

the potentials and/or the obstacles that help improve DFT experiences.

2. Digital Significance for Tourists during Holidays

The Internet and globalization are two important impulses behind the importance of individual uses of digital

technologies . Within this context, digital technologies advocates claim that such technologies boosts service

providers and consumers’ collaboration, communication and sharing, and improves information gathering . The

digital environment offers a wide range of data covering ratings, customer reviews, tags, blogs, social interactions,

and consumers’ responses to marketing activities. These data are beneficial both for service providers in terms of

understanding online consumer attitudes to develop professional marketing strategies and for consumers in terms

of measuring the effectiveness of services features and choosing between competitors . That is why consumers

could find more alternatives in the online environment than offline customers when collecting information .
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In the tourism context, during holidays, tourists are likely to perceive information about services online more than

offline because price sensitivity is lower online than offline, and brand names and brand equity have a more

substantial influence online than offline . Existing literature reveals that digital experiences not only influence

tourists’ mental processes and enhance online purchasing behaviors and decision making , but also help

tourists during their holidays to check for alternative solutions to any problem and share their experiences with their

friends . Tourists assume that the tourism service providers’ existence (vs. not) on digital platforms is in

indication of its existence (vs. absence) in the tourism market . This is especially the case for millennial tourists.

Millennial tourists are technologically savvy and have the ability to check the Internet and use social media for a

long time . According to Zhuang et al. , millennial tourists tend to use digital technologies more than other

tourists during holidays; moreover, they are more likely to be affected by technological and digital tourism

campaigns.

A study by Cuomo et al.  found that tourists who are enthusiastic about visiting destinations are more likely to be

disappointed if they find a lack of digital presence in these destinations on social media, because it helps tourists to

enhance their experiences in tourist destinations . A recent study by Hassan et al.  found that travelers’

engagement in technology utilization during holidays is one of the more mainstream activities in tourism

destinations. They also emphasized that digital platforms play a dominant role in facilitating tourists’ trip itineraries.

A digital presence in holidays plays a dominant role as an information platform that can be used to attain an

overview of current issues and to clarify the connections between tourism service providers and tourists to build up

the destination’s image . For instance, search engine queries, Google Trends, and extensive social data provide

more profound insights that help tourists to enhance their experiences during holidays .

However, many studies have shed light on the dark traits associated with using digital technologies during holidays

with their adverse impacts on tourists’ physical health, especially psychological well-being . A large addiction to

digital technology causes fear of missing out (FoMO), caused by smartphone addiction and nomophobia (the panic

of not using a mobile phone) . These fears and terrors lead to several mental health issues (e.g., low self-esteem,

anxiety, depression, and technostress) . This encourages tourists to voluntarily avoid digital technology usage

during holidays, which researchers call digital-free tourism. The next section will synthesize the new tendencies to

apply digital-free tourism and digital detox in the tourism context.

3. Digital-Free Tourism (DFT) and Tourists’ Locus of Control
(LOC)

To treat the dark traits associated with using digital technologies at holiday destinations (e.g., smartphone addiction

and nomophobia, anxiety, and depression), tourism practitioners make practical efforts to attract tourists for digital-

free holidays. Digital-free tourism (DFT) refers to holidays with a lack of electronic devices or the Internet . DFT

could also be defined as an intentional experience by tourists, where they switch off any digital technologies during

holidays . This means that tourists switch off their electronic devices and/or disconnect Internet services during

vacations . For instance, “digital downtime” by the Scottish tourism industry, and “Blackhole” resorts in the

United Kingdom and North America, “digital detoxing” in the Maldives where tourists disconnect from the Internet
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and are forbidden to use any digital technology during their holidays to treat the Internet addiction and manage

tourist stress . So, tourists are recommended to avoid any digital technologies to avoid obstacles when using

digital technology in the tourism industry .

The reasons that lead tourists to respond to these calls for DFT and to dislike the “digital leash” are (a) social

media addiction-prone applications such as Facebook, Twitter, and Instagram, because these are barriers to

enjoying the present moments during vacations; (b) social media and technologies have a harmful influence on

interpersonal relations because social media platforms hinder interactions amongst travel companions on journeys;

(c) the pressure provoked by forcing them to “show and live” their experiences for others by comparing themselves

with others to avoid ignoring the external “ever-present expectation” in this digital era . Disliking the “digital

leash” encourages tourists to benefit from the privileges of digital detox during holidays, which are creativity,

curiosity, open-mindedness, love of learning, perspective, bravery, persistence, integrity, social intelligence,

forgiveness and mercy, humility/modesty, prudence, self-regulation, gratitude, and spirituality . All these

character strengths before, during, and after the journey could exist because tourists do not use any digital

technology .

Though digital detox during holidays is important, not all tourists can withstand digital withdrawal symptoms. Some

tourists cannot cut off the connection because they have particular commitments, so they cannot be unavailable, or

they are afraid of getting lost . For instance, tourists who cannot manage their work issues may depend on digital

devices to finish work-related tasks while on holiday . Moreover, suffering from withdrawal symptoms during

vacations differs based on the destination types. For example, tourists may experience higher levels of anxiety and

frustration in urban destinations compared to rural and natural destinations due to the need for instant information

access, navigation, and word-of-mouth recommendation to feel in control of their holidays . Tourists who also

travel in a group or as couples are less likely to have anxiety when disconnecting than solo tourists because they

feel they are in control of the trip itinerary .

Given that tourists’ feelings of control influence them in terms of connecting with and/or disconnecting from digital

technologies  and that there is a lack of studies that highlight feelings of control of tourists experiencing DFT

holidays, the next part of this entry will shed light on tourists’ locus of control as a prominent theory to understand

individuals’ control about surrounding events  to determine tourists’ tendencies and abilities to engage in DFT

holidays.

Locus of control refers to individuals’ different characteristics in terms of the extent to which individuals ascribe their

ability to achieve success (or failure) to their daily life events . Individuals with internal LOC (“internals”) believe

that their attitude and abilities can generate desired outcomes. These “internals” have a high probability of being

determined, confident, and believing that they can control their daily events and fate . Moreover, they have a

greater probability of considering that perceived “earned” outcomes result from their power to achieve these

outcomes . Conversely, individuals with external LOC (“externals”) believe that causes outside themselves

generate their outcomes . These “externals” are more likely to assume that they are victims of external powers,

environments, and circumstances they encounter .
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Researchers in consumer psychology have clarified that LOC is one of three attribution theory dimensions—

stability, controllability, and locus —even though attribution theory describes how individuals explain the causes

of outcomes (e.g., failures or successes) in their lives in a similar way to LOC theory . However, attribution

descriptions are usually posted temporarily and occur after a success or failure experience. By contrast, locus of

control is essentially forward-looking, including insight into one’s ability to control the explained outcome.

Individuals may feel that their events are caused by factors beyond their control (situational attribution); yet, they

believe that they can handle it (internal LOC) by taking remedies for these events . Moreover, psychological

studies have demonstrated that LOC is a component of self-control. This indicates that a lower level of non-

cognitive abilities may intensify problems about an individual’s self-control, especially externals more than internals

.

Thus, when individuals have external LOC, they are more likely to be influenced by external causes and to be

unable to control surrounding events well because they assign responsibility for the events to external causes .

In contrast, individuals with internal LOC are more likely to control surrounding events by assigning responsibility

for the events to internal causes . Internal LOC (vs. external) is more likely to be associated with better social

experiences, better health, and better economic outcomes. For instance, individuals with internal (vs. external)

LOC are more likely to cope with contradictory life shocks, have higher saving and satisfaction levels, adopt

productivity-enhancing technologies, and seek better mental health . Regarding tourist satisfaction, there is an

inevitable argument that tourist satisfaction and well-being are interconnected. In a contemporary model suggested

by Lin et al. , they found that, for the most part, tourists’ indicators for their well-being are actively shaped by

consistency regarding their affective satisfaction at gastronomic destinations, especially concerning high-quality

services. Thus, when researchers highlighted the LOC part, tourists who feel in control of their journeys would

increase their level of satisfaction ; therefore, they will have a high probability of well-being with an increase of

control sense .

From the tourist gender perspective, there is a distinction in the level of LOC between males and females. For

instance, females are, compared to males, usually more likely to revolve around attributing most adverse events

that require efforts (e.g., DFT) to external causes with an external LOC to avoid low self-control  and avoid self-

blame . Thus, females are likely to ask more questions to get more information that may raise their confidence

during the holidays  because females experience different levels of LOC in several situations compared to males

. According to Saleh , female tourists attempt to avoid low self-confidence during holidays by collecting more

information to increase their control during tourism service encounters. Thus, while DFT holiday tourists have to

avoid using the Internet, they may encounter difficulties with Internet leverage in collecting data. Consequently,

researchers argue that female tourists have different perceptions of DFT holidays than males regarding their LOC.

In this vein, tourists do not take a digital-free tourism approach because of DFT advantages per se. However, the

locus of control and attribution toward such an approach plays a crucial role when engaging in such holidays

(Figure 1). Therefore, tourists with different LOC (internal vs. external) respond to digital-free tourism holidays.
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Figure 1. The interdependence between DFT, LOC, and tourists’ behavioral outcomes.

Figure 1 explains that it is needless to highlight that tourist experiences and technology usage are related .

Tourists aim to use digital technologies during holidays to facilitate their holiday items and collect mode data,

avoiding risks during holidays . Tourists also use digital platforms to share their trip photos with their peers and

check news updates, leading to more holiday enjoyment . Notwithstanding that digital technologies during

holidays have their privileges, they still have their dark traits . For instance, they hinder interaction in travel,

increase comparisons with others, and decrease open-mindedness, love of learning, perspective, and bravery.

These dark traits drive destination managers to find an alternative approach to addressing these dark trait issues,

introducing a digital-free tourism approach. As mentioned earlier, tourists tend to control their journey using digital

technologies. The motivation for using technology reflects the fact that tourists want to have high engagement in

holiday activities . Tourists’ motivation toward experiencing positive experiences while using technologies

increases their affective engagement toward tourism event outcomes .

Given that affective engagement in holidays helps predict tourists’ emotions , and given that emotions are a post

hoc feeling of attributing different event outcomes to different causes , the “causality” concept is a stimulator in

such a holiday attribution process. This means that with dark technology traits during holidays and tourists’ desires

to use technology to facilitate their holidays, DFT service providers/tourists will be confused in predicting such

contradictory emotions and causalities concerning engagement in DFT. This is because causality results from
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individuals’ control over holiday events . Therefore, the feelings of holiday control, desire to use technology,

desire to avoid digital technology traits, and navigation of self-emotions all occur in tourists’ mindsets.

DFT has advantages to increase tourists' well-being and satisfaction depending on their self-control during DFT

holidays. The study proposes nuanced propositions to help destination managers to encourage tourists to engage

in DFT holidays by avoiding obstacles that may cause low self-control during DFT holidays as follows:

On the one hand, to encourage tourists for digital detox during holidays, destination managers are recommended

to list the benefits of digital detox by highlighting tourists' reviews about experiencing digital detox holidays on their

websites. Tourism destination managers are also recommended to specialize a prominent icon on their websites

and/or mobile applications during the reservation, notifying tourists about self-growth opportunities by evading

digital technology use during the journey . On the other hand, to avoid tourists' lower self-control as an output

because of lack of information and emergencies during DFT holidays. Destination managers are recommended to

distribute informative vouchers that include all information about the city tourists help centers, transportations

schedules, prices; restaurant working times; pharmacies and hospitals numbers, public toilet’s locations, foreign

exchange centers, and police stations.

Furthermore, destination managers are recommended to ensure a prompt service encounter process, especially

waiting times, to ensure that tourists participate in digital-free tourism during holidays. For example, destination

managers should avoid waiting times while checking in because more waiting time increases the likelihood of an

external LOC . This, in turn, will motivate tourists to pick up their mobile phones and ignore the DFT challenge.

Therefore, destination managers should add a new option to their website to facilitate check-in procedures for

tourists before tourists' arrival. Additionally, there is a high positive correlation between addiction to digital devices,

loneliness, and low self-control -external LOC- . Therefore, destination managers should involve single-

accommodate DFT tourists at destinations with entertainment activities at hotels by prioritizing them with hotel

entertainment activities compared with tourists with companions.

Tourist orientation from tour operators about the new tourism trends helps cope with the lingering self-distress

tourists may encounter during holidays. Travelers who engage in DFT holiday patterns are more likely to mirror low

post-traumatic self-confidence of digital detox. Therefore, tour operators (e.g., individual and/or team organizers in

different tourism destinations) have to create pre-FDT orientations in an easy way to avoid DFT obstacles. Tour

operators are recommended to clarify and explore the predicted sudden and dramatic low self-confidence or low

self-control tourists may encounter during the DFT holiday, the emergencies they may encounter, and the solution

to cover these obstacles. Such a burning urge for "orientation" helps tourists enjoy their DFT holidays through pre-

FDT orientation helps them help signify the barriers and avoid them to increase their sense of control and

normalcy.

According to Galvin et al. , individuals who shift from external to primarily internal lead to positive feelings with

high satisfaction and control the outcomes of their events (DFT holidays). Individuals with external LOC are less

likely to control DFT holidays; thus, destination managers may propose the #Digital_Detox_Challenge hashtag with
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incentives. So, if tourists join the challenge and achieve success in this challenge, destination managers could

upgrade their reservations with discounts. This will raise the tourists' self-confidence, influencing individuals to have

Internal LOC .
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