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Abstract 
The amazing development of the ICT industry and mobile technologies impressed a behavioural change and adaptation 
on individual and corporate users revealed at the level of current activities as well as in the consumer behaviours. 
Tourism industry has always been one of the most adaptable sectors, following the trends imposed by the two above-
mentioned industries. The increase in tourists’ mobility, users of mobile devices, also made necessary the adaptation of 
the distribution of tourism products and services and their redirecting towards the mobile environment. Taking into 
account these aspects, the present study was conceived on two levels. The first level identifies important aspects of 
mobile applications in general, by types and classifications, as well as presents a concise static image of them at global 
level. It also describes aspects related to mobile applications dedicated to tourism as offers to mobile device users. The 
second level comprises the study regarding the usage of tourism-specific mobile applications by Romanian mobile 
device users. The results of this study indicate the profile of the tourist-user of mobile devices from Romania, captured 
on three levels, namely: a socio-demographic profile, a mobility profile and a tourism-related mobile application user 
profile. We consider that these results provide useful information to companies belonging to the tourism and software 
industries, as well as indie developers of mobile applications, and users of mobile devices.    
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1. Introduction 

 
Tourism, one of the most flexible and adaptable industries, was among the first adopters of all novelties 

developed by ICT and mobile technology industry, thus permanently updating touristic service offers according to 
customers’ needs.  

The evolution history of tourism industry delineates the gradual progress made by touristic entities, as they 
shifted from the traditional offline environment to the digital environment first employed in e-tourism and subsequently 
in mobile-tourism.  

The tourism industry has continously undergone fast transformations brought about by mobile technologies and 
ICT industry, as they have changed tourists’ consumption behaviour and the way they access and use information 
specific to this sector. The increased mobility of tourists, who have become technology and mobile device consumers, 
has imposed the  reconfiguration of tourism product and service distribution, in terms of their transmutation to the 
mobile environment.  

An important aspect to be taken into consideration is that related to the modification of consumers’ preferences 
for mobile applications vs mobile websites, mobile device users allocating 89% of their time spent on mobile devices to 
mobile applications [8].   

 In 2014, the World Travel Market Global Trends Report, has revealed that by 2018, bookings made from 
mobile devices will reach 35% and that the Wearables category will become a very important accessory for every 
tourist. For the same period, the same report identifies significant increases in the segment of in-destination services 
and on-the-go bookings carried out from mobile devices [12].  

The online survey carried out by TripAdvisor’s TripBarometer and the global research company Ipsos in 2015 
introduced a new concept to differentiate a specific segment of tourists, namely “connected travelers, or travelers who 
are keen on planning and booking travel on their smartphone”; 45% of connected travellers make their bookings from 
mobile devices and are willing to use a mobile app with booking functionality, while 34% desire to use mobile apps 
offered by accommodations for check-in purpose [14].  

The results of the study carried out in 2016 by the hospitality marketing agency Fuel identified an important 
increase in the use of mobile apps by tourists in the detriment of online travel agents (OTAs). Likewise, over 52.2% of 
tourists would be willing to use mobile apps for purchasing tourism services, while 61.4% would spend more money 
using mobile application to access some amenities and additional services offered at the tourism destination [4].   
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Based on these general aspects, the present paper was structured into two parts, the first one providing an 
overview of mobile applications in general and of mobile devices used in the tourism industry in particular, and the 
second one focusing on a study regarding mobile applications in tourism and their popularity among Romanian users of 
mobile devices. 

The findings offer useful information for several actors on the tourism and ICT markets, namely: tourism and 
software companies, mobile application developers and, of course, mobile device users.  

 
2. Mobile applications (MA) - an overview 

 
Over time, mobile applications have got a series of definitions used in the literature of speciality as well as by 

software developers. Thus, mobile apps are considered as:  
• software that provides information in various formats, according to the technical features of the 

mobile devices for which they are designed and who can provide information and specific 
support to their users, being dedicated to daily or business activities [15]; 

• “a set of coded instructions used by a mobile device to solve a problem” [1].  
Likewise, an impotamt relationship was identified between branded apps defined as “software that is 

downloadable to a mobile device and prominently displays a brand identity, often via the name of the app and the 
appearance of a brand logo or icon throughout the user experience” and the behavioural tendencies of mobile device 
users [18: p 305]; The same authors put forward a classification of branded apps, as follows: “Tool-centric apps 
(designed to identify the motivations and requirements of consumers in using/buying products and to develop services 
to assist consumers in these processes), Game-centric apps (designed with the aim of entertainment), Social-centric 
apps (designed to target socializing for fun), M-commerce-centric apps (designed to sell products), Design-centric apps 
(based on a creative design that influences the user’s behaviour)” [18: p 307-309].  

In the process of classifying mobile applications, a very important distinction was made between mobile Webs 
and mobile Apps. One of these classifications suggests the following types „standard web apps (applications for 
desktop computer browsers), responsive web (applications with a responsive web design apply a different style), 
mobile web (websites dedicated to mobile devices), hybrid apps (mobile web applications packed into a native app), 
native apps (specific apps for mobile devices with particular features)” [16]. 

Over time, aspects related to the access, collection and utilization of users’ data by mobile apps were identified 
and outlined, that generate a “Big Data phenomenon - a particular type of Big Data: highly personalized, rich data 
about consumers of mobile apps” [2: p 28]. This phenomenon brings into attention important aspects related to the 
access to personal data of mobile apps consumers/users, that could raise important issues regarding the confidentiality 
and security of these data and makes it imperative, in the first place, “to educate consumers about the value of their 
personal data” [2: p 33]. 

The precise identification of the number of mobile apps becomes almost impossible, but, there are specific and 
well-known sources that can supply pertinent information regarding this aspect. Thus, following the evolution of the 
number of mobile applications on Google Play during the period between July and November 2015, there is an increase 
from 200 thousand apps to 1.8 million apps; in case of Apple Store, within the period July 2008 and June 2015, the 
increase in the number of mobile apps was outstanding, from 800 apps to 1.5 million. In June 2016 the leading stores in 
the world, based on the number of mobile apps published and distributed depending on the dedicated mobile operation 
systems, were: Google Play store (2,200,000 apps), Apple App store (2,000,000 apps), Windows Store (669,000), 
Amazon appStore (600,000 apps) and BlackBerry World (234,500 apps) [11].  

Based on a statistical forecast, in case of mobile apps downloaded worldwide during the period 2009 - 2017 an 
increase from 2.52 billion apps in 2009 to 268.69 billion in 2017 is estimated [9].  

At global level, the places and roles of the two most important distribution channels of mobile apps, Google 
Play Store for Android and Apple App Store for iOS are well-known. During the last years a series of new mobile apps 
distribution stores were launched offering a series of benefits to developers and able to form an important competitive 
alternative to the two big stores, especially for specific zones of the world, seizing a continuously growing number of 
users. From this perspective, specialists from the mobile software industry identified four categories of distributors of 
mobile apps, namely: Chinese App Stores - dedicated to Asian developers and users, Android App Stores - dedicated to 
Android OS applications, Device Manufacturers App Stores- app stores created by device manufacturers, and Other 
App Stores [7].  

In Apple App Store, during the first semester of year 2016 the most preferred and profitable category was 
Gaming, including about 23% of total applications, for which users spent an average of 7.55 minutes in a gaming app 
session; the category of mobile apps for Business, representing about 10% of total available applications, came as 
users’ second preferred category; these two categories were followed in the preferences of users by applications 
dedicated to education, lifestyle and entertainment [10].   

  On Google Play Store the list of the most downloaded categories of mobile applications in July 2016 looks as 
follows: education, lifestyle, entertainment, business, personalisation, tools, books&reference, music&audio, 
travel&local, puzzle [16].  
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In case of mobile applications specific to tourism, depending on the type of service offered, various 
classifications were found. One of these identifies the following categories: “navigation/geo-localisation, 
socialising/communication, mobile marketing (alerts, discounts, etc.), security/emergency (information, medical, 
emergency), transactional (shopping, tickets, financial/banking, etc.), information, entertainment”[ 3]. According to this 
classification, mobile applications dedicated to tourism industry can be divided into three categories: “Pre-installed and 
non-customisable guides, applications dedicated to mobile devices for accessing tourism information on the web and 
mobile electronic guides devices using either wireless or mobile network connections to access context-aware services” 
[17].  

In Romania, in 2015, at the ZF Mobilio summit, the representatives of some important ICT companies 
identified the penetration rate of smartphones and mobile data services among the population as being close to 40% 
showing an important increasing trend in this field [13]. 

The American Chamber of Commerce in Romania published the results of a study carried out by EY Romania 
in 2015 regarding the use of mobile devices [5]. According to this study, 87% of the respondents had a smartphone, 
58% had a tablet, 5 % a phablet, 4% a fitness bracelet or a smartwatch. The mobile devices most used on a daily basis 
were: smartphone (62%), mobile phone (23%), and tablet (18%); 66% of respondents used the mobile devices in the 
morning, while 52% of respondents checked 11 to 50 times a day their mobile devices; the age group between 25-35 
(41%) used their mobile devices with the highest frequency, more than 200 times in 24 hours, followed by the age 
group 45-55 (26%); 37% of respondents watched 1-5 video content per week, estimating thus a yearly increase in the 
video traffic by 55% until 2020.  

The Romanians’ preferred categories of mobile apps were: business (66%), photo&video (60%), music and 
entertainment (46%), while the less used categories were lifestyle (28%), health&fitness (25%), and sport (17%). The 
industries that offered the most important experience in accessing information from a mobile device were: media and 
entertainment (63% of respondents), finance and banking services (52%), technology and IT (47%), and 
telecommunications (36%) [5]. 

 
3. Study regarding the use of mobile applications dedicated to tourism by Romanians  

 
The study aimed to identify Romanian mobile device users’ preferences regarding tourism-specific mobile 

applications. There were used both primary and secondary data, the former collected through a self-administered 
questionnaire and secondary obtained from statistical reports, research and studies run in the traditional and online 
environments. 

The study was conducted only using mobile social networks, during the period December 2015 - April 2016. 
The sampling was carried out by simple random sampling; the studied population consisting of 905 subjects, of which 
805 formed the final sample. The database for the final analysis consisted of 781 valid questionnaires.  

The questionnaire was designed in mobile and web-based formats, being modular-structured and including 13 
questions. The modules included:  

• The initial module - was focused on delineating the respondents’ socio-demographic profile (age, sex, 
education);  

• The second module - aimed to identify respondents’ mobility profile and their general habits 
regarding the use of mobile devices and mobile applications (type of mobile devices, mobile 
operating systems, daily time spent using mobile devices, application categories);  

• The last module - endeavoured to identify respondents' preferences regarding the use of tourism-
specific mobile applications (users/non-users, accessing websites vs. mobile applications, types of 
tourism-specific mobile applications used, mobile apps downloading location, the comparison 
between the use of mobile apps vs. mobile websites). 

 
4. Results and discussions  

 
The analysis of data resulting from the answers to the questions of the first module allow identification of the 

respondents’ socio-demographic structure according to which, in relation to the gender of respondents, the male 
subjects were dominating (51.99%); the most represented age group was that between 18 - 44, and from point of view 
of education the most important group was that of over high school level studies (Table no. 1). 

Table 1. Socio-demographic structure of the sample (%) 
Gender 

Women 48.01 
Men 51.99 

Age 
18-24 years 22.01 
25-34 years 23.16 
35-44 years 26.67 
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45-54 years 19.01 
55-64 years   7.07 
65+   2.08 

Education 
Basic   0.16 
High school  24.09 
College  28.12 
University  41.87 
Post university    5.76 

 
The results of the analysis of data collected from the answers to the questions belonging to the second 

module of the questionnaire led to the identification of two aspects:  
Ø Types of mobile devices owned and operating systems used by the respondents (Table no. 2) 

• The segment of respondents that owns at least two mobile devices is overwhelming 
(68.34%); the owners of smartphones are the most numerous (89.76%), followed by 
those using a laptop (78.45%) and by the users of tablets (32.11%); there is a very small 
segment of respondents having wearables (6.22%);  

• Regarding the use of mobile operating systems, Android leads the ranking, followed by 
iOs and Windows mobile.  

Table 2. Mobile devices and mobile operating systems used (%) 
Mobile device 

Mobile phone 11.09 
Smarth phone 89.76 
Tablet 32.11 
Phablet 16.11 
Laptop 78.45 
Wearebles   6.22 

Mobile OS 
Android 45.26 
iOS 28.02 
Windows 12.56 
BlackBerry   8.02 
Symbian   2.13 
Others   4.01 

 
• The time allocated to the use of mobile devices and mobile communication and 

respondents’ preferred applications (Table no 3); 
• Most of the respondents use mobile devices for more than two hours daily, and the top 5 

of the most preferred activities reflected in the mobile applications used include: 
communication, games, widgets, media&video and travel&local; although they are 
situated only on the fifth place, the travel&local category can be considered having a 
good position among the preferences of the respondents. 

Table 3. Time spent on mobile devices and mobile app categories used (percentage %) 
Time spent on mobile device 

Less than 1 hour/day   3.78 
Between 2-3 hours/day 54.16 
Over 3 hours/day 42.06 

Mobile apps category  used  
Communication 70.16 
Games 48.11 
Widgets 32.78 
Media&video 25.18 
Travel&local 21.01 
Tools 20.04 
Music&audio             18.97 

         Social         16.12 

Finance   13.02 

Sports   11.22 

Weather   10.32 
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Lifestyle     10.23 

News&magazines 10.12 

Comics 10.11 

Business   9.82 

Transportations   9.32 

Entertainment   9.11 

Book&reference   8.99 

Education   8.12 

Shopping   5.21 

Medical   3.12 
 

The answers to the questions of the third module of the questionnaire highlighted some important aspects 
related to: 

Ø The user/non-user status of mobile apps specific to tourism, travel&local – the segment of users of 
this category of mobile apps has the dimension of the segment of respondents who stated their preference for this 
kind of applications (21.01%), the rest of the sample evidently forming the non-user segment of the mobile apps 
from the travel&local/tourism category; 

Ø The preferences of using mobile apps vs. mobile web specific to tourism and the frequency of usage 
of the two categories: 

§ Comparative analysis of the usage of mobile websites vs. mobile applications dedicated to 
tourism activities among the declared users of mobile apps shows an important and well-
determined segment of non-users of these (36.97%), who prefer mobile websites; at the opposite 
end the frequent users of mobile apps represent only 3.12%, while the rest of the respondents 
prefer mobile applications to mobile websites only in case of rare usage (Table no 4). 

            Table 4 - Mobile websites vs. mobile apps - Frequency of use (%) 

 Mobile websites Mobile apps 
never   5.11 36.97 
rarely 16.29 25.76 

occasionally 32.11 28.34 
often 25.37   5.81 
very often 21.12   3.12 

Ø Subcategories of accessed travel&local mobile apps, preferred downloading location and preference 
for free or paid mobile apps (Table no 5) 

§ The preference of users of mobile apps for tourism is concentrated on the searching/finding 
specific information, followed by the download of categories Guidance/Maps/Localisation and 
booking hotels, tickets, restaurants, etc.; these applications are downloaded mostly from mobile 
app stores and the free applications are preferred. 

                Table 5 – Mobile tourism apps – categories, downloading locations, types (%) 
Mobile tourism apps category 

 Finding information 29.21 
Guidance/Maps/Localization 26.34 
Booking (hotels, tickets, restaurants, etc) 22.45 
Transportation   8.77 
City, travel guides    9.02 
Travel games   4.21 

Location the mobile apps are downloaded from  
Mobile apps store 78.13 
Tourism service providers’ websites 21.87 

Free/paid mobile apps   
Free 91.07 
Paid     8.93 
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Finally, the results obtained allow drawing the profile of the Romanian mobile device user raking into 

account their double role as consumer of tourism services and user of mobile applications specific to this sector. 
In case of the Romanian user of mobile applications dedicated to tourism services, the followings can be 

highlighted:  
• socio-demographic profile – male (51.99%), aged between 35-44 (26.67%),  having university studies 

(41.87%); 
• mobility profile – have got at least two mobile devices (68.34%) running Android operating system 

(45.26%) and use the devices for 2-3 hours per day (54.16%). 
• tourism-specific mobile application user profile:  

o prefer mobile applications from Communication category (70.16%);  
o use tourism-specific applications (21.01%), but these are ranked only fifth on their list of 

preferences, after communication, games, widgets, tools, media&video; often prefer 
accessing websites using mobile devices (21.12%), occasionally followed by mobile 
applications (28.34%);  

o preferences in using mobile applications for tourism are: Finding information (29.21%), 
Guidance/Maps/Localization(26.34%), Booking hotels, tickets, restaurants, etc. 
(22.45%), Transportation (8.77%), City, travel guides (9.02%), Travel games (4.21%);  

o preferred location for downloading mobile apps for tourism are the mobile apps stores 
(78.13%) and mainly free applications are downloaded (91.07%). 

 
5. Conclusions 
 

Mobile technologies, the expansion of smart mobile applications and the specific devices designed for them 
have built the undeniable reality of everyday life. Under the influence of these technological developments, people, as 
product and service  consumers, have changed their behaviour significantly, from searching and retrieving information 
necessary for pre-purchase to purchasing the desired good or service. It is known that tourism and ICT have been the 
industries most sensitive to these behavioural changes.  

The results of the study on the Romanian user’s preferences for mobile devices (from his status as consumer of 
tourism services) for tourism-specific mobile applications indicate several important aspects, namely:  

• The mobile infrastructure of the respondents (mobile devices, time allotted to their use) is very 
good, covering the universal statistical profile of this type of user. 

• The Romanian user of mobile devices is a declared user of free mobile applications. 
• A relatively small segment of respondents (21.01%) declare themselves users of mobile 

applications dedicated to tourism, although this category comes fifth in the ranking of their 
preferences. 

• Mobile applications are downloaded from mobile applications stores and not from the websites 
offering tourism services. 

• The main preferred subcategories of mobile apps for tourism are: Finding information, Guidance/ 
Maps/Localization, then Booking hotels, tickets, restaurants, etc. and City, travel guides; these 
preferences reflect the habits of Romanians consisting in searching for information online and in 
mobile environment, and less in booking or accessing other types of additional tourism services 
on mobile devices. 

• The comparative analysis of the usage of tourism websites vs mobile applications shows the net 
dominance of websites to the detriment of mobile apps; this preference is evidently related to the 
habit of Romanians to search for information, compare, check other tourists’ opinions and 
consult the provider’s presence on social networks. 

• There is an important segment of non-users (36.97%) of mobile applications from the tourism 
category; the significant size of this segment is mostly supported by a lack of preparation of 
tourism organisations from Romania, especially in adapting their offer to the mobile profile of 
the Romanians. There is an evident lack of proprietary mobile applications offered by tourism 
service providers, and this situation is perpetuated.  Over time, providers have concentrated only 
on the traditional website offers, without even updating them to responsive versions, and even 
less adapting them to mobile devices or offering mobile applications dedicated to potential or 
existing clients. 

These results concern the components of the Romanian tourism service market, namely: 
• on one hand, the tourism offer from Romania (no matter what type of the provider 

organisation), which is not enough up-to-date and adapted to the mobile profile of the 
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Romanian tourist; it is well-known the extremely low number of Romanian tourism 
service providers offering proprietary mobile applications dedicated to tourists; 

• on the other hand, the demand for tourism services, in case of the present study, the users 
of mobile devices who, although in possession of a set of devices with high performance 
mobile connection and accustomed to using it and consuming in the mobile environment, 
are not enough informed regarding the tools of exploitation of the specific environment 
of mobile-tourism.  

In comparison to the statistical profile of the mobile app user at global level, the profile of the Romanian user is 
close to the global only at the first level, that of socio-demographic characteristics; in case of the other two profiles (the 
mobility profile and that of using mobile apps for tourism), the Romanian user is different from what is statistically 
established at global level. 

Taking this into account, we consider that the results of the present study can provide very useful information 
on one hand to both pillars of the tourism industry, the offer and the demand; on the other hand, to the industry of 
mobile applications and to indie developers. 

The limitations of the study may result from an insufficient representativeness of the interviewed population 
and the limitation of the study to a specific geographical region. However, we consider that the results obtained can be 
used either for the same type of comparative studies, or even extended, or as a background for studies of higher 
complexity taking into account different sets of variables.  
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