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Preliminary Study on the Cashless
Payment as an Experience-Based
Marketing Vehicle in Tourism Destination

Nuri Wulandari and Imanuella Romaputri Andilolo

Abstract Tourism has undergone fundamental changes due o the vast develop-
ments in Information and Communication Technology (ICT) over the past decade.
One of the most important aspects of technological development has been in the
area of payment system. As we are heading toward a more digital society, gov-
emments are encouraging the adoption of cashless system to be implemented in
every sector, including tourism. Cashless payment systems are promoted for their
efficiency and inclusiveness. The systems are especially important for island des-
tnation where access (o financial services is often limited. The development of ICT
in the form of a cashless payment system can strengthen a destination’s connec-
fvity and creating a more seamless tourist experiences. A memorable tourism
experience has been argued to lead to destination loyalty, Thus a cashless payment
system has been considered to be the future method of payment for tourism des-
tinations. Tourism has been a pioneer in cashless payment systems predominantly
in the gaming industry. However, the study of cashless payments in other areas of
tourism has been rarely explored. This study serves as a preliminary study to
explore consumer behavior regarding cashless payment systems in island destina-
tons, It argues that the cashless payment system can enhance the vacation expe-
rience, which can serve as a differential marketing value for a destination.
Employing mini focus group discussions, it investigates tourist behavior in cash and
noncash payments. The findings provide interesting insights on developing criteria
for cashless payment systems and communication tools for cashless systems in
tourism, as well as building a foundation for future research on the possible
alternatives to cashless payment devices.
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i Kenya. It seemed that in the future l!me implerncqtation of caf;hless ::-;lzlz
ikl be adopted in more and more 1011Ftsm destinations as gg\el;rlcz-;ecmh .
Jminging a cashless society. In [ndonemal the movemlent .of llSL;lg g

winced by the Central Bank in 2014, The implementation is not EIIlI i

Wl to the villages and remote areas. Nevertheless, the u?ash ess pay oy
Jlomentation studies are still limited and not focused to specific areas suc
i L
mlnn::]rrnn-.cnm are driven to develop cashless sncic‘ty_t based on the benfﬁt? lp;r:;
Sl by cashless payment system comparen} 1o tradm-::ma‘I cash payge_ﬂ n,::)s anc..
1 coshless payment system has been 5ugge.5t3d o increase EI?:‘? m};mtea
W liniveness, Since the cashless payment system 1s not prmt:ng_ mone:; : lI]_J e
Sl ieney for being a faster, cheaper, and safer method of ]::a)rrmim.1 :Acl:LuI:&"hb]B
S that cashless payment system could tn-e adopFed even f:m‘_t e eF«.ﬂh ,m‘m-e
Subividual and remote areas where financial services are Iummed. el: -:k an&
Cubiless payment system will enable 10 sltrengthcn to-unsm netwe
Wl operability thus delivering scamless experience ft.'r .t:}unsts. L it

e value of experience is central to tourism .aCLEVH‘Y as it Is |m1:::dr e
Coating destination loyalty and becoming a destination cc;mp?llt::zrld ::aiith tghé
| wlorner experience has gained wide support from the aca -EI;[‘II.C v H il
Wit being one of research priorities area o}‘ the Marketing c1e3¢‘>‘:cm~ S
jeiind 2014-2016. In line with the discussion, the future ICT de Eizmiom
piedicted to foeus on consumer-centric technologies tlmf will support D%; i H
i inleract with their customers dynamically (Buhalis and L;:\'- 2‘ ﬁ]‘;amdu{’;
development and implementation of ICT needs o be thorc.aughl y 1-"'::5 L
Ludomer experience-based perspective to ensure that the technology 1
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Introduction

Information Communication Technologies (ICTs) have been transforming
industry in a global scale since 1980s (Buhalis and Law 2008), The technol
revolution experienced due to the arrival of Internet in the late 19805 has ch
market condition dramatically for tourism organizations. Internet is probalily
strongest driving force for the changes within the tourism industry (Werthi
Klein 1999}, ICT is increasingly playing a critical role for competitive
tourism organizations and destinations as well as for the entire indusiry (
2011).

In tourism industry development, ICTs become the central toals (o con
enable tourist experiences {Tussadiyah and Fesenmaier 2000). Tt is also s
to promote increased social engagement and involve consumers to o
experiences (McCabe et al, 2012 Sfandla and Bjirk 2013; Sigala 2012). Cy
will be able to use technology 1o customize the products and personalis
experience thus creating a memorable experience of the destinations.

Although several studies have partrayed ICTs as central waol to con
enable tourist experiences, there is lack of studies that discuss on how 4
system can contribute to the creation of experience. In addition, current |
focuses on technology availability with Jess perspective on consurmers, Thiw, |
is a erucial need to explare how the system of payment in destination may
tourist experiences in destinations.

1y user,

tiljectives
Exploring Cashless Payment System in Tourism s study is  prefiminary study to outline relation of mhless'paymc;ti ;ﬁrfttli? :f
Coeatings tourism experience. Ta iuveshganf: t]!e melememattonl po Sy
Cuchiless payment system technology, desfmatmns m_:exl o c};p 0‘1:” W
puyrent system as a part of wurism experience. Thus, this study i aiig
fow consumers’ responses to the cash and cashless payment system in cr Kl
flielr tourism experience to identify the challenges and opportunities

To investigate the area of experience and system of payment, this paper is i
to explore how cashless payment system can be implemented to enhance
experiences and thus can become a competitive advantage for a destination
main drives for the investigation on cashless payment system are first the ¢
agement from local government for a cashless society and second the TR
research experience in academic world,

Tourism has been the pioneer in the development of cashless payiment
with its implementation in the gaming industry. Since then, the cashless
system was also adopted for other form of leisure destination such s oK
resort and amusement park. Recently, cashless payment system is also ap
all-inclusive island destination in the Fiji islands to cultural villages such s M

lnplementation, : ; i i
I| lie preliminary study is exploratory thus more loosely defined with a limite

. in leis i 2 stud
s on the use of cashless payment system in leisure m_v:l tourism, "If'hn. :;uq]};
el are expected o give insights (o the nature of using cash and n'md lﬁc
POy e i s selting, o identily eritern of cashless payment system an
proturred form for cashless payment divice.
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Theoretical Background

The theoretical background takes r
ourism areas, The literature revig
regarding ICT in general and cashle

Experience has always been a ceq
Services such as restaurants and to
content, which professional or fin
context for examination

10t from experience studies i markel
wowill also discuss bricfly the past
§s implementation in the rourism conl )
itral component of leisure and tourism
urists have a hedonic, aesthetic, or e
ancial services generally lack in provid;
of irtle;nesling and novel consumer behavior n[.l«:)hnl'I i
However, itis anly recently that tourism and leisure academics have begun |
specifically on more experiential aspects of travel,

The definition of experience can be referred to Schmitt (1999} who
experiences as the resull of encountering, undergoing, or living thraugh s
They stimulate the senses, the heart, and the mind Experences also
campany and its brand to the customer’s lifestyle, and place individual Cub
actions and purchasing occasions in a broader social context. Experiences pr
SEnsory, emational, eognitive, behaviaral, and telational valy [
tional values, Johns (1999) suggests that it would be of value
experiences on the basis of their emotional/hedonic content and s significa
the customer,

The typologies of experience
(1999} divide leisure experience
ment, escapist, and aesthetics,
Dube et al. (2003) finds that I
passible types, First is sensor

can be divided into several parts. Pine and Gl
s into four “realins™ namely education, ente
In line with the suggestion, the empirical reseqn
onsumers classify pleasurable experiences i fi
¥ pleasure that is pleasant sensations induced durl
the experience. Second, social pleasure derived from one’s interactions with ol
Third is emational pleasure borne of feelings, ideas, or mental images amd I il
intellectual pleasure from appreciating the complexities and subiletics of thiy
around the consumer,

As the studies in tourism experiences continue i grow. there is interes in
on technology as service experience, For businesses it has become acentral en
to exploit the potential of technology and use it for the creation of meaning ful fou
experiences (McCahe et g, 2012}, In response to the practice area, a large bowly o
waork has deawn attention 1o the impact, role, and value of 1CTs in the o
experience (Kim and Tussyadiah 2013; Neuhofer et al, 2013), Recent wiork |
underlined the value of smart phone applications to gather information, enrich
construct experiences (Wang et al, 2012) and the use of social networks 1o suppsil
and share on-trip experiences (Kim and Tussyadiah 2013),

Neuhofer et al. (2013) propose a typalogy to preseat the varions Parimelse i
enhance the experience (needs, wools, processes and tesulis) and the degree wil
which ICTs can enhance the experience (depending on the miensity of
co-creation and the use of technology). While the study by Dan ei ql, (0
confirms. that the impact of technology on travel evolves gs thee ravelir g
experience using new technologies and the affordances of this techoology,

. s are arranged ac ; ing. management,
1'"“”'”7 II‘Fhe -;cgpe of questions includes the budgeting. 1 I
Bt ) s

il
Wil coshless payme
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thudology

; system during their
wilily the behavior of tourists regarding lhe-]j.ﬂymr;l:};ityca by means of
e ~y rience, an exploratory qualitative mquiry i s E:,deﬁned etk
: u::::1:|:1PLLliccussi1as1. The discussion was ?utflled b{;hzﬁqzc.stions wiEi it
i ; urther pi :
“ “os still leave enough room for ; : 1. To auide the
e o '::ﬂc;f questions were asked, as outlined in Table 2211 n'unfe Stages,
R hE“L:.tud:,' used Cart and Cova's (2003) consumption expe
s, Lhe s

1 tie d f duri E T Vaci if 1. '” -}
. W I | rhi f!)" cap cnts o b'&fol 3 Ul'il'lg. dnd i
L pericc pture Mo k=) IIE acatioy "

o . i
Tt O experence ph;!sﬂs hl:"_,ﬁ e, |:Iu| lllg. Hl uﬂt !H'-
0 g 7 p n [ I {!

¥ 5 Hblttl}' of intre:
chavior. In addition, the stud EIlS()l 0 ; o
s : i3 ﬂ}'siem for iSl.:l! d tourism and pi‘ef&.rmd fﬂl'.l'l'l &} Cl:lﬁo] Lol 1.}

e a smart phone owner and

e participants were selected on ;WO 1T:Z=L;ltrilfillvg?oux setting (e.g., food court,

L vith using noncash method 1n ihls tridim (2008,

JAYE experience W aﬁd event). The criteria are based on 1:?|h|:if1'l I} | 1y
wirtalion, game center, are able to report experiences refated

i Jakarta with

Which stated that only technology users e
lology usage. Participants were six students e

- I |||.nher of female versus male. The age o dp;mnqcrihm g5

TP sld, The session was tape-recorded an :

N 22 vears old. 53

fidone i), The length of the session is about 1.5 h.

Pubide 25,1 FGD guestions s T o

S | Phases of experience : —

iW'hal information you search to determine the vacalio

| budget? sty

| l-Imf da you usually fund your vacation o

| How do you determing your vacation hul pe ht.

|Wh;1-l are the items 1o carry while exploning the

| destination? (List and rank) _ e

!{!1:":“- i5 the money management dunn.gl I!h.l :r:|: .t““h 14
How do you pay for things in the destination® 1L

Phounis of l‘\lHJI'iCFII:IE
Welone departure :
L consumplion expenence

Mhiage

Flsring vacation (Consumpion
ol eRperience slage)

iy H - II
"'-J::FI::L do you likefdislike about using cash/can el
1 i n
] i s-visit 4 destination’
| What makes you. want (0. ne-visii st
n'hm mikes o memorable vacalion expene ru.‘L g
What happened 10 the money leflover alter vas !

T vacnlion [|'cn?r.mbm:d
Conmimplion expenence]

i : el
I & Have you hid experiences using noncash pay
Adbchiniomal question : ;
’;i-::lzln you Teel/think about noneash payment sysien to
: | destination’!
b implarmented in istan :
anmnu prelereices fon mm-u_mh ?.!;'n:ﬁ::aymm
relnted 0 vacation experionce device 10
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Result wllenges and Criteria of Implementation

e 1GD participants admitted that they have experience using noncash
Ll system in various seftings, for example using coupons in music festival,
J o in food court, and game/amusement park. Based on the experience, it
S il there are challenges with the current noncash payment method used
peiders need o address for improvement of future system. Below are the
Wit lindings emerged from the discussions:

The main objective of the study is t learn about payment system as part
experience, The findings of FGD are presented into three general the
the value of cashless payment versus cash payment. Second is the ¢ !
current cashless payment implementation and lastly, the preferred form g
of cashless payment.

{0 study Tound that the process of transferring and topping up the money into
Ue s s stressful for the customers. One of participant felt the process of
o e card s a bit of a hassle since she is required to put some cash into the
Lol cout's card first and irritated with the need 1o 1op up the money in the card
Socty e the money ans out.

The Values of Cashless Payment

The discussion extracted three values of cashless payment compared 1o ol

ment system, namely, safety, different, and convenient,
b, Female, 18 yo| ... it is a hassle, especially if there is only one cashier, we nead to
i o aleposit (some money into the card), and if it is not enough {the maneyl, we need
L0 ey again (op up the card) and gueve again.

s Salety
The findings on the use of cash revealed that carrying cash still rey
feeling of unsafe. One participant admitted that he carries all the |
everywhere he goes for security reason and he felt unsafe to leave it bl
feeling of unsafe also triggered the behavior of checking his pocket ol
check whether the wallet is still there. Another participant also exp
behavior of dividing the money into different places for precslulionurjr,_-
In essence, carrying cash could create feelings of unsecure and anxiely.

I future cashless payment system implementation should make the process
Woguiting the service to be available easily and swiltly. Adding cashiers and
silicing queue in any way possible is important in the process of using a
Caelidess payment, Fast is the key criteria for the cashless system
Hiplementation,

{1 sty alsa found that participants felt lack of faimess in the current cashless
e, One participant expressed objection in using cashless (card) system
foc e there is a minimum balance to be retained in the card. The participant
A use the card and left a small nominal balance that they do not want to
e anymore or somehow cannot spend since the cheapest item is more than
ihe norminal, but cannot cash in due to the rule of minimum balance. In this
Sbiation, the participant felt the company is taking advantage over the small
Chipe and he feels cheated.

[Ra!fdi. Male, 20 yo] T divide (the cash), for example if 1 have seven hundred thy
{rupizh), two hundred (1 keep) in the wallet, two hundred in ihe bag, the rest 1 put
room, In case the wallet is missing, (I still)y have automatic teller machine (ATM (or e
card), and (some money) in the bag, )

* Different
This particular value is related with the question of using cashless pu
system in tourism destination. Although all participants admitted that th
used cashless payment system in various forms, no participants have ever
in ;destinalion. Thus, the idea to use cashless payment system intrgu
curiosity. Thus, the discussion findings suggested that the cashless
creates the sense of new experience. Tt also made the destination i
from other destination in the eye of tourists,

o Caonvenient
The reason for participants that favor cashless payvment over cash s o
nience. He stated that a debit card is simpler and he is lazy o go back aid |
to the ATM to get cash for payment, On the contrary, handling coing i d
changes is considered a hassle,

[l Male, 221 1 tefused {of using the card as o noncash payment system), if there is some
ey lelt and we don’t want 1o spend it no more, we can only keep the card (it will be a
Cueten i there is small nominal that is becoming the company’s advantage. 1 felt at loss
Wi cstomers, because of the money (that is still} inside the card.

e should be a mechanism to extract money left in the card, no matter how
il 1o avoid the feeling of being cheated or unfair for the user. Thus, fairness
(n e of the eriteria to consider when designing the system.

Ol participants felt that using cashless payment system would bring diffi-
Cultien 1o el experience as not all service provider on the island might have
(aned provide) debit card/iastiless payment facilities. One participant further
wlided that shie ngreed to try the cashless payment system on her vacation as long
it i integrated with all the facilities Gall-inclusive) in the whole island. The

[Rizki, Male, 20 yol O coins and cash 10 in a hasshe, thit's why | { |
i Sl commitment wd full participation from all destination members s important for

It small money and coins eosily, mnd oilerwise it is somelion i
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the participation of using cashless payment system, Thus, integration is an
criterion for the cashless implementation, 1
» One particular reason that is often stated by participants who are reluctant i

the cashless payment system is they found it to be a hassle.

Itis a hassle ... if it is not enough (the money). we need to pay again (top up the card)
quéns again.

Moreover, another participant felt that the reason she has lack of intercs
using the card system because of inflexibility due to extra charges. For exam
when the card is missing, she has to buy a new one with extra chﬂrg&
charge is considered a burden for the participant. Thus. it is crucial that
future implementation of cashless payment system has flexibility and sim': i
to use.

Preferred Form and Features

From the statements given in the discussion, it can be inferred that there are sew
features that can be considered in developing the future cashless system, First |
the physical form of the cashless device and second on the usability of the pay "
system, ]

In previous findings, participants preferred card and bracelet form as the vel
of cashless payment system. However, should other Torms of devices are (il
duced, the findings suggested several physical features, .

L. It is suggested that the cashless payment device is wallet-sized, as wallet Iy |
number one item to be carried when traveling within the destination, That s
since the device is supposedly used to replace cash being carried in the wal
can take various forms, as long as it fits in a wallet.

- Itis suggested to personalize the device with pictures of the island, since
are the triggers for the tourists to return to destination, Photographs and it
also channels self-expression, !

3. In addition, the physical form of the device should he easily in sight, Since o

of tourists behavior is to check the physics/presence of the device,

[

On the usage of the device, there are two additional suggestions:

4. It is suggested that the destination also provide application in mobile-hy
platform. It can give information on attraction, routes, and destination-rel
information, Moreover, it ¢can also be used for budget planner with the ability ¢
be accessed pre-departure and checked during the vacation, :

- One of the participant suggested that the cashless system device have exten
usage and benefit o use alter the vacation is aver,

n
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5.2 Summary of FGD responses

! Responses
= One participant is not imerested, He felt that it would bring
difficulties to his travel as he insisted that not &l ourist and service
! provider in the island might have (and provide) debit card facilities
» Two participants express their interest instantly on the idea of a
cashless payment on island destination
+ One participant felt that it would be easier for him just to swipe,
since he categorizes himsell as a practical guy
|« Another said that she 15 interested and she will put more money
in the card deposit from her regular vacation budget
[+ Other participants seemed o have interest with the idea however it
comes with condition that addresses their concern on the cashless
pavment system. The conditions are:
+ As long as it is integrated with all the facilities in the whole
island. An all-inclusive destinstion
+ As Jong as he can cash oul his money back upon finishing his
vacation in the island

o diberested

.hq-ln tli'ul

INisiesied, but with
Sunaliiion i
|

Ihe last finding from the discussion is on the preferred form of cashless pay-
Wil The participants were asked what if a cashless payment system is imple-
Wenledd in @ tourism island destination. Although most of them gave positive
oopuomse, there are several conditions to be met in order to push for the idea’s
woeptability, Table 25.2 summarizes the responses,

e discussion also asked about the most interesting form of noncash payment
o pdand vacation, The options given are between coupons, card, and RFID bra-
Colek The study found that most of participants preferred RFID bracelet, The
(canons are because a bracelet is different from the others (nof a mainstream opticn);
cantly i sight thus could be detected more quickly when it is lost; wearable so it
will be Jess likely to get lost or stolen; and avoid frequent use of the wallet (as in the
W ol card system). However, there is one participant that prefers card, because he
fonid it more advantageous for example perhaps he can use it not only on the island
it extended possible use after the holiday.

Cverall, most of the participants express curiosity hecause noncash vacation is a
cory new concept to them, Some expressed interest on trying out the cashless
ot The participants suggested that using cashless payment system will affect
s vacation experience, In general, five out of six participants said “Yes™ to
whiether the cashless system will make it easier for them to enjoy the vacation.
Hoswever, it still depends on the initial perspective of the person, whether they
percenve it as o hassle-free system (this means affecting the vacation in a good way)
o Teel that it will make payiment more difficult, Surprisingly, although they express
cirtosity on the coshiless payment, they also mdicated that cashless payment system
i the moin reason [or them o visit or nol o visit an island destination.
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[Safira, Female, 3 ; AR,
St uli]d:;[li; a:?;:eu;ﬂ:-ortam to enjoy the vacation itself (vather th ! Wliation

on cashless payment system in tourism context, this
limitations. Fiest limitation lies with the numper of
le-perspective of tourists, which limits the
arch should conduct more focus group o
dy can recruit participants from

Although the participants have several concerns about the card system i
new system for them, they realize that nowadays businesses going tow:

cashless method thus they have no choice but 1 y i
i ut 1o follow through with the ¢

Wi list exploratory study
plliiinary study has many !
 proup conducted and the sing
lization of the findings. Further rese

i i Sl
4o ihe quality of the findings. The next s : iy
it demographic and travel styles. Second, the study can proceed by inves

Wi provider perspective on cashless tcu.!'i:illﬂ _systcm_ .to ,gllw;s: al(li-t'nl:lzd Ec;n
Jive on the subject and critetia, Although hrPﬂauan e_m.stls. tl:us study has dg 2
patlivay and base far future cashless payment implementation i tOUrsm industry
Lntribution for experience studies in the same context.

[Randi, Male, 21lJ'_] Mayhe because it is still new, (1 am) not yet comfbomahle, but pow @
when you park in the station, ¥ou cannat do it unless you yse XXX [debitl card by W

The above statement confirmed that cashless system is considemhly:
concept thus have the tendency to make participants uncomfortahle

I IU‘\’rC\-e[ the ]m]:r|EmentnllI0n of the BY m W eveniua }’ PU‘;]l
l sle II

Conclusion lerences
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The study suggests that mose of participants have positive rEsponse fow, "
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in tourism destination context, the study learns that certain criteria have (1§ I:I'l
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nlcated_as a safer alernative in comparison (o the cash payment SVALEI,
:;:3»;1;;__&:;;;?3;:}35 to hassle free and different can be defined us anti-mainst

tI‘II':e study also co_mrihutes in identifying preferred form and features reluted |
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