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ABSTRACT 

Digital marketing strategies have emerged as essential instruments to strengthen destination visibility and optimize 
user interaction. Consequently, within this Digital technology has become the tourism sector’s element for the 
competitive development, driving innovative models of management, communication, and visitor engagement. 
framework, digital transformation fosters opportunities for innovation, diversification of tourism products, and 
the design of personalized experiences. This work seeks to quantitative and descriptive methodology and approach 
was adopted analyse the scientific evolution of digital marketing in tourism through a bibliometric examination of 
indexed publications in the Scopus database from 2014 to 2024. Utilizing VOSviewer software to map co-
authorship networks, keyword co-occurrence, and thematic trends. The results indicate sustained growth in 
specialized literature, rising from a single publication in 2014 to 106 in 2024, the findings confirm that digital 
marketing constitutes a strategic pillar for tourism competitiveness and reflecting the increasing academic and 
professional interest in tourism Overall, aimed at enhancing visitor experiences, optimizing data-driven decision-
making, and reinforcing destination presence within hybrid physical–digital environments digitalization. Five 
thematic clusters were identified, encompassing digital marketing, artificial intelligence, consumer behaviour, and 
social media applications. These contributes to a deeper understanding of current dynamics in the field and 
establish a foundation for future specialized research 
 
Keywords: Tourism 4.0, tourism innovation, digital traveller, smart destination, social media  

INTRODUCTION 

The tourism sector is now intensely competitive, forcing destinations to increasingly adopt digital tactics, such 
as standard online advertising and social media interaction, to attract and sway travellers’ choice (Herstanti et al., 
2024; Ghonim & Awad, 2025). Consequently, digital technology has spurred major shifts in the travel industry, 
transforming the conventional tourism model into a modern, cost-effective, and highly customer-focused 
ecosystem (Satiti & Udin, 2025). Digital marketing is fundamental for the promotion of countries in tourism 
activities, and organizations must adapt to new technologies to achieve optimal performance and remain 
competitive in the market (Magoutas et al., 2024; Molina et al., 2024). Digital marketing provides significant 
benefits to tourism enterprises, based on the principle that these organizations invest efforts in aligning their 
processes with technological advances, reducing costs, fostering potential growth, improving customer service, 
and enabling more direct and interactive communication with their target audiences (Cui, 2024). Tourists have 
increasingly adopted technology’s intensive use, and destinations have responded to this having high-tech devices 
(Rocha et al., 2024), including as virtual reality, the integration of human elements via technological, applications 
such, robotics, and blockchain. At present, tourism discourse largely relies on diverse strategies that can lead to 
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desired outcomes. Websites that employ engaging content about their products or services become more influential 
and effective (Liu et al., 2025). Moreover, characters and cinematic narratives have emerged as vital components 
in global tourism marketing (Zakharova, 2024). Mobile marketing is inextricably linked to tourism; during their 
journeys, tourists rely on smartphones or tablets to search for information about restaurants to dine in, museums 
to visit, or hotels to stay at (Yao &Yang, 2024). In positioning tourism services across different regions, creating 
favourable conditions for online content to influence customer behaviour through implementation of digital 
marketing strategies has proven effective (Sgroi & Módica, 2024). For instance, in the southern area of Manabí in 
Ecuador, the use of digital tools has positively impacted the profitability and sustainability of tourism services, 
enhanced visibility and has attracted a greater number of visitors (Binh et al., 2023). In Peru, digital marketing has 
been crucial for the reactivation of tourism, enabling companies to remain connected with their clients and adapt 
to new market demands (Cevallos et al., 2023). However, because tourism marketing information is often 
fragmented, travellers struggle to build a clear and accurate perception of destination within an increasingly 
complex promotional landscape (Velásquez, 2025). 

Tourism depends heavily on information, and the development of destinations increasingly depends on the 
capacity to monitor and adapt to modern trends, as well as on the mastery of new technologies and rapid adoption. 
Online tourism offers a wide range of advantages, from marketing to specific business operations that significantly 
influence tourists’ decision-making processes (Qi et al., 2024). 

Digital revolution through transforming access to information, the provision of services and social interaction 
has generated extraordinary changes in society (Fuga, 2024). Mass media play a pivotal role in shaping visibility and 
competitiveness of tourism destinations (Zúñiga-Collazos et al., 2025). Smartphones encourage and facilitate 
creation of online content; social media, tourism applications, and various forums and platforms enable tourists to 
share their experiences, recommendations, and opinions about destinations easily and quickly (Jara-Amézaga, 
2023). This change has given rise to a data driven approach, in which continuous advances in digital technology 
are generating new service opportunities. These include platforms to optimize information delivery, strategies for 
providing services to clients, and the creation of new business models that ensure digital integrity (Nieves-Pavón 
et al., 2025), aiming to create a more efficient and cost-effective processes, while generating value-added 
opportunities (Zentner et al., 2022). In this context, it is a critical and urgent necessity for current and future 
hospitality and tourism managers to cultivate managerial digital transformation and acquire the digital business 
competencies required to lead the development and continuous improvement of their organizations’ digital 
commercial capabilities (Hadjielias et al., 2022).  

The relevance of this study consists in the analysis of the main digital marketing tendency applied to the 
tourism sector, as they constitute key tools for competitiveness, positioning, and the sustainability of tourism 
enterprises. This integration is necessary to address the complexities of the modern digital landscape, where 
consumer behaviour and media consumption patterns are continuously evolving (Qi et al., 2024; Busulwa et al., 
2024).Within this context, it provides relevant contributions to the existing literature, while generating both 
theoretical and managerial implications that can guide future researches and practical strategies in the tourism field 
(Perišić et al., 2024).  

Digital Marketing 

Digital marketing is an adaptive, technology-driven process’s development that enables the creation, delivery, 
and maintenance of value for the individuals involved through intelligence systems, communication channels, and 
artificial products such as websites, social media platforms, and content creation (Cardoso et al., 2023). It also 
hinges on a suite of digital marketing strategies and tactics that utilize online platforms and technology to promote 
offerings a defined target audience (Sutherland et al., 2025). Digital technology is regarded as a central factor driving 
the economic growth of tourism; the core of a service lies in the value it offers for market exchange, and these 
services take on digital features, they function within a blended “physical-digital” environment (Warintarawej et al., 
2024). Technology is utilized to seamlessly integrate the digital and physical realms, thereby creating unique 
interactive experiences for users. Consequently, the adoption of digital marketing has profoundly transformed how 
companies interact and communicate with their customers (Gensler & Rangaswamy, 2025; Blanco-Moreno et al., 
2024), through digital media, individuals can be encouraged to share their travel stories and experiences (Rizvanović 
et al., 2023). Travel blogs, tourism communities on social media, and review portals are among the most popular 
channels for experience sharing among tourists (Bassano et al., 2019).  

The impact of content has increased significantly in users’ decision-making; tourists often rely on online 
reviews and shared experiences to authenticity and assess the reliability of information before making decisions 
(Confetto et al., 2023). Therefore, privacy-conscious marketing involves the ethical collection, management, and 
deployment of consumer data within the tourism sector (Wei et al., 2025). Simultaneously, the ongoing evolution 
of visual search technology in tourism e-commerce is providing user with increasingly intelligent and practical 
interactive experience (Zaman, 2024; Wu & Liu, 2024). 
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Digitalization in Tourism  

The integration of visual search tools within tourism e-commerce is continuously progressing, offering users 
a more intelligent and convenient means of interaction (Alfaro et al., 2023; Yan 

et al., 2024), In the era of smart tourism, characterized by digitalization, intelligence, and interconnectivity, the 
tourism industry is continuously evolving and improving thanks to contemporary information technologies. These 
technologies offer opportunities to enhance efficiency and productivity; they facilitate innovation in tourism 
offerings, the personalization of packages, destination planning, value chains, and ecosystems. The tourism 
experience must be reoriented toward the introduction of innovative digital solutions that enable travel, provide 
real-time access to information, allow for personalization, and ensure simplicity and speed in the acquisition of 
services (Li & Jiang, 2024). When planning their trips, tourists attribute importance to geographic location and the 
type of experience (including those shared by others), and they carefully consider destination options, which can 
ultimately make or break their experience at the destination (Santarsiero et al., 2024). 

Tourism 4.0 should be oriented toward improving the quality of tourism practices that enhance quality of life 
and social value for both guests and local residents (Bogicevic et al., 2019). Digitalization of tourism services has 
paved the way for digital tourist interpretation as a means of information exchange between destinations and 
tourists (Pencarelli, 2020; Zhang et al., 2024); and local communities (Armutcu et al., 2023); It is established that 
the defining characteristics of high-quality digital content are its level of informativeness, its emotional resonance, 
and the empathy it conveys (Fan et al., 2022).  

Marketing encompasses strategies to promote across various social media platforms, aiming to attract both 
potential and current customers through content that resonates with tourists’ interests and preferences (Liang, 
2024). Social media platforms host billions of users worldwide and have become key spaces where customers 
compare and research, making them strategic tools that the travel and tourism sector could implement for 
communication purposes (Chawla et al., 2024; Wright-Ríos & Martínez-Don, 2024). The choice of Instagram as a 
dissemination platform is justified by its visual nature, which makes it particularly suitable for promoting tourist 
destinations, as well as its popularity among young travellers, a key market segment (Sihombing et al., 2024; Lee et 
al., 2022). The integration of Augmented Reality (AR) and Virtual Reality (VR) into digital marketing campaigns 
enables tourists to preview destinations and experiences, fostering a sense of anticipation and assisting them in the 
decision-making process. (Kola et al., 2024; Di et al., 2024; Anaya-Sánchez et al., 2024). Social media influencers 
have become significant drivers in shaping tourists’ attitudes and behaviours; these influencers are individuals who 
have cultivated a substantial follower base through engaging posts related to travel experiences, recommendations, 
and opinions (Di et al., 2024; Omeish et al., 2024). 

METODOLOGY 

This study aims to analyse the scientific output concerning digital marketing within the tourism sector. The 
research utilizes a cross-sectional, non-experimental, and descriptive design, adopting a quantitative approach with 
a correlational scope, meaning variables were not manipulated. A bibliometric approach was employed to conduct 
a comprehensive review of tourism-related publications. This method is relevant as it advances current knowledge 
and establishes a foundation for future academic inquiry (Altarturi et al., 2025; Hidalgo et al., 2023). Data was 
gathered by searching keywords in the Scopus database, which was chosen due to its reputation high quality 
academic content and frequent use in bibliometric analyses (Santamaría et al., 2025; Sinh et al., 2024). The 
information was processed using the open-access software VOSviewer. Specifically, bibliometric analysis, including 
co-citation and keyword analysis, is proven be highly effective in mapping the evolution and trajectory of research 
across disciplines (Yao & Yang, 2024; Wider et al., 2023).  

The selected publications included the keywords “digital marketing” and “tourism.” A comprehensive search 
strategy was developed to ensure full coverage of scientific literature published between 2014 and 2024, considering 
thematic areas, language, and document type. Inclusion criteria focused on documents relevant to the research 
objectives, while exclusion criteria eliminated non-aligned studies. Articles in English, Spanish, and Portuguese 
related to digital marketing in tourism were retrieved for review. Duplicate records were removed during the data 
screening phase, and titles, abstracts, and keywords were systematically examined to exclude studies irrelevant to 
the research scope. 
Table 1. Systematization of the Search Criteria 

Data base Keywords  Search period Paper type Language 
Total  number  
of Documents 

Scopus  

“Digital 
marketing in 
tourism” OR 2014-2024 Article  

English, 
Spanish 330 
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tourism AND 
marketing AND 
estrategies 
 
Digital marketing 
AND tourism 
 
Tourism 
innovation OR 
social media 
marketing 
tourism 

and 
Portuguese 

 

 

Figure 1. Proceso de las decisiones de cribado 

Based on the criteria outlined above, studies categorized as “exclude” and “not available” were removed. 
Quality assurance was performed by the authors, retaining only peer-reviewed articles published in high-impact 
journals for further analysis. Data were sourced exclusively from Scopus, ensuring methodological rigor given the 
database’s stringent selection and evaluation standards for scholarly publications. 
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Figure 2. Flowchart of the Steps in the Methodology for Extracting and Filtering Data from Publications on 
Digital Marketing in Tourism 
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Figure 3. Average Annual Scientific Output on Digital Marketing in Tourism 

RESULTS  

The number’s analysis of scientific publications during the 2014–2024 period reveals a sustained and significant 
growth trend in academic output on the studied topic. In the early years (2014–2016), research activity was minimal, 
with an average of only two publications per year, reflecting an initial exploratory stage. From 2018 onward, a 
progressive increase is observed, reaching 17 publications in 2019, suggesting an emerging interest within the 
scientific community. This growth consolidated between 2020 and 2022, with an average exceeding 35 publications 
annually, likely driven by the expansion of studies on tourism, digital marketing, and the sector’s recovery following 
the pandemic. Finally, 2023 and 2024 mark the highest productivity peak, with 85 and 106 publications respectively, 
representing a stage of maturity and consolidation of the research field. This evolution demonstrates that the topic 
has gained global relevance, attracted the attention of diverse scholars and established itself as a key research line 
within tourism and related disciplines. 

 
Figure 4. Co-occurrence Network of Keywords in Tourism Digital Marketing Research (Bedaduri et al., 2025). 

 
The figure illustrates a keyword co-occurrence network related to digital marketing in tourism, organized into 

five thematic clusters distinguished by colour. Each node represents a keyword, with node size indicating its 
frequency of occurrence and connecting lines reflecting the strength of relationships between terms. The central 
node “tourism” functions as the core axis of scientific production, around which the main research approaches 
are structured. 

The red cluster focuses on concepts such as digital marketing, marketing strategy, sustainable tourism, destination 
marketing, commerce, and big data. It represents a research line oriented toward the application of digital marketing 
strategies and their linkage to tourism sustainability, as well as the integration of technological tools. The blue 
cluster includes terms such as tourism market, internet, marketing, and tourist destination. This group reflects the 
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management of digital marketing, highlighting marketing as a key element for destination competitiveness. The 
green cluster encompasses terms such as digitalization, e-tourism, influencer marketing, innovation, online marketing, 
promotion, and tourism marketing. This cluster centres on tourist consumer behaviour and its interaction with digital 
strategies. Finally, the yellow cluster comprises artificial intelligence, electronic commerce, tourism, and virtual reality. 
Therefore, it represents the technological and innovative dimension of tourism, linked to automation and the 
application of artificial intelligence in the sector. The purple cluster includes terms such as customer satisfaction, 
destination image, e-WOM, Instagram, social media, social media marketing, and visit intention. This cluster is associated with 
the impact of social networks and virtual reality on the promotion of destinations and tourism experiences 

 

 
Figure 5. Country Co-Authorship Map in Articles on Digital Marketing in Tourism (Van & Waltman, 2010). 
 

The country co-authorship map reveals that research on digital marketing applied to tourism is highly 
concentrated geographically in Asia and Europe, with Spain, China, Indonesia, and the United Kingdom emerging 
as the main hubs of scientific production. The networks display a South–South and North–South cooperation 
pattern, reflecting the global diversification of digital tourism research, although leadership remains concentrated 
in developed countries. Each node represents a country, with its size indicating the number of publications, while 
connecting lines illustrate the intensity of scientific collaborations, highlighting the most active networks and 
predominant links. The figure shows eight clusters: the red cluster includes countries such as Colombia, Ecuador, 
France, Germany, Italy, Spain, and the United States; the green cluster comprises Egypt, Hungary, Jordan, 
Morocco, and the United Arab Emirates; the blue cluster represents Australia, Bangladesh, Malaysia, Portugal, and 
South Korea; the yellow cluster integrates Norway, South Africa, Sweden, Turkey, and Vietnam; the purple cluster 
includes Indonesia, Saudi Arabia, Taiwan, Thailand, and Uzbekistan; the light blue cluster encompasses Bulgaria, 
Cyprus, Netherlands, Romania, and the United Kingdom; the orange cluster represents Canada, Ethiopia, India, 
and Pakistan; and the brown cluster includes Austria, China, Hong Kong, and Macau. 

 
Figure 6.  Author Citation Map by Documents in Articles on Digital Marketing in Tourism (Van & Waltman, 2010). 
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The figure shows the citation network between scientific documents related to digital marketing in tourism, 
allowing the most influential studies and the conceptual connections between them to be identified. Each node 
represents an article; the size of the node indicates its citation level and the lines reflect the reference relationships 
between the works. The colours distinguish the thematic clusters that group together the documents with the 
greatest conceptual affinity. At the centre of the network, Armutcu (2023) is seen as the main node, articulating 
several lines of research that link digital marketing with tourist behaviour, visitor experience and smart destination 
management. Likewise, Pachucki (2022) and Abbasi (2024) maintain close citation relationships with this central 
core, consolidating a network that reflects the progressive integration of technology, digital communication, and 
sustainability in the field of tourism. On the other hand, the paper by Cristóbal-Fransi (2018) appears as one of 
the oldest and most cited pieces of research, providing a theoretical basis for subsequent studies. In contrast, more 
recent authors such as Kilipiri (2023), Liu (2023) and Silaban (2023) form an emerging cluster that provides an 
empirical and applied update, focusing on the digital experiences of tourists.  Complementarily, the cluster 
comprising Carlisle (2023), Rodrigues (2023) and Wisnawa (2023) represents a more recent line of research 
exploring digital strategy, while Yuan (2022) focuses on consumer behaviour and digital loyalty, extending the 
network towards analytical perspectives more centred on the user experience 

DISCUSSION  

Digital strategies can be leveraged to promote tourist destinations, foster sustainable development, and 
strengthen online presence in the current landscape (Pricopoaia et al., 2024; Sharafuddin et al., 2024). The observed 
evolution in the number of publications between 2014 and 2024 reveals sustained and exponential growth in 
scientific output related to digital marketing and digitalization in tourism, highlighting the increasing interest of the 
academic community in understanding the effects of technological transformation on the tourism sector. This 
upward trend is consistent with previous findings and underscores the relevance of digital strategies in shaping 
contemporary tourism research, as pointed by (Aria & Cuccurullo, 2017; Yao & Yang, 2024) they affirm that the 
number of academic publications has increased rapidly, particularly in emerging fields such as digital tourism. 
During the early years of the analysed period (2014–2016), the limited number of studies reflects an exploratory 
stage; however, from 2018 onward, and more markedly since 2020, the significant rise in publications indicates the 
maturity of the field and the consolidation of digital marketing as a strategic axis for tourism communication and 
promotion (Arango et al., 2024). This trend contrasts with the assertion by (Jami & Karimi, 2024) who argue that 
the tourism industry has undergone fundamental transformations in the way customers interact with companies 
due to the digital wave. 

The bibliometric results support that the use of tools such as VOSviewer is essential for mapping and 
visualizing the knowledge networks underpinning this scientific evolution (Santos et al., 2021; Bedaduri et al., 
2025). In this regard (Binh et al., 2023; Saheb et al., 2021), emphasize that bibliometric analysis enables the 
systematic description, evaluation, and understanding of the development of a scientific field, providing a clear 
perspective on its progress and dominant research themes. The sustained increase in publications reflects the 
transition toward a “physical-digital” environment within the tourism sector, where technology not only facilitates 
promotion but also redefines the visitor experience (Gensler & Rangaswamy, 2025). This aligns with the assertions 
of (Sutherland et al., 2025) who state that digital marketing constitutes an adaptive process driven by technology, 
allowing the creation and maintenance of value through multiple digital channels. Within this context, the 
commercialization of a tourist destination represents one of the key development policies, forming the basis upon 
which the desired growth of a destination can be achieved (Pahor & Vodeb, 2023). Furthermore, bibliometric 
findings reveal that recent research focuses on topics such as personalization, digital user experience, social media, 
and artificial intelligence applied to tourism. According to (Rodrigues et al., 2023) authors’ keywords were collected 
from each article considered in order to identify a set of key issues that best summarize the scope of the research, 
thereby enabling an appreciation of the diversity of themes and research phrases underlying the recognized 
literature. 

CONCLUSIONS 

The bibliometric analysis carried out shows that digital marketing in tourism has established itself as a strategic, 
cross-cutting and constantly evolving field of research. This scientific domain reflects the growing integration of 
technologies such as artificial intelligence and interactive platforms that are redefining the way destinations and 
tourism companies communicate, promote and manage their experiences. Recent literature emphasises that digital 
marketing not only optimises commercialisation processes, but also broadens our understanding of digital tourist 
behaviour, enabling personalisation and the co-creation of value. Likewise, the study confirms that tourism 
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digitalisation acts as a driver of competitiveness, with the exponential growth in scientific output reflecting the 
decisive role of the transformation of the global tourism sector towards a more intelligent and interactive model.  

ACKNOWLEDGMENT 

The authors express their sincere gratitude to the National University of Frontera for the institutional support 
provided during the development of this research. We acknowledge the facilitation of access to bibliographic 
resources available in the Scopus database, which were fundamental to the bibliometric review carried out. 
Funding 
The research has been funded by the National University of Frontera through Resolution No. 204-2025-UNF-
VPAC/FCET.  
Conflict of Interest 
The author declares no potential conflicts of interest with respect to the research, authorship, and/or publication 
of this article. 
Declaración sobre el Uso de Asistencia de Inteligencia Artificial (IA) 
The authors declare that no artificial intelligence tools, whether generative or assisted, were used in the collection, 
analysis, interpretation of data, or in the writing of the manuscript. All stages of the research were carried out 
entirely by the authors, ensuring the originality and academic rigour of the study. 
Author Contributions 
JMC: Writing – review and editing, Writing – original draft, Visualization, Methodology, Formal analysis, Software, 
Data curation, Conceptualization, Project administration. PELV: Writing – review and editing, Writing – original 
draft, Validation, Supervision. All authors have read and approved the final manuscript. 
Ethics Approval 
No aplicable.  

REFERENCES 

Alfaro, L., Rivera, C., Luna-Urquizo, J., Arroyo-Paz, A., Delgado, L. & Castañeda, E. (2023). Marketing 
Experiencial Modelo Híbrido de Generación de Tours Turísticos y Hospitalarios. MENDEL, 29(2), 273-82. 
https://doi.org/10.13164/mendel.2023.2.273 

Altarturi, H. H. M., Nor, A. R. M., Jaafar, N. I. & Anuar, N. B. (2025). A bibliometric and content analysis of 
technological advancement applications in agricultural e-commerce. Electron Commer Res., 25, 805–848. 
https://doi.org/10.1007/s10660-023-09670-z 

Anaya-Sánchez, R., Rejón-Guardia, F. & Molinillo, S. (2024). Impact of virtual reality experiences on destination 
image and visit intentions: the moderating effects of immersion, destination familiarity and sickness. 
International Journal of Contemporary Hospitality Management, 36(11), 3607–3627. https://doi.org/10.1108/IJCHM-
09-2023-1488 

Arango, E., Osorio, C. F. & Arango, C. A. (2024). Content marketing on Instagram and its impact on eWOM in 
sustainable Amazonian tourism. Rev Adm Contemp., 28(6), e240178. https://doi.org/10.1590/1982-
7849rac2024240178.es 

Aria, M. & Cuccurullo, C. (2017). Bibliometrix: An R-tool for comprehensive science mapping analysis. J Informetr, 
11(4), 959-75. https://doi.org/10.1016/j.joi.2017.08.007 

Armutcu, B., Tan, A., Amponsah, M., Parida, S. & Ramkissoon, H. (2023). Tourist behaviour: The role of digital 
marketing and social media. Acta Psychol., 240, 104025. https://doi.org/10.1016/j.actpsy.2023.104025 

Bassano, C., Barile, S., Piciocchi, P., Spohrer, J., Iandolo, F. & Fisk, R. (2019). Storytelling about places: Tourism 
marketing in the digital age. Cities, 87, 10-20. https://doi.org/10.1016/j.cities.2018.12.025 

Bedaduri, R., Kasisomayajula, S. R., Mouneswari, V. & Rajesh, M. (2025). E-Commerce Risk Perception and 
Management: A Bibliometric Review (1995–2023) Highlighting Theoretical Insights and Future Directions. 
International Research Journal of Multidisciplinary Scope (IRJMS), 6(2), 410-423. 
https://doi.org/10.47857/irjms.2025.v06i02.03090 

Binh, P, Lan, X. & Truong, G. (2023). A bibliometric analysis of research on tourism content marketing: 
Background knowledge and thematic evolution. Heliyon, 9(2), e13487. 
https://doi.org/10.1016/j.heliyon.2023.e13487 

Binh, P., Pham, X. & Truong, G. (2023). A bibliometric analysis of research on tourism content marketing: 
Background knowledge and thematic evolution. Heliyon, 9(2), e13487. 
https://doi.org/10.1016/j.heliyon.2023.e13487 



Journal of Cultural Analysis and Social Change, 11(1), 1409-1419 

© 2025 by Author/s  1417 
 

Blanco-Moreno, S., González-Fernández, A. M., Muñoz-Gallego, P. A. & Casaló, L. V. (2024). Understanding 
engagement with Instagram posts about tourism Destinations. Journal of Destination Marketing & Management, 
34, 100948. https://doi.org/10.1016/j.jdmm.2024.100948 

Bogicevic, V., Seo, S., Kandampully, J., Liu, S. & Rudd, N. (2019). Virtual reality presence as a preamble of tourism 
experience: The role of mental imagery. Tour Manag., 74, 55-64. 
https://doi.org/10.1016/j.tourman.2019.02.009 

Busulwa, R., Pickering, M. & Wasantha, N. (2024). Readiness of hospitality and tourism curricula for digital 
transformation. J Hosp Leisure Sport Tour Educ., 35, 100519. https://doi.org/10.1016/j.jhlste.2024.100519 

Cardoso, D., da Silva Stertz, E., Gonçalves, A., Simões, C. F., LelliS, M. A. & Dos Santos M. (2023). Social Media 
Platform for Digital Marketing: An Analysis Using CRITIC-GRA-3N Method. Procedia Comput Sci., 221, 169-
76. https://doi.org/10.1016/j.procs.2023.07.024 

Cevallos, A. A., Zambrano, R. O. & Heredia, G. E. (2023). Influence of digital marketing on the positioning of 
tourism services in the southern region of Manabí, Ecuador. REFCalE: Rev Electrón Training Educational Quality, 
11(1), 45–60. https://refcale.uleam.edu.ec/index.php/refcale/article/view/3747 

Chawla, S., Sood, R. & Chawla, A. (2024).  Digital Marketing Interactions: Moderating the Relationship between 
Instagram Marketing and Tourist Decision-Making Behaviour. Recoletos Multidiscip Res J., 12(2), 11–25. 
https://doi.org/10.32871/rmrj2412.02.02 

Confetto, M., Conte, F., Palazzo, M. & Siano, A. (2023). Digital destination branding: A framework to define and 
assess European DMOs practices. J Destin Mark Manag, 30, 100804. 
https://doi.org/10.1016/j.jdmm.2023.100804 

Cui, L. (2024). Data-driven innovation and the effectiveness of tourism marketing strategy implementation in the 
digital age. Applied Nonlinear Science, 9(1). https://doi.org/10.2478/amns-2024-2871 

Di, M., Mandolfo, M., Guixeres, J., Alcañiz, M. & Lamberti, L. (2024). How immersive technologies impact 
behavioral responses in destination marketing: the role of physiological arousal, presence, and age. International 
Journal of Contemporary Hospitality Management, 36(11), 3628–3650. https://doi.org/10.1108/IJCHM-09-2023-
1511 

Fan, X., Jiang, X. & Deng, N. (2022). Immersive technology: A meta-analysis of augmented/virtual reality 
applications and their impact on tourism experience. Tour Manag., 91, 104534. 
https://doi.org/10.1016/j.tourman.2022.104534 

Fuga, A. (2024). Marketing a touristic destination via mass media: The case of Prizren. Gen Manag, 25(202). 
https://doi.org/10.47750/QAS/25.202.36 

Gensler, S. & Rangaswamy, A. (2025). An emerging future for digital marketing: From products and services to 
sequenced solutions. J Bus Res., 190, 115230. https://doi.org/10.1016/j.jbusres.2025.115230 

Ghonim, A. & Awad, A. (2025). Leveraging E-Marketing for Enhancing Customer Knowledge Management: A 
Systematic Review of Tourism Strategies in the Saudi Arabian Context. J Ecohumanism, 3(8), 11693–. 
https://doi.org/10.62754/joe.v3i8.5765 

Hadjielias, E., Christofi, M., Christou, P. & Drotarova, M. (2022).  Digitalization, agility, and customer value in 
tourism. Technol Forecast Soc Change, 175, 121334. https://doi.org/10.1016/j.techfore.2021.121334 

Herstanti, G., Suhud, U. & Wahyu, A. (2024). Analyzing the Impact of Publicity and e-WOM on Indonesian 
Tourists’ Visit Intention to Seoul through Destination Awareness and Preference: A Structural Equation 
Modeling Approach. J Appl Data Sci, 5(4), 2143-58. https://doi.org/10.47738/jads.v5i4.531 

Hidalgo, A. A., Miñano, N. A. & Mendoza-Castillo, A. L. (2023). Sustainable tourism proposal for the economic 
development of the main tourist areas of the Moche district – Peru. LACCEI International Multiconference on 
Entrepreneurship, Innovation and Regional Development. https://dx.doi.org/10.18687/LEIRD2023.1.1.207 

Jami, M. & Karimi, Z. (2024). An integrated framework for implementing digital content marketing: an exploration 
of background, processes and consequences. Kybernetes, 53(11), 4522-46. https://doi.org/10.1108/K-02-2023-
0178 

Jara-Amézaga, C. (2023). The Impact of YouTube in Tourism Destinations: A Methodological Proposal to 
Qualitatively Measure Image Positioning—Case: Saudi Arabia. Sustainability, 15(13), 9879. 
https://doi.org/10.3390/su15139879 

Kola, B., Gjermizi, J. &Tepelena, I. (2024). The Impact of Digital Marketing on Tourism in Albania. J Educ Soc 
Res., 14(4), 170. https://doi.org/10.36941/jesr-2024-0094 

Lee, S., Kim, J. & Sung, Y. H. (2022). When infographics work better: The interplay between temporal frame and 
message format in e-health communication. Psychol Health, 37(7), 917-31. 
https://doi.org/10.1080/21639159.2021.1961599 

Li, Y. & Jiang, S. (2024). Modelling tourists’ travel intention: Role of tourism destination image, perceived value 
and situational involvement. J Infrastruct Policy Dev., 8(11), 8069. https://doi.org/10.24294/jipd.v8i11.8069 

https://doi.org/10.2478/amns-2024-2871


 Journal of Cultural Analysis and Social Change, 11(1), 1409-1419 

1418  © 2025 by Author/s 
 

Liang Y. (2024). Marketing magic: uncovering the key drivers of loyalty among luxury hotel guests. Bangladesh J 
Multidiscip Sci Res., 9(6), 1-16. https://doi.org/10.46281/bjmsr.v9i6.2256 

Liu, L., Wu, D. & Pengc, N. (2025). The impact of COVID-19 and digital transformation on stock price volatility 
from the perspective of cultural and tourism industries. Int Rev Econ Finance, 101, 104144. 
https://doi.org/10.1016/j.iref.2025.104144 

Magoutas, A. I., Manolopoulos, D., Manouka, M. & Dimitropoulou, M. (2024). Digitalization of the Alternative 
Tourism Marketspace: Evidence from an EU Peripheral Economy. Tourism and Hospitality, 5(4), 1151-1166. 
https://doi.org/10.3390/tourhosp5040064 

Molina, E. R., Soto, R. L., Changoluisa, A. F. & Lita, M. L. (2024). Analysis of digital marketing management of 
official tourism media in America. TURPADE, 3(20). https://doi.org/10.21640/rt.v3i20.93 

Nieves-Pavón, S., López-Mosquera, N. & Sánchez, M. J. (2025). Unlocking tourist motivations in a smart tourist 
destination: An application of the theory Push-Pull. Societies, 15(4), 82. https://doi.org/10.3390/soc15040082 

Omeish, F., Ahmad, A., Abuhashesha, M., Al-Haddada, S., Yacoub, A., Alghizzawic, M. & Badran, O. (2024). The 
role of social media influencers in shaping destination image and intention to visit Jordan: The moderating 
impact of social media usage intensity. International Journal of Data and Network Science, 8, 1701–1714. 
https://doi.org/10.5267/j.ijdns.2024.2.017 

Pahor, A. & Vodeb, K. (2023). Marketing Strategies in Cross-Border Tourist Destinations: A Literature Review. 
Academic Turística, 16(3). https://doi.org/10.26493/2335-4194.16.313-328 

Pencarelli, T. (2020). The digital revolution in the travel and tourism industry. Inf Technol Tour, 22(3), 455-76. 
https://doi.org/10.1007/s40558-019-00160-3 

Perišić, M., Čuić, A. & Ritossa, N. (2024). Image, satisfaction and intention to continue using wine tourism through 
digital content marketing. Wine Econ Policy, 13(1), 33–47. https://doi.org/10.36253/wep-15447 

Pricopoaia, O., Susanu, I., David, S. & Vîrlănuță, F. O. (2024). Applying Digital Marketing Strategies to Promote 
Tourist Areas in Romania in the Digital Era. Amfiteatru Econ., 26(Spec Issue No. 18), 1082-1107. 
https://doi.org/10.24818/EA/2024/S18/1082 

Qi, M., Abdullah, Z. & Rahman, S. N. A. (2024). Navigating the Digital Landscape: Evaluating the Impacts of 
Digital IMC on Building and Maintaining Destination Brand Equity. Sustainability, 16(20), 8914. 
https://doi.org/10.3390/su16208914 

Rizvanović, B., Zutshi, A., Grilo, A. & Nodeh, T. (2023). Linking the potentials of extended digital marketing 
impact and start-up growth: Developing a macro-dynamic framework of start-up growth drivers supported by 
digital marketing. Technol Forecast Soc Change, 186, 122128. https://doi.org/10.1016/j.techfore.2022.122128 

Rocha, R., Estevão, C., Alves, H., Pereira, C. & Nunes, S. (2024). Digital marketing strategies in tourism. Rev Tur 
Desarro, 47, 425-41. https://doi.org/10.34624/rtd.v47i0.38781 

Rodrigues, S., Correia, R., Gonçalves, R., Branco, F. & Martins J. (2023). Digital Marketing’s Impact on Rural 
Destinations’ Image, Intention to Visit, and Destination Sustainability. Sustainability, 15(3), 2683. 
https://doi.org/10.3390/su15032683 

Saheb, T., Amini, B. & Alamdari, F. (2021). Quantitative analysis of the development of digital marketing field: 
Bibliometric analysis and network mapping. Int J Inf Manag Data Insights, 1(2), 100018. 
https://doi.org/10.1016/j.jjimei.2021.100018 

Santamaría, M. J., Jiménez, C. E., Osorio, A. R., Alvarez, A. & Pardo, M. (2025). Bibliometric behavior of artificial 
intelligence and digital marketing sustainability. Procedia Comput Sci., 257,1047–1052. 
https://doi.org/10.1016/j.procs.2025.03.136 

Santarsiero, F., Carlucci, D. & Schiuma, G. (2024). Driving digital transformation and business model innovation 
in tourism through innovation labs: An empirical study. J Eng Technol Manag, 74, 101841. 
https://doi.org/10.1016/j.jengtecman.2024.101841 

Santos, V., Sousa, M. J., Costa, C. & Au-Yong-Oliveira, M. (2021). Tourism towards Sustainability and Innovation: 
A Systematic Literature Review. Sustainability, 13(20), 11440. https://doi.org/10.3390/su132011440 

Satiti, A. & Udin, U. (2025). The Impact of Digital Transformation on the Development of the Tourism Industry: 
Bibliometric Analysis. Int Res J Multidiscip Scope (IRJMS), 6(1), 603-16. 
https://doi.org/10.47857/irjms.2025.v06i01.02510 

Sgroi, F. & Módica, F. (2024). Digital technologies for the development of sustainable tourism in mountain areas. 
Smart Agric Technol, 8, 100475. https://doi.org/10.1016/j.atech.2024.100475 

Sharafuddin, M. A., Madhavan, M. & Wangtueai, S. (2024). Assessing the Effectiveness of Digital Marketing in 
Enhancing Tourist Experiences and Satisfaction: A Study of Thailand’s Tourism Services. Administrative 
Sciences, 14(11), 273. https://doi.org/10.3390/admsci14110273 

Sihombing, A, Liu, L. -W. & Pahrudin, P. (2024). The impact of online marketing on tourists' visit intention: 
Mediating roles of trust. J Tour Heritage Serv Mark, 10(2), 15-23. https://doi.org/10.5281/zenodo.14515259 



Journal of Cultural Analysis and Social Change, 11(1), 1409-1419 

© 2025 by Author/s  1419 
 

Sinh, T., Nemeth, N. & Islam, M. (2024). Digital marketing in community-based enterprises: A systematic literature 
review and research agenda. J Open Innov Technol Mark Complex, 10(4), 100414. 
https://doi.org/10.1016/j.joitmc.2024.100414 

Sutherland, K., Mulcahy, R., Burgess, J. & Lawley, M. (2025). Training clients in digital marketing: The key to a 
feel-good B2B relationship with SMEs. Ind Mark Manag, 127, 148-63. 
https://doi.org/10.1016/j.indmarman.2025.05.002 

Van, N. J. & Waltman, L. (2010). Software survey: VOS viewer, a computer program for bibliometric mapping. 
Scientometrics, 84, 523–538. https://doi.org/10.1007/s11192-009-0146-3 

Velásquez, E. (2025). Marketing performance and the role of technology in the tourism sector during the pandemic 
in Arequipa, Peru. Eur Public Soc Innov Rev., 10, 1–15. https://doi.org/10.31637/epsir-2025-1285 

Warintarawej, P., Seksan, J. & Thongsri, N. (2024). Utilizing Machine Learning for Analysing Digital Marketing’s 
Influence on Gen-Z Travellers’ Destination Selection. J Tour Serv., 15(29), 206-26. 
https://doi.org/10.29036/jots.v15i29.853 

Wei, Y., Liu, H., Zhuo, W. & Park, K. -S. (2025). The influence of social media attributes on impulsive travel 
intentions: Integrating stimulus-organism-response theory and the information adoption model. Sustainability, 
17(10), 4404. https://doi.org/10.3390/su17104404 

Wider, W., Gao, Y., Kit, C., Lin, J., Li, J., Tanucan, J. & Fauzi, M. (2023). Unveiling trends in digital tourism 
research: A bibliometric analysis of co-citation and co-word analysis. Environ Sustain Indicators, 20, 100308. 
https://doi.org/10.1016/j.indic.2023.100308 

Wright-Ríos, E. & Martínez-Don, C. G. (2024). Posting the Journey to Juquila: Pilgrimage, Digital Devotion, and 
Social Media in Mexico. Latin American Research Review, 59(4), 910-929. https://doi.org/10.1017/lar.2024.8 

Wu, Y. & Liu, Q. (2024). A Novel Deep Learning-Based Visual Search Engine in Digital Marketing for Tourism 
E-Commerce Platforms. J Organ End User Comput (JOEUC), 36(1), 1-27. 
https://doi.org/10.4018/JOEUC.340386 

Yan, H., Wei, Y. & Xiong, H. (2024). Enhancing perceived usefulness in travel sharing: The role of construal-level 
congruence in text-image content. Journal of Hospitality and Tourism Management, 61, 135-144. 
https://doi.org/10.1016/j.jhtm.2024.09.015 

Yao, R. & Yang, J. (2024). Exploring the appeal of villainous characters in film tourism: perceived charismatic 
leadership and sensitivity to justice. Humanit Soc Sci Commun, 11, 267. https://doi.org/10.1057/s41599-024-
02747-6 

Yao, R. & Yang, J. (2024). Exploring the appeal of villainous characters in film-induced tourism: perceived 
charismatic leadership and justice sensitivity. Humanit Soc Sci Commun, 11, 267. 
https://doi.org/10.1057/s41599-024-02747-6 

Zakharova, G. (2024). Persuasive Rhetoric in Health Tourism Websites: Effective Verbal Strategies for Customer 
Engagement. J Vasyl Stefanyk Precarpathian Natl Univ, 11(4), 16–25. https://doi.org/10.15330/jpnu.11.4.16-25 

Zaman, U. (2024). Guardians of the Green: Exploring Climate Advocacy, Data Privacy-Conscious Marketing, and 
Social Moral Licensing in Regenerative Tourism in Hawaii. Sustainability, 16(23), 10297. 
https://doi.org/10.3390/su162310297 

Zentner, H., Gračan, D. & Barkiđija, M. (2022). Digital business models in the hospitality sector: comparing hotel 
bookings with yacht charter bookings. Sustainability, 14(19), 12755. https://doi.org/10.3390/su141912755 

Zhang, J. J., Wang, Y. W., Ruan, Q. & Yang, Y. (2024). Digital tourism interpretation content quality: A comparison 
between AI-generated content and professional-generated content. Tour Manag Perspect., 53, 101279. 
https://doi.org/10.1016/j.tmp.2024.101279 

Zúñiga-Collazos, A., Gálvez-Albarracín, E. J., Vera-Jaramillo, F. & Patiño-Giraldo, L. V. (2025). Digitalization, 
innovation, sustainability and performance: A causal analysis applied to tourism MSMEs. Int J Innov Stud., 9(1), 
46-59. https://doi.org/10.1016/j.ijis.2024.12.001 
 


