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Abstract 

This research aims to analyze the role of digital innovation in improving the competitiveness of tourist destination 

marketing strategies with a Systematic Literature Review approach. Literature sources were taken from Google 

Scholar, Scopus, and DOAJ indexers, with a focus on publications between 2014 and 2024. The results show that the 

application of digital technology in destination marketing has a significant impact on tourist attraction and satisfaction. 

Innovations such as social media, virtual reality, and digital content have proven to be effective in increasing 

destination visibility and enhancing the traveler experience. The characteristics of digital technologies, including their 

ability to provide real-time and interactive information, play an important role in influencing traveler decisions. 

However, the research also identified challenges such as the digital divide and potential loss of cultural authenticity 

that need to be addressed, as they may reduce the effectiveness of marketing strategies. Therefore, the balance between 

digital innovation and preservation of local culture is a key factor in creating an effective and sustainable marketing 

campaign. The findings are expected to provide insights for destination managers in designing marketing strategies 

that are more innovative and responsive to changing tourism trends. 
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1. Introduction   

Digital transformation has significantly changed the tourism industry, especially in terms of 

information access and consumer behavior. Destination marketing now utilizes digital platforms to 

reach the global market more quickly and efficiently (Bala & Verma, 2018). Technologies such as 

social media and travel apps allow travelers to plan and select destinations more easily (Hole & 

Malkar, 2020). These changes make digitalization a strategic necessity for tourism players to 

compete in an increasingly global and connected market (Azizah & Octavia, 2021). Marketing 

strategies have shifted from traditional methods to technology-based approaches, where 

digitization enables more personalized and data-driven marketing (Saura et al., 2018). Social media 

and data analytics help destination providers understand travelers' preferences and increase their 

engagement through more relevant campaigns (Hänninen et al., 2021). Mobile marketing also 

plays an important role in making travelers' access to travel information easier, making it a key 

element in an effective marketing strategy in the digital age (Kinicki & Fugate, 2020). 

Digital innovations, such as the use of Artificial Intelligence (AI), Big Data, and the Internet 

of Things (IoT), have increased the competitiveness of tourist destinations (Aliyah et al., 2023). 

These technologies enable destinations to offer personalized experiences that are more interactive 

and tailored to travelers' needs (Tsaih & Hsu, 2018). In addition, innovations such as augmented 
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reality (AR) and virtual reality (VR) provide virtual previews that enrich the tourist experience and 

increase the interest of potential visitors (Santiago et al., 2024). These innovations make 

destinations more competitive in an increasingly digitized travel marketplace 

Digital innovations such as social media, mobile applications, AR, VR, and AI enhance the 

attractiveness of tourism destinations by enriching traveler experience and engagement. Social 

media enables real-time interactions and increases destination visibility through user content (Chu 

et al., 2024). Mobile apps facilitate booking and provide personalized recommendations (Jiman & 

Kulal, 2023), while AR and VR enrich exploration and provide destination simulation (Umerov, 

2023). AI supports customer service and personalized marketing based on big data (Klimova et al. 

2023). However, technology adoption and limited resources are still challenges (Anh & Huy, 

2021). Digital innovation increases the competitive advantage of tourist destinations by delivering 

personalized, interactive, and engaging experiences. AI and machine learning technologies enable 

customization of offerings based on individual preferences, increasing traveler satisfaction 

(Pasquinelli & Trunfio, 2023). AI-based recommendation systems simplify travel planning by 

providing destination suggestions according to user behavior (Badouch & Boutaounte, 2023). In 

addition, digital platforms facilitate social interaction through real-time experience sharing 

(Asaithambi et al.,2023). However, challenges related to data privacy and technology dependency 

need to be considered to maintain the authenticity of the travel experience (Ummesalma & Yashiga, 

2021). 

The adoption of digital innovations in various sectors faces challenges such as infrastructure 

limitations, lack of technical knowledge, high costs, and privacy and data security concerns, 

especially in developing regions (Mendes et al., 2022). User readiness is also important as it can 

affect the effectiveness of the system (Cantarelli et al., 2018). Nevertheless, digital innovation has 
the potential to increase productivity and sustainability, with public-private collaboration key to 

overcoming these barriers (Mhlanga & Ndhlovu, 2023; Jungmeier, 2017). The results show that 

digital innovations such as social media, mobile applications, AR, VR, and AI play an important 

role in increasing the attractiveness of tourism destinations through more personalized and 

interactive experiences. However, there is still a gap in research regarding the synergy between 

these technologies in forming a comprehensive destination marketing strategy. In addition, 

challenges related to limited infrastructure, technical know-how, high costs, and data privacy and 

security remain barriers to technology adoption, especially in developing regions. This research 

aims to analyze how digital innovations can be effectively integrated in destination marketing 

strategies to enhance competitiveness, focusing on solutions to adoption barriers, synergies 

between technologies, and the balance between technology adoption and authenticity of the tourism 

experience. 

 

2. Method 

This research aims to analyze the role of digital innovation in improving the competitiveness 

of tourism destination marketing strategies. The approach used is qualitative with the Systematic 

Literature Review (SLR) method to identify, evaluate, and synthesize findings related to the use of 

digital technologies such as social media, mobile applications, augmented reality (AR), virtual 

reality (VR), and artificial intelligence (AI) in destination marketing strategies. This research is 

expected to provide insights into the synergies between these technologies and how implementation 

challenges can be overcome to improve the competitiveness of tourist destinations. 

       The literature search strategy was conducted through academic databases such as Google 

Scholar, Scopus, and DOAJ, using keywords related to digital innovation, destination marketing, 

and competitiveness. Inclusion criteria included journal articles published in the last 10 years 
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(2014-2024) and relevant to the topic of tourism marketing. Articles that were not relevant to the 

tourism context or digital technology were excluded. Literature selection was conducted through a 

title and abstract screening stage, followed by data extraction from the articles, with a focus on 

empirical findings related to the use of digital technologies in destination marketing. The extracted 

data was then analyzed to identify patterns, challenges and solutions in the adoption of digital 

technologies. The research procedure can be seen in Figure 1. 

 
Figure 1. Research Procedure 

 Figure 1 presents the research procedure, which begins with the formulation of a specific 

research instrument related to the role of digital innovation in improving the competitiveness of 

tourist destination marketing strategies. The next step was the development of a research protocol 

that included setting inclusion and exclusion criteria and identifying relevant data sources. Next, a 

systematic literature search was conducted using predetermined keywords on academic databases 

such as Scopus, Google Scholar and DOAJ. The search results were then filtered by title and 

abstract to eliminate articles that were not relevant to the topic. Articles that pass the initial 

screening will be further evaluated through a full reading to ensure they meet the inclusion criteria. 

Data from the selected articles will be extracted and analyzed in depth to identify key findings, 

trends, challenges, and research gaps related to the implementation of digital innovations in 

destination marketing. The results of this analysis will be used to develop recommendations for 

more effective and innovative marketing strategies in the tourism sector. 

 

3. Result and Discussion  

The effectiveness of applying digital technology in tourism destination marketing can be 

identified through several key focuses. First, destination promotion, which emphasizes the role of 

social media and VR in enhancing destination image. Second, the influence of technology on tourist 

behavior, where digital marketing plays an important role in shaping tourist engagement and their 

intention to travel. Third, the integration of technology in cultural preservation, which discusses 

the potential of technology to preserve cultural heritage but also faces challenges related to the 

commodification of culture. Fourth, the challenges of digital technology adoption in developing 

regions, where infrastructure gaps and digital literacy affect the implementation of digital 

marketing strategies. Fifth, the role of technology in supporting collaboration between the public, 
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private and consumer sectors, which is important to optimize the geographical potential of a 

destination. The following table summarizes the research results based on a similar focus: 

Table 1. Focus and Insight into Research Outcomes according to Eligibility Criteria 

No Field/Focus of 

Research 

Field/Focus of Research Field/Focus of Research 

1 Destination Promotion Liberato et al. (2018), 

Jovicic (2019), Musliha 

& Adinugraha (2022), 

Melo et al. (2023), 

Kurniawan et al. (2022) 

Use of ICT and VR in 

destination marketing, 

destination image enhancement 

through social media and digital 

content. 

2 The Influence of 

Digital Technology on 

Tourist Behavior 

Deb et al. (2024), Khan et 

al. (2022), Halkiopoulos 

et al. (2023), Florcic et al. 

(2022) 

Digital marketing influences 

tourist engagement, behavioral 

intentions and heritage 

promotion. 

3 Technology 

Integration in Cultural 

Preservation 

Idris et al. (2016), 

Permatasari et al. (2020), 

Sopanik (2018), Yang 

(2024), Kim (2017) 

The challenges of maintaining 

cultural authenticity, 

commodification, and the role of 

digital in preserving cultural 

heritage. 

4 Challenges in 

Emerging Regions 

Konstantinova (2019), 

Erdogan (2021), Buhalis 

et al. (2024), Lee et al. 

(2021), Prasetyo et al. 

(2021), Sharma et al. 

(2020) 

Digital divide, low digital 

literacy, lack of infrastructure 

and support for SMEs in 

developing countries. 

5 Public, Private and 

Consumer Sector 

Collaboration 

Jovicic (2019), Deb et al. 

(2024), Liberato et al. 

(2018) 

Collaboration between the 

public and private sectors to 

maximize destination potential 

through digital technology. 

 

Table 1 categorizes research based on the main focus related to the implementation of digital 

technology in tourism destination marketing. The main focuses highlighted include the 

effectiveness of promotion through social media and VR, the influence of technology on tourist 

behavior, the challenges of cultural preservation through digital technology, and the digital divide 

in developing regions. In addition, the table also shows the important role of collaboration between 

the public, private, and consumer sectors in maximizing the geographic and economic potential of 

a destination. 
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Application of Digital Technology in Destination Promotion and its Impact on Tourist 

Attraction 

 Digital technologies are increasingly important in promoting tourist destinations and 

attracting visitors. Smart destinations utilize information and communication technologies (ICTs) 

to enhance the traveler experience through innovation, communication, and interactivity (Liberato 

et al., 2018). The digital revolution has transformed the traditional destination concept, allowing 

knowledge and information to be accessible to all stakeholders and encouraging sustainable 

innovation (Jovicic 2019). Digital marketing strategies have become crucial in improving tourism 

business performance and meeting traveler expectations in the new normal (Deb et al., 2024). This 

strategy is also effective in shaping ecotourism behavior by providing various tour information and 

destination images (Khan et al. 2022). The application of digital marketing in tourism has a positive 

impact on tourist satisfaction and empowers local communities (Deb et al., 2024). Along with the 

development of the tourism industry, digital technologies enable collaboration between the public, 

private sector, and consumers, which is essential for optimizing the geographic potential of 

destinations in the market (Jovicic 2019). 

The application of digital technologies in destination promotion increases tourist attraction 

through strategies such as social media, virtual reality (VR), and digital content creation. Social 

media is effective in spreading information about tourist destinations, increasing visitation 

(Musliha & Adinugraha 2022), while immersive VR helps shape destination image and emotional 

attachment (Melo et al. 2024). Digital content creation training also strengthens destination appeal 

through engaging promotions (Kurniawan et al., 2022). Digital marketing enables real-time 

interactions that influence traveler intentions (Halkiopoulos et al., 2023), as well as promoting 

cultural heritage to enhance destination appeal (Florcic et al., 2022). However, challenges such as 
the digital divide and different digital literacies can affect the effectiveness of these strategies. 

The application of digital technologies in the promotion of tourist destinations significantly 

increases tourist attraction through social media, virtual reality (VR), and digital content creation. 

Social media facilitates wide information dissemination and real-time interaction, while VR creates 

immersive experiences that strengthen tourists' emotional attachment. Digital marketing also 

contributes to increased tourist satisfaction and empowerment of local communities. However, 

challenges such as the digital divide and varying technological literacy can limit the effectiveness 

of these strategies, which need to be addressed to maximize their impact. 

 

Key Challenges in Adopting Digital Innovations for Destination Marketing, Especially in 

Emerging Regions 

The adoption of digital innovations in destination marketing in developing regions faces 

challenges such as technological gaps, data privacy concerns, lack of digital infrastructure and 

literacy, and limited economic resources (Konstantinova 2019; Erdogan 2021; Buhalis et al. 2024). 

Moreover, maintaining a balance between the promotion of cultural heritage and the risk of 

commodification is also a challenge (Prakash et al. 2024). However, by addressing these barriers, 

developing regions can strengthen digital marketing, increase traveler engagement, and support 

sustainable tourism. The adoption of digital innovations in tourism marketing in developing regions 

faces major challenges, especially for SMEs that struggle to adopt digital technologies. Traditional 

tourist destinations are transforming into smart destinations that support collaboration through 

technology (Jovicic 2019), but SMEs in developing countries need training and support in digital 

marketing to compete in the global market (Lee et al., 2021; Prasetyo et al., 2021; Sharma et al., 

2020). This is important to help them understand changing consumer preferences and make the 

most of digital marketing's potential. 
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Key challenges in the adoption of digital innovations for destination marketing in developing 

regions include technology gaps, data privacy concerns, and limited infrastructure, digital literacy, 

and economic resources. SMEs in these regions often struggle to adopt digital technologies without 

adequate training and support, although the transformation of traditional tourist destinations into 

smart destinations has encouraged collaboration through technology. Another challenge is 

maintaining a balance between the promotion of cultural heritage and the risk of commodification. 

Nonetheless, by addressing these barriers, SMEs in developing regions can increase traveler 

engagement and compete in the global marketplace through more effective digital marketing. 

 

Risk of Losing Cultural Authenticity Due to Technology Dominance in Destination 

Marketing 

The integration of digital technologies in cultural heritage preservation and tourism promotion 

presents both opportunities and challenges. Digital tools such as websites, mobile apps and virtual 

reality help preserve intangible cultural heritage and improve access to information for tourists, 

including in Indonesia (Idris et al., 2016; Permatasari et al., 2020). However, there are concerns 

about loss of authenticity and over-commoditization (Permatasari et al., 2020). On the other hand, 

traditional marketing strategies such as ambience and events remain effective at influencing 

purchasing decisions in cultural tourism (Putri et al., 2016). The dominance of technology in 

destination marketing risks reducing cultural authenticity, as the commercial focus often overrides 

authentic cultural representations. Digital promotion can increase visibility, but has the potential to 

manipulate cultural elements to attract tourists (Florcic et al., 2022) and create false perceptions of 

authenticity through travel platform algorithms (Nuenen, 2019). In Thailand, mass tourism has 

commercialized culture to the point of cliché (Sopanik, 2018), while ethnic tourism often 
appropriates culture to attract tourists (Yang, 2024). The Templestay program in South Korea also 

shows how branding and digital media can influence cultural narratives (Kim, 2017). 

Key challenges in the adoption of digital innovations for destination marketing, particularly in 

developing regions, include the risk of loss of cultural authenticity and over-commoditization. 

While digital technologies can improve access to information and promotion of cultural heritage, 

the commercial focus often overlooks authentic cultural representations. The use of technology in 

promotion can manipulate cultural elements and create a false perception of authenticity. 

Commercialization of culture can also turn cultural narratives into clichés, and ethnic tourism often 

appropriates culture to attract tourists. Therefore, a balance is needed between digital innovation 

and cultural preservation. 
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Figure 2: Development of Research Variables 

 

Figure 2 illustrates the development of research variables focusing on follower count, 

engagement level, influencer niche, credibility, and content and storytelling strategies in the 

context of destination marketing through influencers. The number of followers of an influencer is 

categorized by scale, where there is a difference in the impact on audience perception; influencers 

with more followers tend to be perceived as more credible, but the level of audience engagement 

is a more crucial factor in determining marketing effectiveness. Influencer niche and content 

relevance play a significant role in increasing promotional effectiveness, as influencers with 

specific specialties are able to more effectively appeal to relevant audiences. Influencer credibility 

is determined by the trust and expertise recognized by the audience, which greatly influences 

consumers' travel intentions, especially in travel decisions. Meanwhile, content and storytelling 

strategies focus on the use of narratives that match the brand or destination identity, which not only 

provide information, but also create an emotional connection with the audience, thus strengthening 

the impact of the promotion. This research emphasizes the importance of these variables in 

increasing traveler engagement and supporting the success of destination marketing campaigns. 

 

4. Conclusion  

Based on the results of the study, it can be concluded that the application of digital technology 

in destination marketing has a significant impact on tourist attraction and satisfaction. Innovations 

such as social media, virtual reality and digital content have proven to be effective in increasing 

the visibility of destinations and enhancing the tourist experience. The characteristics of digital 

technologies, including the ability to provide real-time and interactive information, play an 

important role in influencing travelers' decisions. However, challenges such as the digital divide 

and the potential loss of cultural authenticity need to be considered, as they may reduce the 

effectiveness of these marketing strategies. Therefore, the balance between digital innovation and 

preservation of local culture is a key factor in creating effective and sustainable marketing 

campaigns. Future research should focus more on strategies to overcome the digital divide, as well 
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as exploration of the long-term impact of using technology in promoting sustainable and authentic 

tourism. 

 

References 
Aliyah, Chandra Lukita, Greian April Pangilinan, Mochamad Heru Riza Chakim, and Dimas Bagus Saputra. 

2023. “Examining the Impact of Artificial Intelligence and Internet of Things on Smart Tourism 

Destinations: A Comprehensive Study.” APTISI Transactions on Technopreneurship. doi: 

10.34306/att.v5i2sp.332. 

Anh, Phan, and Dinh Tran Ngoc Huy. 2021. “Internet Benefits and Digital Transformation Applying in 

Boosting Tourism Sector and Forecasting Tourism Management Revenue.” Webology. doi: 

10.14704/WEB/V18SI04/WEB18143. 

Asaithambi, Suriya Priya R., Ramanathan Venkatraman, and Sitalakshmi Venkatraman. 2023. “A Thematic 

Travel Recommendation System Using an Augmented Big Data Analytical Model.” Technologies. 

doi: 10.3390/technologies11010028. 

Azizah Mt, Rahmawati, and Ria Octavia. 2021. “A Critical Review of Digital Marketing: Effect of Flow 

and Impulse Buying.” Jurnal Economia. doi: 10.21831/economia.v17i2.34977. 

Badouch, Mohamed, and Mehdi Boutaounte. 2023. “Personalized Travel Recommendation Systems: A 

Study of Machine Learning Approaches in Tourism.” Journal of Artificial Intelligence, Machine 

Learning and Neural Network. doi: 10.55529/jaimlnn.33.35.45. 

Bala, Madhu, and Deepak Verma. 2018. “A Critical Review of Digital.” International Journal of 

Management 8(10):321–39. 

Buhalis, Dimitrios, Leonidas Efthymiou, Naziyet Uzunboylu, and Alkis Thrassou. 2024. “Charting the 

Progress of Technology Adoption in Tourism and Hospitality in the Era of Industry 4.0.” EuroMed 

Journal of Business. doi: 10.1108/EMJB-11-2023-0310. 

Cantarelli, Chantal C., Bent Flybjerg, Eric J. E. Molin, and Bert van Wee. 2018. “Cost Overruns in Large-

Scale Transport Infrastructure Projects.” Automation in Construction. 

Chu, Shu Chuan, Mark Yi Cheon Yim, and Juan Mundel. 2024. “Artificial Intelligence, Virtual and 

Augmented Reality, Social Media, Online Reviews, and Influencers: A Review of How Service 

Businesses Use Promotional Devices and Future Research Directions.” International Journal of 

Advertising. doi: 10.1080/02650487.2024.2325835. 

da Costa Liberato, Pedro Manuel, Elisa Alén-González, and Dália Filipa Veloso de Azevedo Liberato. 2018. 

“Digital Technology in a Smart Tourist Destination: The Case of Porto.” Journal of Urban Technology. 

doi: 10.1080/10630732.2017.1413228. 

Deb, Santus Kumar, Shohel Md Nafi, and Marco Valeri. 2024. “Promoting Tourism Business through 

Digital Marketing in the New Normal Era: A Sustainable Approach.” European Journal of Innovation 

Management. doi: 10.1108/EJIM-04-2022-0218. 

Erdogan, Hasan Ali. 2021. “Digital Transformation in Tourism.” in Emerging Transformations in Tourism 

and Hospitality. 

Florcic, Tamara, Irena Šker, and Hermina Maras Benassi. 2022. “Affirmation of Cultural Heritage Digital 

Promotion within Smart Destination Concept.” ENTRENOVA - ENTerprise REsearch InNOVAtion. 

doi: 10.54820/entrenova-2022-0015. 

Gonzáles-Santiago, Marcya Stefany, Sandra Maria Correira Loureiro, Daniela Langaro, and Faizan Ali. 

2024. “Adoption of Smart Technologies in the Cruise Tourism Services: A Systematic Review and 



Aurora: Journal of Emerging Business Paradigms   

Vol. 2 No. 2 December 2025   
E-ISSN: 3047-4140 

 

  

79 

Future Research Agenda.” Journal of Hospitality and Tourism Technology. 

Halkiopoulos, Constantinos, Hera Antonopoulou, and Konstantinos Giotopoulos. 2023. “Implementation of 

Digital Marketing Techniques in Smart Tourism.” in Springer Proceedings in Business and 

Economics. 

Hänninen, Mikko, Stephen K. Kwan, and Lasse Mitronen. 2021. “From the Store to Omnichannel Retail: 

Looking Back over Three Decades of Research.” International Review of Retail, Distribution and 

Consumer Research. doi: 10.1080/09593969.2020.1833961. 

Hole, Yogesh, and Vinod Malkar. 2020. “A Critical Review of Digital Marketing with Special Refernce to 

an Indian Market.” Journal of Xi’an University of Architecture & Technology. 

Idris, Muhammad Zaffwan, Norsimaa Binti Mustaffa, and Syed Osman Syed Yusoff. 2016. “Preservation 

of Intangible Cultural Heritage Using Advance Digital Technology: Issues and Challenges.” 

Harmonia: Journal of Arts Research and Education. doi: 10.15294/harmonia.v16i1.6353. 

Jovicic, Dobrica Z. 2019. “From the Traditional Understanding of Tourism Destination to the Smart 

Tourism Destination.” Current Issues in Tourism. 

Juhanita Jiman, and Salamiah Muhd Kulal. 2023. “Augmented Reality (AR) And Virtual Reality (VR) 

Applications In Tourism: Embracing Emerging Technologies For Improved Tourist Experiences In 

Malaysian Tourism Industry.” International Conference On Digital Advance Tourism, Management 

And Technology. doi: 10.56910/ictmt.v1i2.34. 

Jungmeier, Gerfried. 2017. “The Biorefinery Fact Sheet.” The International Journal of Life Cycle 

Assessment. 

Khan, Muhammad Muddassar, Muhammad Siddique, Muhammad Yasir, Muhammad Imran Qureshi, 

Nohman Khan, and Muhammad Zulqarnain Safdar. 2022. “The Significance of Digital Marketing in 

Shaping Ecotourism Behaviour through Destination Image.” Sustainability (Switzerland). doi: 

10.3390/su14127395. 

Kim, Seung Soo. 2017. “Authenticity, Brand Culture, and Templestay in the Digital Era: The Ambivalence 

and in-Betweenness of Korean Buddhism.” Journal of Korean Religions. doi: 10.1353/jkr.2017.0015. 

Kinicki, Angelo, and Mel Fugate. 2020. “Organizational Behavior.” McGraw Hill Education. 

Klimova, Tatyana B., Irina V. Bogomazova, Zhanar S. Rakhimbekova, Zhuldyz M. Yelubayeva, and 

Raushan Y. Tarakbayeva. 2023. “Development of the Tourism Industry in the Context of Digital 

Transformation.” in Approaches to Global Sustainability, Markets, and Governance. 

Konstantinova, Snezhinka. 2019. “Digital Transformation in Tourism | Knowledge International Journal.” 
Knowledge International Journal. 

Kurniawan, Fajar Adhi, Muh. Luthfi Hakim, and M. Sofyan Alnashr. 2022. “Digital Promotional Content 

Training to Increase Tourist Attraction.” Dimas: Jurnal Pemikiran Agama Untuk Pemberdayaan. doi: 

10.21580/dms.2022.222.13603. 

Lee, Yan Yin, Mohammad Falahat, and Bik Kai Sia. 2021. “Drivers of Digital Adoption: A Multiple Case 

Analysis among Low and High-Tech Industries in Malaysia.” Asia-Pacific Journal of Business 

Administration. doi: 10.1108/APJBA-05-2019-0093. 

Melo, Miguel, Guilherme Gonçalves, Filipa Jorge, Nieves Losada, Luís Barbosa, Mário Sérgio Teixeira, 

and Maximino Bessa. 2024. “The Impact of Virtual Reality and Biological Sex on the Promotion of 

Tourist Destinations: Effects on Destination Image, Place Attachment, and Behavioural Intention.” 
Journal of Hospitality and Tourism Technology. doi: 10.1108/JHTT-01-2023-0015. 



Aurora: Journal of Emerging Business Paradigms   

Vol. 2 No. 2 December 2025   
E-ISSN: 3047-4140 

 

  

80 

Mendes, Jéssica Alves Justo, Nubia Gabriela Pereira Carvalho, Murilo Neves Mourarias, Catarina Barbosa 

Careta, Vânia Gomes Zuin, and Mateus Cecílio Gerolamo. 2022. “Dimensions of Digital 

Transformation in the Context of Modern Agriculture.” Sustainable Production and Consumption. doi: 

10.1016/j.spc.2022.09.027. 

Mhlanga, David, and Emmanuel Ndhlovu. 2023. “Digital Technology Adoption in the Agriculture Sector: 

Challenges and Complexities in Africa.” Human Behavior and Emerging Technologies. 

Musliha, and Hendri Hermawan Adinugraha. 2022. “Digital Marketing In Tourism Destinations.” Jurnal 

Ekonomi Dan Bisnis Airlangga. doi: 10.20473/jeba.v32i22022.130-137. 

van Nuenen, Tom. 2019. “Algorithmic Authenticity: Sociotechnical Authentication Processes on Online 

Travel Platforms.” Tourist Studies. doi: 10.1177/1468797619832314. 

Pasquinelli, Cecilia, and Mariapina Trunfio. 2023. “Blending Technology-Driven and Social-Driven 

Innovation in Smart Tourism Destinations.” in Tourism on the Verge. 

Permatasari, Puspita Ayu, Akhmad Abdul Qohar, and Arief Faizal Rachman. 2020. “From Web 1.0 to Web 

4.0: The Digital Heritage Platforms for Unesco’s Heritage Properties in Indonesia.” Virtual 

Archaeology Review. doi: 10.4995/var.2020.13121. 

Prakash, Monika, Sweety Mishra, Pinaz Tiwari, and Nimit Chowdhary. 2024. “Smart Destination Marketing 

in the Digital Age.” in Tourism Planning and Destination Marketing, 2nd Edition. 

Prasetyo, Ratna Azis, Septi Ariadi, and Udji Asiyah. 2021. “Enhancement Of Digital Based Batik Craft 

Products In Kerek District, Tuban District.” Darmabakti Cendekia: Journal of Community Service and 

Engagements. doi: 10.20473/dc.v2.i2.2020.62-65. 

Putri, N. N., T. A. Haryono, and M. Warso. 2016. “Efektifitas Atmospher Dan Event Marketing Terhadap 

Keputusan Pembelian Yang Dimediasi Oleh Minat Beli Pada Konsumen Tembi Rumah Budaya 

Yogyakarta.” Journal Of Management. 

Saura, Jose Ramon, Pedro R. Palos-Sanchez, and Marisol B. Correia. 2018. “Digital Marketing Strategies 

Based on the E-Business Model: Literature Review and Future Directions.” in Organizational 

transformation and managing innovation in the fourth industrial revolution. 

Sharma, Ankita, Swati Sharma, and Monica Chaudhary. 2020. “Are Small Travel Agencies Ready for 

Digital Marketing? Views of Travel Agency Managers.” Tourism Management. doi: 

10.1016/j.tourman.2020.104078. 

Sopanik, Sarutanan. 2018. “Up To This Point, Is Claiming Cultural Authenticity Still Important Amid 

Thailand’s Rapid Growth Of Mass Tourism?” Eurasian Journal of Business and Management. doi: 

10.15604/ejbm.2018.06.03.005. 

Tsaih, Rua Huan, and Chih Chun Hsu. 2018. “Artificial Intelligence in Smart Tourism: A Conceptual 

Framework.” in Proceedings of the International Conference on Electronic Business (ICEB). 

Umerov, Veli. 2023. “Innovative Development of the Tourism and Recreation Sector of the Region’s 
Economy in Modern Conditions.” Russian Journal of Management. doi: 10.29039/2409-6024-2023-

11-1-130-134. 

Ummesalma, M., and C. Yashiga. 2021. “COLPOUSIT: A Hybrid Model for Tourist Place 

Recommendation Based on Machine Learning Algorithms.” in Proceedings of the 5th International 

Conference on Trends in Electronics and Informatics, ICOEI 2021. 

Yang, Ziyue. 2024. “Yunwei in Nakhi Ethnic Minority Music: Shift from Gongche Notation and Oral 

Transmission to Simplified Notation Starting 1970s.” Art and Society. doi: 10.56397/as.2024.02.11. 


