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Abstract 

This study explores the utilization of local culture as a tourism marketing instrument through a Systematic Literature 

Review (SLR). A systematic review of literature was conducted using academic databases such as Scopus, DOAJ, and 

Google Scholar, focusing on keywords like "local culture," "tourism marketing," "destination branding," and "cultural 

tourism" from 2015 to 2025. The findings indicate that integrating local culture into tourism marketing significantly 

enhances tourist attraction and experience. However, challenges such as cultural commodification and overtourism 

must be addressed to preserve cultural authenticity. Social media and digital technology play a vital role in increasing 

cultural visibility, but the risk of distorting cultural values remains. The involvement of local communities as cultural 

custodians is crucial for balancing promotion with the preservation of traditions. Future research should explore 

actionable strategies for leveraging digital platforms to maintain cultural authenticity while promoting community 

engagement. 
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1. Introduction   

Tourism is a vital economic sector, contributing significantly to both global and national 

economic growth. It serves as a primary source of foreign exchange for many developing countries, 

including Indonesia (Hariyani, 2018). However, as globalization intensifies competition between 

tourist destinations, it becomes essential to develop effective marketing strategies that attract 

tourists (Simabur et al., 2023; Song et al., 2018; Wisnujati et al., 2024). Tourism marketing has 

become an indispensable tool for promoting destinations and increasing their attractiveness to both 

domestic and international tourists. An effective marketing strategy can transform potential 

tourists' perceptions and create added value that differentiates a destination from others (Melati et 

al., 2021; S. Sangadji et al., 2025; Stone & Nyaupane, 2019). 

Local culture holds immense potential as a competitive advantage in tourism marketing. 

Unique cultural characteristics, such as customs, arts, language, and cuisine, offer experiences that 

cannot be replicated elsewhere. Cultural tourism appeals to travelers seeking authentic, immersive 

experiences. Destinations that integrate local culture into their tourism products and services can 

leverage this differentiation to attract travelers who desire authentic cultural interactions (Seyfi et 

al., 2020). Tourism experiences involving local culture are often more memorable and meaningful 

to tourists. Modern travelers, especially millennials and Gen Z, increasingly prioritize authentic 

experiences over conventional tourist attractions (Guzel & Bas, 2021). Engaging with local culture 

through activities such as traditional ceremonies, culinary experiences, and interactions with local 

communities can significantly enhance the visitor's experience (Ariani Simabur, 2024; Kokkranikal 

& Carabelli, 2024; Rafa’al & Sangadji, 2023; Sangadi & Handriana, 2023). Therefore, integrating 

local culture into tourism management not only increases destination attractiveness but also 

strengthens its positive image in the eyes of tourists (Wardana et al., 2019). 
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Local culture-based tourism marketing maximizes cultural attributes to enhance destination 

appeal, encourage sustainable tourism, and promote community engagement. For example, Kamal 

Village highlights the importance of community involvement in cultural heritage branding (Liang 

et al., 2021), while Orang Kayo Hitam Site showcases how local wisdom can serve as a unique 

tourism brand, despite the underutilization of effective branding strategies (Magfirah & Muhaimin, 

2023). Additionally, incorporating oral histories enriches cultural experiences for visitors (Gao, 

2023), and customized marketing strategies, including the use of social media, are essential to 

enhancing the visibility of cultural tourism (Christiani et al., 2022; Kuswardani et al., 2023). 

However, issues such as inadequate infrastructure and limited online presence must be addressed 

to fully realize the potential of local cultural tourism. The utilization of local culture in tourism also 

presents significant challenges and opportunities in various sectors, including community 

development, education, and mental health. Local culture can improve the sustainability of 

community-based enterprises (BUMDes) by aligning business strategies with community values 

(Utaminingsih et al., 2022) and encouraging community-based tourism (CBT). Nevertheless, 

challenges in resource management remain a barrier (Jugmohan et al., 2016). In education, 

integrating local culture can increase student engagement, but designing compliant materials 

remains a challenge (Romrome & Ena, 2022; Edge & Lemetyinen, 2019). In mental health, cultural 

competence is critical, yet disparities in access and understanding persist (Consoli et al., 2022). 

Therefore, strategic approaches are needed to address these challenges effectively. 

Recent studies have explored the role of local culture in education and community resilience. 

For instance, Astuti et al., (2021) identified the “MOE” rice drying practice in Lebak as an 

ethnophysics learning resource, while Yusriya, (2021) highlighted efforts in Banyuwangi to 

preserve cultural values through social studies curriculum. Additionally, Azizah et al., (2021) 
developed culturally relevant materials for English as a Foreign Language (EFL) classes in 

vocational schools, which were found to be both valid and effective. These studies emphasize the 

importance of integrating local culture into educational practices and community resilience 

strategies. While the utilization of local culture has been widely studied in education and 

community development, there are still significant gaps in the application of effective tourism 

marketing strategies. Although community participation and the potential of local wisdom as a 

tourism brand are recognized, integrating local culture into marketing strategies to attract tourists 

has not been explored in depth. Furthermore, challenges in resource management, infrastructure, 

and the relevance of local culture in the context of tourism remain underaddressed. Therefore, this 

study aims to explore the utilization of local culture as an effective tourism marketing instrument, 

focusing on strategies to maximize cultural attributes, as well as the role of social media and 

community participation in building the image of culture-based tourism destinations. 

 

2. Method 

This study employs a Systematic Literature Review (SLR) approach to explore the utilization 

of local culture as a tourism marketing instrument. The literature search was conducted using well-

known academic databases such as Google Scholar, Scopus, and DOAJ. Relevant keywords like 

“local culture,” “tourism marketing,” “culture-based branding,” and “tourist destinations” were 

used to capture studies published between 2015 and 2025, ensuring the inclusion of the latest 

developments in this field. Inclusion criteria included studies that addressed the relationship 

between local culture and tourism marketing and research focusing on culture-based branding 

strategies. Exclusion criteria were applied to studies deemed irrelevant to the topic, lacking 

methodological rigor, or those that did not contribute substantively to qualitative analysis 
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(Sangadji, 2023). A double reviewer approach was implemented to ensure objectivity in the article 

selection and data extraction process. 

In the initial screening phase, articles were evaluated based on their titles and abstracts to 

ensure relevance. Articles that passed the initial screening were further reviewed in depth to assess 

their alignment with the inclusion criteria. In the further evaluation phase, studies were assessed 

using a quality assessment matrix, focusing on research design, sample size, and the alignment of 

the study with the research objectives. Data extraction involved manually retrieving key results, 

methodology, and conclusions from selected studies, which were then analyzed using thematic 

analysis to identify patterns, challenges, and opportunities in the integration of local culture in 

tourism marketing. The analysis was supported by qualitative data analysis software to enhance 

accuracy and ensure thematic coding. Finally, the results of this analysis were used to provide 

actionable recommendations for enhancing the effectiveness of local culture in tourism marketing 

and promoting sustainable community-based tourism. The research procedure can be seen in Figure 

1. 

 
Figure 1. Research Procedure 

 

Figure 1 above illustrates the sequential steps followed in the research process. The process 

begins with the formulation of research instruments, which establishes the criteria and protocols 

for literature selection. This is followed by the preparation of research protocols, where the specific 

steps for systematic literature search and article evaluation are set. The core of the research is the 

literature search, where relevant studies are identified based on pre-established keywords and 

criteria. After the literature search, articles undergo an initial screening based on titles and abstracts 

to ensure they meet the inclusion criteria. Studies that pass this stage proceed to the further 

evaluation step, where the quality of each study is assessed using a quality assessment matrix. The 

final step involves data extraction, where key data from the articles are extracted for further 

analysis. The extracted data is subjected to data analysis, with a focus on identifying key patterns, 

challenges, and opportunities related to the utilization of local culture in tourism marketing. The 

analysis leads to conclusion drawing, where insights and recommendations are formulated based 
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on the identified themes and findings. These results will inform strategies for enhancing the 

attractiveness and sustainability of tourist destinations through the utilization of local culture. 

 

3. Result and Discussion  

Based on the results of the literature search, several relevant research findings have been 

identified to support the focus and objectives of this study. These studies can be grouped based on 

several main themes: 1) the role of local culture in tourism marketing strategies, 2) the influence 

of social media and digital technology on the promotion of local culture, 3) the impact of 

community-based tourism on cultural preservation, 4) the challenges faced in integrating local 

culture into the tourism narrative, and 5) the comparison between local branding approaches and 

conventional marketing strategies. 

 

Table 1. Focus and Insight into Research Outcomes according to Eligibility Criteria 
No Field or Focus Names of Authors Research Insights or Variables 

1 Local Culture-Based 

Marketing 

Khoshkam et al., (2023); 

Talib & Sunarti, (2021); 

Son, (2023). 

Improving destination quality 

through local branding and 

promotion of local culture in 

destination marketing strategies. 

2 The Role of Local 

Communities in 

Tourism 

Vinodan & Meera, (2021); 

Ruseva, (2023); Salwa 

Hardi, (2023); Marlina et 

al., (2020) 

Local communities as cultural 

custodians and key in tourism 

sustainability through the utilization 

of local wisdom. 

3 Social Media and 

Digital Technology 

Hui et al., (2023); Harahap 

et al., (2023); Hua et al., 

(2017); Gon, (2021); 

Darmawan, (2020); Rice et 

al., (2016) 

Social media and digital technology 

facilitate the promotion of local 

culture and shape tourist 

perceptions. 

4 Challenges in 

Cultural 

Commodification 

Tang & Xu, (2023); 

Gonçalves et al., (2022) 

 

Challenges in maintaining cultural 

authenticity and avoiding 

homogenization in tourism 

narratives. 

 

Table 1 presents some of the main focuses in the research related to local culture and digital 

technology in tourism marketing. The main focus of this research is on how the integration of local 

culture and technology can increase the attractiveness of tourist destinations, and how local 

communities play a key role in preserving their cultural heritage. However, it is important to note 

that challenges related to cultural commodification and the authenticity of local culture are 

significant issues that need to be addressed in culture-based marketing strategies. For instance, the 

promotion of local festivals or traditions through social media can sometimes result in a loss of 

cultural depth as these practices are simplified or commercialized to appeal to a broader audience. 

The role of local culture-based marketing is critical in differentiating tourist destinations and 

enhancing the attractiveness of those destinations. Studies suggest that integrating elements of local 
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culture into tourism products and services creates a unique identity for destinations, making them 

more competitive in the global tourism market (Khoshkam et al., 2023 ; Son, 2023). However, 

there are challenges associated with preserving the authenticity of these cultural representations. 

The over-commercialization of local traditions can lead to the commodification of culture, where 

cultural practices are altered or diluted to attract more tourists (Tang & Xu, 2023 ; Gonçalves et 

al., 2022). 

Additionally, the involvement of local communities as custodians of cultural heritage is crucial 

for maintaining sustainability in tourism. Research shows that communities play a pivotal role in 

ensuring that tourism development does not erode cultural values but instead fosters a deeper 

connection between tourists and the local culture (Vinodan & Meera, 2021). This community 

involvement also supports community-based tourism (CBT), which encourages responsible 

tourism that benefits both tourists and the local population. 

Social media and digital technology have a significant influence on the visibility of local 

cultures. These platforms not only shape tourist perceptions but also offer a way for local cultures 

to reach a global audience, increasing the potential for tourism (Hui et al., 2023; Harahap et al., 

2023). However, the widespread use of social media also raises concerns about the distortion of 

cultural messages. Digital platforms can present a simplified or exaggerated version of cultural 

practices to meet the expectations of a global audience, potentially diluting the authenticity of the 

local culture being represented (Gon, 2021). 

Local Culture Integrated into Tourism Marketing Strategies In Various Destinations 

Local culture plays a crucial role in tourism marketing strategies by integrating cultural 

elements that enhance a destination's appeal and influence travelers' experiences and perceptions. 

Research indicates that cultural tourism activities, such as those observed in Bandung (Khoshkam 
et al., 2023), can improve the quality and reputation of a destination. Effective local branding, as 

demonstrated in Semarang City, strengthens the destination's image and competitiveness (Talib & 

Sunarti, 2021). In South Korea, cultural heritage elements like festivals and cuisine significantly 

enrich the tourist experience (Son, 2023). However, the integration of local culture also faces 

challenges, such as overtourism and cultural commodification, which may dilute the authenticity 

of cultural practices (Tang & Xu, 2023). 

The integration of local culture in tourism marketing strategies is gaining attention across 

various destinations. In Ponorogo, Indonesia, the Reyog Jazz event successfully promoted local 

culture and tourism, showcasing effective event management despite challenges (Ayunda & 

Megantari, 2021). Meanwhile, Pekalongan City uses its batik heritage for city branding and tourism 

promotion through museums, festivals, and special markets (Faradies, 2020). In Shandong 

Province, China, three cities (Jinan, Qingdao, and Qufu) have attempted to integrate local cuisine 

into destination marketing, although this integration has not yet been fully realized (Okumus et al., 

2018). In Indonesia, cultural preservation through education has been proposed through the 

development of teaching materials based on cultural values to prevent the loss of traditional identity 

among the younger generation (Wijaya et al., 2020). 

The results indicate that integrating local culture into tourism marketing strategies plays a 

pivotal role in increasing a destination's attractiveness and competitiveness. Successful examples 

of integration include cultural events and festivals that promote local identity, such as traditional 

music festivals, or strengthening cultural heritage through regional specialty products. Culture-

based marketing has proven effective in enhancing a destination's image and attracting tourists. 

Additionally, the use of social media and digital technology has significantly expanded 
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promotional reach, although challenges like commodification of culture and loss of authenticity 

need to be addressed. Cultural preservation efforts through education are also crucial to maintain 

traditional values amidst tourism development. 

The Role of Local Communities in Promoting and Maintaining Local Culture as Part of 

Tourism Marketing 

The role of local communities is essential in sustainable tourism marketing, where they act as 

custodians of cultural heritage and promote their region's unique identity. The Community-Based 

Tourism (CBT) model plays a key role in maintaining a balance between economic, social, and 

environmental needs (Vinodan & Meera, 2021). Local cultural identity is a key tool for attracting 

tourists, as seen in the branding strategy of the Ternate Heritage Society (Ruseva, 2023; Hardi, 

2023). Digital marketing also expands the reach of local culture, enabling communities to directly 

engage in promoting their cultural heritage. However, challenges regarding the commodification 

of culture persist, potentially threatening the authenticity of cultural practices and the integrity of 

tourism experiences (Gonçalves et al., 2022). 

Local communities play an essential role in preserving and promoting local culture through 

tourism marketing. For instance, in Wakatobi National Park, the Bajo Mola community’s local 

wisdom, including traditions such as duata sangal, parika, and pamali, supports sustainable marine 

ecotourism (Marlina et al., 2020). Pekalongan's branding as the "World Batik City" illustrates how 

local cultural heritage can effectively promote tourism through museums, festivals, and thematic 

villages (Faradies, 2020). Educational institutions contribute by instilling values of local wisdom 

through multicultural education, while local governments foster sustainable tourism management 

through collaboration with stakeholders to optimize benefits while preserving culture and the 

environment (Syarif & Ratuloly, 2020; Sentanu & Mahadiansar, 2020). 
The results suggest that local communities are central to tourism marketing, maintaining 

cultural heritage and promoting the region’s identity. Through the CBT model, communities are 

directly involved in sustainable tourism management, ensuring a balance between economic, 

social, and environmental goals. Local cultural identities, exemplified by the branding of Ternate 

and Pekalongan, are major attractions for tourists, while digital marketing helps to expand 

promotional reach. However, the challenge of cultural commodification persists, requiring 

collaboration among communities, governments, and stakeholders to preserve cultural authenticity 

and ensure sustainable tourism development. 

Social Media and Digital Technology Facilitate the Promotion of Local Culture in Tourism 

Social media and digital technologies are essential for promoting local culture in tourism by 

increasing visibility and audience engagement. Platforms like Instagram and Facebook influence 

tourists' perceptions, as seen in the promotion of cultural heritage by the Rajasthan tourism 

authority (Hui et al., 2023) and Lake Toba by the Government of North Sumatra (Harahap et al., 

2023). Local branding that integrates local culture with destination images strengthens sustainable 

tourism competitiveness, with social media playing a pivotal role in moderating this relationship 

(Kuswardani et al., 2023). However, challenges such as content authenticity and moderation 

persist, and digital tools within the smart destination concept may help address these issues (Florcic 

et al., 2022). Overreliance on digital platforms risks obscuring traditional cultural expressions, 

leading to the homogenization of local cultures in tourism narratives. 

Social media and digital technologies play a crucial role in promoting local culture and tourism 

by influencing travelers' destination choices through useful information and electronic 
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communication (Hua et al., 2017). Local experiences shared on social media, particularly on 

Instagram, enhance destination marketing using hashtags like local and localexperience to 

showcase local travel and interactions (Gon, 2021). Digital technologies, such as drones, can be 

used to create promotional content for local attractions, as seen with Tirta Gangga Lake in 

Indonesia (Darmawan, 2020). For Indigenous youth in Australia, social media helps strengthen 

cultural identity and community connections, which positively impacts education and health (Rice 

et al., 2016). However, challenges such as cyberbullying and racism must be addressed to maximize 

the benefits of technology in promoting local culture and tourism. 

The results demonstrate that social media and digital technologies are key drivers in promoting 

local culture in tourism, enhancing destination visibility and fostering audience engagement. 

Platforms like Instagram and Facebook influence travelers' perceptions and help showcase cultural 

heritage, as seen in the promotions of Rajasthan and Lake Toba. Local branding that merges culture 

with destination images also boosts sustainable tourism competitiveness. However, challenges like 

maintaining cultural authenticity and preventing homogenization remain, despite technology such 

as drones supporting engaging promotional content. Social media use should be balanced with 

efforts to preserve cultural authenticity for maximum benefit. 

 
Figure 2. Development of Research Variables 

 

Figure 2 illustrates the development of research variables regarding the role of local culture in 

tourism marketing strategies. The integration of cultural tourism activities and local branding 

enhances destination appeal and enriches the tourist experience. Marketing strategies utilizing 

social media and digital technology expand the visibility of local culture through platforms such as 

Instagram and Facebook, with hashtags like “local” and “localexperience” as promotional tools. 
However, challenges such as commodification of culture and homogenization of content can 
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reduce the authenticity of the tourist experience. The role of local communities as custodians of 

cultural heritage is crucial, particularly through multicultural education and the preservation of 

local wisdom. Case examples from destinations like the Reyog Jazz event in Ponorogo and the 

"World Batik City" branding in Pekalongan showcase effective strategies focusing on local culture. 

Technological innovations, such as the use of drones to create promotional content, also support 

sustainable marketing efforts. Social challenges, including community engagement and education, 

should be considered in developing these strategies. 

 

4. Conclusion  

This study highlights the critical role of integrating local culture into tourism marketing, 

enhancing destination appeal and tourist experience, yet also facing challenges like cultural 

commodification and overtourism, which threaten authenticity. Successful examples, such as 

Bandung and Semarang, show the positive impact of cultural tourism and local branding, but the 

risk of losing cultural identity persists, especially with the widespread use of social media and 

digital technologies that, while increasing visibility, may distort cultural representations. The 

involvement of local communities as cultural custodians is essential for ensuring sustainable 

tourism promotion while preserving traditions, emphasizing the need for community-based digital 

strategies that balance modern marketing with the preservation of cultural values. Future research 

should explore collaborative frameworks between communities, government, and the private sector 

to create sustainable, culture-centered tourism practices that mitigate commodification and 

maintain authenticity. 
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