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INFO ARTIKEL             ABSTRAK 

Sejarah Artikel: Digitalisasi  telah  menjadi  faktor  penting  dalam  transformasi  industri 

Diterima: 13 Oktober 2024  pariwisata,  khususnya  dalam  strategi  pemasaran  destinasi  wisata. 

Direvisi: 18 November 2024  Perkembangan  teknologi  digital  seperti  media  sosial,  platform  daring, 

Disetujui: 29 November 2024  aplikasi mobile, serta teknologi smart tourism telah mengubah cara destinasi 

Tersedia Daring: 1 Desember  wisata dipromosikan dan dikelola. Penelitian ini bertujuan untuk mengkaji 

 

digitalisasi pariwisata  dengan  menganalisis  berbagai  artikel  ilmiah,  laporan  penelitian,  dan  pemasaran destinasi,  publikasi akademik yang relevan yang diterbitkan pada periode 2020  –  2024.  smart tourism  Proses pengumpulan literatur dilakukan melalui pencarian pada basis data  Kata Kunci: kajian literatur. Metode penelitian yang digunakan adalah literature review  2024 peran  digitalisasi  dalam  pemasaran  destinasi  wisata  melalui  pendekatan 

akademik  dengan  kata  kunci  yang  berkaitan  dengan  digital  tourism, destination  marketing,  dan  smart  tourism.  Data  yang  diperoleh  kemudian dianalisis  menggunakan  pendekatan  analisis  isi  dan  sintesis  tematik  untuk mengidentifikasi tren, strategi, serta tantangan dalam penerapan digitalisasi pada  pemasaran  destinasi  wisata.  Hasil  kajian  menunjukkan  bahwa digitalisasi  berperan  penting  dalam  meningkatkan  efektivitas  promosi destinasi, memperluas jangkauan pasar wisatawan, serta memperkuat citra dan  daya  saing  destinasi  wisata.  Media  sosial,  teknologi  immersive  seperti virtual  reality  dan  augmented  reality,  serta  penggunaan  big  data  menjadi komponen penting dalam strategi pemasaran destinasi di era digital. Namun demikian,  penerapan  digitalisasi  juga  menghadapi  sejumlah  tantangan, seperti  keterbatasan  literasi  digital,  kesenjangan  infrastruktur  teknologi, serta  isu  keamanan  data.  Oleh  karena  itu,  kolaborasi  antara  pemerintah, pelaku  industri  pariwisata,  komunitas  lokal,  dan  institusi  pendidikan diperlukan  untuk  mendukung  pengembangan  ekosistem  pariwisata  digital yang berkelanjutan. 


ABSTRACT

Keywords: Digitalization  has  become  a  key  driver  in  the  transformation  of  the  tourism 

tourism digitalization  industry,  particularly  in  tourism  destination  marketing  strategies.  The 

destination marketing  development  of  digital  technologies  such  as  social  media,  online  platforms, 

smart tourism mobile  applications,  and  smart  tourism  technologies  has  changed  the  way 

tourism destinations are promoted and managed. This study aims to examine the role of digitalization in tourism destination marketing through a literature review approach. The research method used in this study is a literature review, analyzing  various  scientific  articles,  research  reports,  and  academic publications  published  between  2020  and  2024.  The  literature  was  collected through  searches  in  academic  databases  using  keywords  related  to  digital tourism,  destination  marketing,  and  smart  tourism.  The  collected  data  were analyzed  using  content  analysis  and  thematic  synthesis  to  identify  trends, strategies,  and  challenges  in  the  implementation  of  digitalization  in  tourism destination  marketing.  The  results  indicate  that  digitalization  plays  a significant  role  in  enhancing  the  effectiveness  of  destination  promotion, expanding  tourism  market  reach,  and  strengthening  destination  image  and 
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competitiveness. Social media platforms, immersive technologies such as virtual reality and augmented reality, and big data utilization have become important components  of  digital  tourism  marketing  strategies.  However,  the implementation of digitalization also faces several challenges, including limited digital literacy, technological infrastructure gaps, and data security concerns. Therefore,  collaboration  among  governments,  tourism  industry  stakeholders, local  communities,  and  educational  institutions  is  essential  to  support  the development of a sustainable digital tourism ecosystem. 
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1.     Introduction

The rapid advancement of digital technology has become a major driver of transformation in  the  tourism  industry.  Digitalization  has  reshaped  not  only  promotional  and  transactional activities  but  also  tourist  behavior,  service  models,  destination  governance,  and  marketing strategies in the tourism sector. In recent years, tourism stakeholders increasingly rely on digital platforms  to  enhance  communication,  provide  information,  and  deliver  tourism  services efficiently.  As  a  result,  digital  transformation  has  become  an  essential  element  in  tourism development and destination marketing strategies. Previous studies highlight that digitalization enables  tourism  destinations  to  improve  accessibility  of  information,  strengthen  destination branding, and foster stronger engagement between destinations and tourists  (Ramadhan et al., 2024; Rizal et al., 2024).

The emergence of digital tourism in the context of Society 5.0 further expands the role of technology in shaping tourism experiences. Digital platforms, mobile applications, and online information systems allow tourists to actively participate in planning and managing their travel experiences. Through these technologies, tourism services become more efficient, personalized, and interactive, thereby improving overall tourist satisfaction (Ekaputra et al., 2024; Salam & Angelyca, 2024). In addition, the concept of smart tourism has gained attention as a framework for  integrating  advanced  technologies—such  as  augmented  reality  (AR),  virtual  reality  (VR), and digital guidance systems—into tourism destinations. These technologies enable destinations to  create  immersive  experiences  and  enhance  visitor  engagement  in  cultural  attractions, museums, and heritage sites (Hanum, 2020; Nabillah et al., 2024).

Despite  the  promising  potential  of  digitalization,  the  adoption  of  digital  technologies  in tourism also presents several challenges. One important aspect is the implementation of digital financial technologies, such as QRIS-based payment systems, which have improved operational efficiency  and  convenience  for  tourists  and  tourism-related  small  and  medium  enterprises (SMEs). However, barriers such as limited digital literacy, inadequate digital infrastructure, and concerns  regarding  transaction  security  often  hinder  the  widespread  adoption  of  these technologies (Ekaputra et al., 2024). Furthermore, cybersecurity has become a critical concern as tourism businesses increasingly rely on digital systems for transactions, communication, and data  management  (Florido-Benítez,  2024;  Saeed  et  al.,  2023).  These  challenges  indicate  that digital transformation in tourism requires not only technological innovation but also supportive infrastructure and adequate digital competencies.

Another crucial factor influencing the success of digital tourism initiatives is the role of leadership, governance, and policy support. Effective leadership, particularly transformational leadership, has been shown to play a significant role in encouraging digital innovation within tourism institutions and regional tourism programs. For instance, digital market initiatives and [image: ]
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online tourism promotion programs require visionary leadership, cross-sector collaboration, and capacity-building  programs  to  ensure  successful  implementation  (Septeri  et  al.,  2024). Moreover,  collaborative  governance  involving  government  institutions,  local  communities, tourism  businesses,  and  educational  institutions  is  essential  for  developing  sustainable  digital tourism ecosystems (Karyaningsih & Munandar, 2024; Untu et al., 2022). Such collaborations also support integrated marketing communication (IMC) strategies that utilize multiple digital channels to strengthen destination promotion (Aziz, 2023).

In the context of destination marketing, digital platforms—particularly social media—have become central tools for shaping destination image and influencing tourist decisions. Platforms such as Instagram, TikTok, Facebook, and YouTube allow destinations to communicate visually compelling  narratives  and  storytelling  that  attract  potential  visitors  and  build  emotional connections  with  audiences  (Andzani  et  al.,  2024;  Latifah,  2023).  At  the  same  time,  digital marketing strategies must balance technological sophistication with authenticity to maintain the cultural  identity  and  uniqueness  of  destinations  (Wisnawa,  2024).  Given  these  dynamics, understanding the role of digitalization in tourism destination marketing has become increasingly important. Therefore, this study aims to review and synthesize existing literature on how digital technologies influence destination marketing strategies, tourism competitiveness, and the overall development of digital tourism ecosystems.

 

2.     Method

This  study  employs  a  qualitative  research  approach  using  a  literature  review  method  to examine  the  role  of  digitalization  in  tourism  destination  marketing.  A  literature  review  was chosen because it allows researchers to systematically synthesize existing knowledge, identify research  trends,  and  analyze  theoretical  developments  related  to  digital  transformation  in tourism.  The  data  used  in  this  study  consist  of  secondary  sources  obtained  from  scientific publications,  including  peer-reviewed  journal  articles,  conference  proceedings,  and  academic books related to digital tourism, destination marketing, and tourism digitalization. The literature sources were primarily published between 2020 and 2024 to ensure the relevance and recency of the discussion on digital transformation in tourism.

The literature collection process was  conducted through searches in academic databases such  as  Google  Scholar  and  other  scholarly  repositories  using  keywords  including digital tourism, tourism digitalization, destination marketing, digital marketing in tourism, and smart tourism. The selected articles were screened based on relevance to the research topic, publication year,  and  contribution  to  the  discussion  of  digital  technology  in  tourism  marketing  and management.  The  collected  literature  was  then  analyzed  using  a  qualitative  content  analysis approach  to  identify  key  themes,  patterns,  and  findings  across  studies.  Through  thematic synthesis,  the  study  integrates  insights  from  various  scholarly  sources  to  provide  a comprehensive  understanding  of  how  digital  technologies  influence  tourism  destination marketing strategies and destination competitiveness.

 

3.     Result and Discussion

a.     Trends in Digitalization in Tourism Destination Marketing 

Digitalization  has  significantly  transformed  tourism  destination  marketing  over  the  last decade. Tourism organizations increasingly rely on digital technologies to promote destinations, manage visitor experiences, and communicate with potential tourists globally. Digital platforms such as social media, websites, and mobile applications have become key channels for delivering tourism  information  and  shaping  destination  image.  Research  indicates  that  digital  marketing strategies allow destinations to reach wider audiences, enhance communication efficiency, and create interactive experiences that influence travel decisions (Bharti et al., 2024).
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Furthermore,  the  development  of  digital  tourism  ecosystems  enables  stakeholders— including  governments,  tourism  businesses,  and  communities—to  collaborate  in  promoting destinations  through  integrated  digital  platforms.  These  platforms  facilitate  real-time communication,  personalized  tourism  services,  and  data-driven  decision-making  for  tourism management. Digitalization has therefore become an essential component in strengthening the competitiveness of tourism destinations in the global tourism market.

Table 1. Trends of Digitalization in Tourism Marketing (2020–2024) 


Impact on Destination 

Key Digital Trends                                                Source 


Marketing 

Growth  of  online  travel Increased  digital  promotion  of Novianti  &  Wulung platforms                       destinations                          (2020) Expansion  of  social  media Stronger     destination     image    Kuswardani          &

marketing                     building                             Wibisono (2021) Integration  of  smart  tourism

Enhanced tourist experience  Cahyani et al (2022) technologies

Data-driven           digital Improved       targeting       and

Bharti et al (2024)

marketing strategies             personalization

The  table  shows  that  tourism  marketing  has  gradually  evolved  from  simple  online promotion  toward  a  complex  digital  ecosystem  that  integrates  social  media  engagement,  data analytics, and immersive technologies. These developments demonstrate that digitalization not only  supports  marketing  activities  but  also  transforms  the  overall  management  of  tourism destinations.

 

Figure 1. Digital Tourism Ecosystem Diagram 

The  diagram  illustrates  the  digital  tourism  ecosystem  where  tourists  interact  with destinations through digital platforms such as social media, travel apps, and tourism websites. These platforms integrate advanced technologies—including artificial intelligence, big data, and [image: ]
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immersive  experiences—to  support  tourism  stakeholders  in  delivering  improved  services  and marketing strategies.

b.    The Role of Social Media in Destination Promotion 

Social  media  has  emerged  as  one  of  the  most  influential  tools  in  tourism  destination marketing.  Platforms  such  as  Instagram,  Facebook,  TikTok,  and  YouTube  enable  tourism organizations  to  distribute  visual  content,  storytelling  narratives,  and  interactive  promotional campaigns. Studies show that social media marketing significantly influences tourist behavior and travel decision-making processes because travelers frequently search for travel information and recommendations through online platforms before visiting a destination.

Research  also  highlights  that  digital  marketing  through  social  media  positively  affects tourists’ intention to visit destinations. For example, a study examining tourism promotion in Kandri Tourism Village found that social media marketing had a significant positive effect on tourist  visiting  interest,  demonstrating  the  effectiveness  of  digital  promotion  strategies  in attracting visitors.

Table 2. Previous Studies on Social Media in Tourism Marketing (2020–2024) Author                              Findings 

Chen  et  al  (2024)  and

Social media significantly influences tourist behavior

Xue & Zhang (2020)

Garner & Kim (2022)       User-generated content improves tourist satisfaction Tham et al. (2020)          Social media strongly influences destination choice (Gaffar et al., 2022)          Social media marketing increases visiting intention (Laxmita et al., 2021)       Social media shapes tourism marketing strategies These  findings  demonstrate  that  social  media  plays  a  critical  role  in  shaping  tourism marketing  strategies.  By  providing  interactive  content  and  user-generated  information,  social media platforms allow tourists to evaluate destinations before traveling. Consequently, tourism organizations must develop effective digital storytelling strategies to attract potential visitors.

 

Figure 2. Social Media Influence Model 
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The  diagram  illustrates  how  social  media  content  influences  tourists’  travel  decision-making processes. Travelers typically search for information online, evaluate visual content and reviews,  and  then  decide  whether  to  visit  a  destination  based  on  perceived  attractiveness  and credibility of the digital information.

c.      Smart Tourism Technologies in Destination Marketing 

The emergence of smart tourism technologies has expanded the scope of digital destination marketing  beyond  traditional  promotional  strategies.  Smart  tourism  integrates  advanced technologies  such  as  artificial  intelligence  (AI),  virtual  reality  (VR),  augmented  reality  (AR), and  big  data  analytics  to  enhance  tourism  experiences  and  improve  destination  management. These  technologies  allow  tourists  to  interact  with  digital  environments  before  visiting destinations, creating immersive and informative travel experiences.

Studies show that virtual reality experiences can significantly enhance tourists’ intention to visit destinations by providing immersive virtual previews of attractions. VR-based marketing strategies  allow  potential  tourists  to  explore  destinations  remotely,  which  can  strengthen destination image and increase travel motivation.

Similarly, augmented reality technologies can improve tourism experiences by delivering interactive  information  and  digital  storytelling  about  cultural  attractions,  heritage  sites,  and museums. Research indicates that AR and AI technologies can strengthen destination branding and enhance visitor engagement with tourism products.

Table 3. Smart Tourism Technologies and Their Applications 

Technology                  Application                       Impact Improved  tourist 

Artificial Intelligence     Personalized travel recommendations

satisfaction

Virtual Reality           Virtual tours of destinations             Increased travel intention Augmented Reality      Interactive guides in museums          Impact

Improved  tourist 

Big Data Analytics       Tourism demand forecasting

satisfaction

The  integration  of  smart  technologies  demonstrates  that  digitalization  is  not  limited  to marketing activities but also influences tourism service delivery and destination management. As a result, smart tourism technologies are increasingly becoming essential tools for improving tourism competitiveness in the digital era.

 

Figure 3. Smart Tourism Technology Framework 

This  framework  illustrates  how  smart  tourism  technologies  contribute  to  improved destination  marketing  and  visitor  experiences.  The  integration  of  these  technologies  enables tourism organizations to deliver personalized services, immersive digital experiences, and data-driven marketing strategies that enhance destination competitiveness.
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d.    Challenges in Digital Tourism Marketing 

Despite  the  significant  benefits  of  digitalization,  tourism  destinations  face  several challenges  in  implementing  digital  marketing  strategies.  One  of  the  major  challenges  is  the digital  divide  between  destinations  with  advanced  technological  infrastructure  and  those  with limited digital resources. Some tourism destinations lack sufficient internet connectivity, digital literacy, and financial resources to implement advanced digital marketing strategies effectively.

Another  challenge  involves  digital  skills  and  knowledge  among  tourism  stakeholders. Many small tourism businesses and local communities lack the necessary digital competencies to create and manage online marketing campaigns. Without adequate training and digital literacy programs,  tourism  stakeholders  may  struggle  to  compete  in  the  increasingly  digital  tourism market.

Furthermore, issues related to data privacy, cybersecurity, and digital trust have emerged as critical concerns in digital tourism systems. As tourism businesses rely on digital platforms for  booking,  payment  transactions,  and  customer  communication,  they  must  ensure  that  their systems  provide  secure  and  reliable  services.  Failure  to  address  these  issues  could  negatively affect tourist confidence and destination reputation.

Table 4. Key Challenges in Digital Tourism Marketing 

Challenge                 Description                        Impact Limited internet access in some Reduced     digital     promotion

Digital Infrastructure

destinations                       effectiveness Lack  of  digital  skills  among Digital Literacy                                             Ineffective online marketing tourism actors

Risks  of  data  breaches  and

Cybersecurity                                            Reduced tourist trust fraud

High    cost    of    technology Limited    adoption    of    smart

Financial Resources

implementation                  technologies

These  challenges  highlight  the  importance  of  developing  supportive  policies,  digital infrastructure,  and  training  programs  for  tourism  stakeholders.  Governments  and  tourism organizations  must  collaborate  to  provide  digital  education,  technology  infrastructure,  and innovation  programs  that  enable  destinations  to  fully  benefit  from  digital  transformation  in tourism marketing.

 

4.     Conclusion 

The findings of this literature review demonstrate that digitalization plays a crucial role in transforming  tourism  destination  marketing  in  the  modern  era.  The  integration  of  digital technologies—such as social media platforms, mobile applications, smart tourism technologies, and  data-driven  marketing  systems—has  significantly  enhanced  the  ability  of  destinations  to promote attractions, communicate with potential tourists, and build a strong destination image. Digital  platforms  enable  tourism  stakeholders  to  deliver  interactive,  visually  engaging,  and personalized  marketing  content  that  influences  tourists’  travel  decisions.  Furthermore,  the adoption of technologies such as artificial intelligence, virtual reality, augmented reality, and big data  analytics  has  expanded  tourism  marketing  strategies  beyond  traditional  promotion  by creating immersive experiences and improving tourism service efficiency.

However, the literature also highlights several challenges that may limit the effectiveness of digital tourism marketing, including digital infrastructure gaps, limited digital literacy among tourism stakeholders, cybersecurity risks, and unequal access to technological resources. These challenges  indicate  that  successful  digital  transformation  in  tourism  requires  not  only technological  innovation  but  also  strong  policy  support,  leadership,  and  collaboration  among [image: ]
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government  institutions,  tourism  businesses,  local  communities,  and  academic  institutions. Therefore,  future  tourism  development  strategies  should  focus  on  strengthening  digital infrastructure,  improving  digital  skills  among  tourism  actors,  and  implementing  integrated digital  marketing  strategies  that  balance  technological  advancement  with  the  preservation  of authentic cultural and tourism experiences.
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