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ÖSSZEFOGLALÓ 

Az elmúlt években kiemelkedően fontos témává vált a digtális marketing fogalma a 

turizmusban és a marketing kutatásokban egyaránt. Hiányoznak azonban azoknak az 

elméleti alapokon nyugvó kutatások, amelyek rávilágítanának arra, hogy milyen módon tudná 

a turizmus szektor alkalmazni a digitális marketing eszköztárát a turizmus fenntartható 

fejlődésének elősegítésére. Ezt szem előtt tartva jelen írás szerzői szisztematikus szakirodalmi 

áttekintést (SLR – Systematic Literature Review) végeztek, 2015 és 2021 között a Scopus 

és a Web of Science adatbázisokban megjelent 83 folyóiratcikk feldolgozásával. Jelen cikk 

tehát fontos hozzájárulás a már létező és a jövőben megjelenő digitális marketink eszközök 

lehetséges használati módjaihoz a turizmusban, különös tekintettel a fenntartható turizmus 

fejlődésének támogatásában. Továbbá a szerzők egy olyan átfogó, integrált elméleti 

keretrendszert is létrehoztak, amely a technológia, a marketing és a turizmus kapcsolatát 

mutatja be és remélhetően inspirálja majd a jövő kutatóit.  

 

SUMMARY 

The notion of digital marketing has emerged as a prominent topic in the tourism industry and 

received high attention from the marketing research community in recent years. However, there 

is a noticeable absence of theoretically grounded research on how the tourism industry should 

apply and implement digital marketing to bring about sustainable tourism development. To 

address this concern, the researchers conducted a systematic literature review (SLR) of 83 

journal articles related to digital marketing and tourism, indexed in the Scopus database and 

Web of Science from 2015 to 2021. In doing so, this review makes an important contribution 

to the identification of existing and future digital marketing tools applied in the tourism 

industry and their role in the progress of sustainable tourism development. Furthermore, 

researchers propose an integrated conceptual framework to provide a comprehensive overview of 

the relationships between technology, marketing, and tourism to add something new to the 

existing literature and inspire further research in the future.    
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INTRODUCTION 

Due to significant social, economic, and environmental traumas, digitalization 

and sustainability have become popular topics within business organizations and 

government institutions (Benckendorff et al., 2019; Stankov & Gretzel, 2021). 

For instance, the current global health crisis requires the implementation of new 

digital technologies and customer-oriented business transformation (Saseanu et 

al., 2020). The application and implementation of digital marketing are current 

and widely accepted concepts worldwide (Dabas et al., 2021; Damnjanović et al., 

2020; Kenan Mahmutović, 2021). 

Chaffey & Ellis-Chadwick (2016:11) define digital marketing as the "application 

of the internet and related digital technologies, such as mobile phones, display 

advertising, and any other digital medium, in conjunction with traditional 

communications to achieve marketing objectives or achieving marketing 

objectives through applying digital technologies and media." According to the 

author, for successful digital marketing, there is still a necessity to incorporate 

modern techniques with conventional media such as TV, print, and direct mail 

as components of multichannel marketing communications. As technology 

becomes more advanced, the idea of digital marketing also keeps changing. 

According to Kotler et al. (2020:45), "digital marketing is not solely emphasized 

on a channel or a technique; it is an upgrading of the strategic marketing mind 

while at the same time embracing technology, tremendous data technology, by 

using content and digital platforms to integrate new tools and applications to 

convey together the analytical and artistic mind into one." 

Nowadays, digital marketing has become an integral aspect of the tourism 

industry, which necessitates the conceptualization of digital marketing as a 

driver of sustainable tourism development and the establishment of a relevant 

theoretical framework. To build theoretical foundations and directions for 

empirical research on sustainable tourism development based on digital 
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marketing, it is vital to understand the objectives of sustainable tourism and how 

it leads to these objectives in advance. The concept of sustainability and 

sustainable tourism development has emerged as one of the most rapidly 

growing research areas and has captured the attention of many scholars since 

the late 1980s (Hashemkhani Zolfani et al., 2015). It emerged as a negative and 

reactive concept in response to many tourism challenges and was accepted as 

capable of creating positive changes and ways to secure positive social, 

environmental, and economic benefits (Bramwell and Lane, 2012).  

With the advent of the internet and the advancement of technology over the last 

two decades, the tourism industry has experienced significant social, economic, 

and environmental traumas (Kim & Kim, 2017). Moreover, the development of 

many digital marketing tools changes the structure and process of the tourism 

industry to acquire sustainable tourism competencies and contributes to social, 

economic, and environmental development (Gretzel et al., 2015). In this regard, 

the understanding and use of digital marketing tools by the tourism industry are 

critically important. Also, digital technology in the field of tourism has a positive 

impact on making the tourism industry more competitive in the modern digital 

world (Natocheeva et al., 2020). 

Furthermore, digital marketing has become one of the key focus areas for 

tourism businesses and destinations all over the world to design sustainable 

tourism products and promotions that protect and conserve tourism resources 

(Riyadi et al., 2019; Shiqun et al., 2021; Tsourgiannis & Valsamidis, 2019; 

Vázquez Loaiza et al., 2019). For instance, Kuzior et al. (2021) pointed out that 

digital marketing in the tourism industry helps to ensure sustainable tourism 

development, creates a new workplace, generates trade opportunities, 

employment, and decent work, and ensures quality of life. Besides this, it has the 

potential to play a big role in spreading environmental information and making 

travelers more aware of how their actions affect the environment by using a 
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variety of digital marketing tools (Misso et al. 2018). Rodrigues et al. (2021) also 

highlight that digital marketing is the greatest promotional tool to reach new and 

larger target audiences more effectively and efficiently in rural tourism. 

However, despite its significance, there is a noticeable absence of theoretically 

grounded research on the role and impact of digital marketing on sustainable 

tourism development. The researchers investigate this problem and identify gaps 

in the research conducted by scholars. Moreover, little attention has been paid 

to the role and contribution of digital marketing to the sustainability of tourism. 

As an attempt to address this gap, this study investigates a comprehensive 

review of digital marketing and its role in the sustainability of tourism, including 

digital marketing tools and their contribution to sustainable tourism 

development, and builds up a theoretical and conceptual framework to provide 

new insights on the contribution and role of digital marketing for the 

sustainability of tourism. 

 

OBJECTIVE OF THE REVIEW 

The study's overall goal was to review the recent literature (published from 2015 

to 2021) in the area of digital marketing and its contribution to sustainable 

tourism development. The specific objectives of the review were:  

1. to identify existing and future digital marketing tools or concepts applied 

in the tourism industry. 

2. to examine the role and contribution of digital marketing toward 

sustainable tourism development. 

3. to build a theoretical and conceptual framework depicting digital 

marketing and sustainable tourism development. 
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REVIEW METHODOLOGY  

The systematic literature review was selected for this study because the SLR 

approach to reviewing previous literature offers a widespread view of the 

literature in a given field and helps to discover avenues for future research by 

revealing the research gaps (Swartz, 2011). Guided by PRISMA protocols and a 

checklist referred to by Rethlefsen et al. (2021), researchers collected data from 

the database through four main phases: identification, screening, eligibility, and 

inclusion (see Figure 1). 

 

Identification 

In this phase, the researchers determined the search keywords and databases to 

decide the types of journals to include in this study. Thus, the search keywords 

that the researchers applied as a selection criterion were based on the topic of 

the studies and the following terms used in the title, keywords, and abstract of 

the studies: (digital AND marketing AND in AND tourism AND sustainable 

tourism) (LIMIT-TO (OA, "all")). Even though all databases have their pros 

and cons (Amentae & Gebresenbet, 2021), the researchers employed Web of 

Science and Scopus as sources of publication based on their more 

comprehensive coverage of high-quality scholarly information used in most 

review research. Based on this search keyword criterion, initially, the researchers 

extracted 495 and 98 studies from the Web of Science and Scopus databases, 

respectively. 
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Screening  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Study selection process 
Source: literature review & created by authors 
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tourism, and sustainable tourism; (2) studies discussing digitalization and 

tourism; and (3) journal articles published in English only from 2015 to 2021. 

Based on inclusion/exclusion criteria, the researchers were left with 135 Web of 

Science-listed journals and 36 Scopus-listed journals, for a total of 164 articles in 

this phase. 

 

Eligibility 

Knowledge of the quality assessment criteria is essential in appraising a review's 

validity, applicability, and comprehensiveness (Rethlefsen et al., 2021). To 

ensure the quality of the selected article review, the researchers discover and 

deeply read the abstract, methodology, findings, and conclusion. After reading 

the articles, the researchers remove those that do not fit the inclusion or 

exclusion criteria. In this phase, 31 articles were removed for not meeting the 

criteria, and 133 articles were identified as the most suitable in this stage. 

 

Included 

Finally, after applying all inclusion and exclusion criteria, 83 unique articles were 

included for synthesizing and analyzing the review. The main themes and 

subthemes, publication year, publishing journal, selected database, and retrieved 

papers are presented in the next section. 

 

RESULTS AND DISCUSSION 

Identified themes and subthemes 

This section presents the results from the analysis of the 83 papers. It analyzed 

the contents of the selected papers to deliver essential insights into the role and 

contribution of digital marketing toward sustainable tourism development. They 

were categorized into three broad themes. The categorization process, which 

was based on our understanding of the reviewed literature, is described in detail 
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in Table 1. Categorizing the main themes and subthemes addressed by the 

reviewed literature was not easy, as some concepts were related, and some were 

inclusive of others. Categorization was performed as follows: all papers aimed at 

relevance and adoption were categorized under relevance, adoption, and 

application of digital marketing. All articles aimed at the role and impact were 

categorized as the role and impact of digitalization. Papers aimed at addressing 

the digital platform were categorized as digital marketing tools. Papers related to 

big data, blockchain technology, Web 2.0, and information technology were 

categorized under other themes. After categorization, a summary of the main 

themes and subthemes is presented in percentages for each theme (see Table 1). 

As Table 1 shows, among the 83 studies published in 2015–2021, most of them 

(40.96%) analyze trends in the relevance, adoption, and application of digital 

marketing. Moreover, 28.92% of the journal articles discuss the various roles 

and impacts of digitalization on sustainable tourism. The third identified theme 

represents 22.89% (digital marketing tools). The first theme- relevance, 

adoption, and application of digital marketing, includes as sub-topics all the 

items identifying disciplinary and methodological trends, such as the areas 

discussed in the tourism literature; topics concerning tourism marketing; geo-

tourism; post-industrial tourism; rural tourism; food tourism; regional tourism; 

green tourism; integrated digital tourism; digital marketing strategy; sustainable 

tourism and digitalization; cultural and heritage tourism; and digital marketing 

adoption. 
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Table 1. Identified themes and subthemes 

Key themes Subthemes % 

Relevance, adoption, 
and application of 
digital marketing 

Tourism marketing, geo-tourism, post-industrial tourism, 
rural tourism, food tourism, regional tourism, green tourism, 
integrated digital tourism, digital marketing strategy, 
sustainable tourism, and digitalization, cultural and heritage 
tourism, and digital marketing adoption 

 
40.96 

 

Role and impact of 
digitalization 

Sustainable digitalization, the digital skills gap, tourism 
digitalization, artificial intelligence, smart tourism, smart 
tourism cities, virtual tourism, and the digital economy. 

 
28.92 

 

Digital marketing tools 

Social media marketing, content marketing, mobile marketing, 
internet marketing, fuzzy logic approach, digital 
communication channel, augmented reality, websites, and a 
digital toolkit. 

 
 

22.89 
 

Others 
Big data, blockchain technology, Web 2.0, information 
technology, and customer needs in a digital world. 

 
7.23 

 

Source: literature review & created by authors 

 

The second theme of papers focused on the roles and impacts of digitalization, 

which represent the second emergent theme and discuss sustainable 

digitalization, the digital skills gap, tourism digitalization, artificial intelligence, 

mitigating over-tourism, smart tourism, smart tourism cities, virtual tourism, and 

the digital economy. The third key theme identified includes sub-topics such as 

social media marketing, content marketing, mobile marketing, internet 

marketing, fuzzy logic approach, digital communication channel, augmented 

reality, websites, and the digital toolkit. The last category, “Other” (7.23%), 

covers scattered minor sub-themes, such as big data, blockchain technology, 

Web 2.0, information technology, and customer needs in a digital world.  

The researchers also portray descriptive statistics in terms of the yearly 

distribution and reviewed publications by articles, conference papers, and 

reviews. As can be seen in Figure 2, studies on digital marketing and sustainable 

tourism from 2015 to 2018 remained relatively low, with a total of 25 studies. 

However, from 2019 to 2021, there has been an enormous surge in the study of 

digital marketing in tourism, which is attracting much greater attention in the 
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field. Aside from that, the researchers describe the distribution of publications 

by year and evaluate journal articles, conference papers, and reviews.   
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Figure 2. Number of publications by year 
Source: literature review & created by authors 

 

As shown in Figure 3, in terms of the type of document, the researcher 

observed that 84% (70 articles), 12% (10 conference papers), and 6% (3 review 

papers) were used for this study.  
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Article
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Figure 3. Reviewed papers by journals articles, conferences, and literature 
review 

Source: literature review & created by authors 
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Table 2 shows that 29 sources of journals were used for this paper, and 28 were 

published in the Journal of Destination Marketing & Management, 

Sustainability, Current Issues in Tourism, and Journal of Tourism Futures. 

 

Table 2. Document source 

Type of 
document 

 
Source of title 

Number of 
studies 

 
Journal 
article and 
review 
N=73 

Journal of destination marketing & management 9 

Sustainability  7 

Current issues in tourism  6 

Journal of Tourism Futures 6 

worldwide hospitality and tourism themes 5 

Alma tourism-journal of tourism culture and territorial 
development 

4 

Journal of hospitality marketing & management 4 
Journal of business research 4 

Information (Switzerland) 4 

Tourism management perspectives 3 
European journal of tourism hospitality and recreation 3 
Economic research-ekonomska istrazivanja 3 

World leisure journal 2 

Geojournal of Tourism and Geosites 2 
International journal of culture tourism and hospitality research 2 
International journal of contemporary hospitality management 2 
International journal of innovative technology and exploring 
engineering 

1 

Humanities and Social Sciences Reviews 1 

International Journal of Engineering and Technology (UAE) 1 
Australasian marketing journal 1 
International journal of information management 1 
Cogent social sciences 1 
International journal of fuzzy systems 1 

 
Conference 
paper 
N= 10 

E3S Web of Conferences 5 

Advances in Intelligent Systems and Computing  1 
Vide. Tehnologija. Resource - environment, technology, resources 1 
IOP Conference Series: Materials Science and Engineering 1 
Smart Innovation, Systems, and Technologies 
International Archives of the Photogrammetry, Remote Sensing 
and Spatial Information Sciences - ISPRS Archives 

1 
1 

Source: literature review & created by authors 
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Dominant and existing digital marketing tools applied in the tourism 

industry 

Based on the first goal of the review, the existing digital marketing tools and 

concepts applied in the tourism sector can be discovered in this paper. To 

identify the existing digital marketing tools or concepts applied in the tourism 

industry, the keywords and main digital marketing tools examined in the selected 

journal articles and conference papers were analyzed. In keyword analysis, words 

related to the specific method used, specific digital marketing tools, and the 

country of the study were excluded as not relevant to the research objectives or 

falling within other research questions. 
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Figure 4. Dominant digital marketing tools applied in the tourism industry 

Source: literature review & created by authors 
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As shown in Figure 4, the most frequently occurring keyword in the research 

papers that were examined was social media. It was also one of the most 

important tools that were used in the papers that related to the tourism industry. 

According to the results of the keyword analysis, the most common keywords in 

the papers were social media marketing, websites, mobile marketing, virtual 

reality, web analytics, digital marketing content, and augmented reality, 

respectively. These were also among the most important and top research topics 

discussed in the literature review. However, topics such as interactive marketing, 

search engine marketing, search engine optimization, geolocation marketing, 

digital storytelling, online public relations, viral marketing, email marketing, 

affiliate marketing, chatbots, influencers and micro-influencers, and end-to-end 

analytics were not covered to great extent in the reviewed papers.  

Digital marketing tools are technologies and methods that allow potential 

tourists to learn about one place or another, share experiences, share their 

impressions, make purchase decisions, and book goods and services. As shown 

in Table 3, currently, the list of digital marketing tools is quite extensive and is 

expanding every year as the global network resources offer more and more new 

opportunities and prospects. In keyword analysis, social media marketing, 

mobile marketing, digital marketing content, websites, web analytics, interactive 

marketing, search engine marketing, search engine optimization, geolocation 

marketing, augmented reality, virtual reality, digital storytelling, online public 

relations, viral marketing, email marketing, affiliate marketing, chatbots, 

influencers and micro-influencers, and end-to-end analytics were identified as 

the existing digital marketing tools applied to the tourism industry in this paper. 

Social media marketing, mobile marketing, websites, web analytics, and virtual 

reality were among the top research topics discussed in the literature review (see 

Table 3).  



 

17 

Table 3. Digital marketing tools in tourism.  

 Sources 
Digital 

marketing 
tools 

Role and contribution  

(P2) (P13) (P19) 

(P22) (P26) (P34) 

(P36) (P40) (P46) 

(P55) (P57) (P66) 

(P74 ) (P78) 

 
Social media 
marketing 

 

Social media marketing is the most important and widely used 
digital marketing tool by destinations and tourists as a source 
of information, to promote tourism products and services, 
engagement, and the formation of virtual communities. It also 
plays an important role in influencing decision-making when 
people publicly share their travel experiences. 

(P3), (P37) 
Digital 
content 

marketing 

An effective method of creating and distributing valuable 
online, credible, and quality content for tourists about 
destinations, tourism products, and services to consistently 
attract, retain, and motivate tourists and brand the business.  

(P8) (P29) (P32) 

(P41) (P71) (P72) 
Mobile 

Marketing 

It is a tool that enables tourism marketers to research the 
target audience in a relevant manner through any mobile 
device and assist customers in deciding when, where, and 
what to view by using travel applications on their 
smartphones. 

(P25) 
Interactive 
marketing 

Digital marketing tools used widgets and opt-in features to 
make their website interactive, solicit feedback, track user 
behavior, engage with the customers actively, and customize 
offers based on their preferences and browsing activities. 

(P59), 

 
Search engine 

marketing 

Marketing digital tools and practices that target various types 
of searches, including image search, video search, news 
search, and industry-specific search engines. 

(P44) 
 

search engine 
optimization 

The process of increasing the quality of relevant organic 
traffic from search engines to your website through the use of 
keywords to gain better visibility and increase sales.  

(P12) 

 

Geolocation 
marketing/ 

geo-
marketing 

Digital marketing tools used location-based or geographic 
information to locate people or places so they could deliver 
their messages to the most relevant audience at the right time. 

(P31), (P49),  

 
Augmented 
Reality (AR) 

The digital marketing tool used to amplify the real-world 
environment using virtual objects, data, computers, and 
smartphones that has a profound effect on improving tourism 
while roaming in an unknown environment. 

(P4), (P47), (P80) 

 

 

virtual reality 
(VR) 

The digital marketing tool substitutes actual tourism for 
virtual tourism and ensures anyone virtually engages with and 
interacts with destinations and attractions from anywhere in 
the world.  

(P18) 
 

Digital 
storytelling 

Telling personal stories using digital forms through audio 
clips, photos, videos, and graphic visualization stimulates a 
tourist's desire for a tour by appealing to their eagerness and 
imagination, prolonging the experience, and capturing the 
attention of future tourists. 
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(P10) 
 

Online Public 
Relations 

A process of publishing articles in online public relations 
catalogs, online press releases, forums, and sharing videos 
containing commercial messages concerning tourism products 
or services. 

(p75) 
Viral 

marketing 

The technique provides preliminary information about the 
tourist destination in the form of memes, shares, likes, and 
forwards.   

(P28), (P70) 
 

Email 
marketing 

An effective way to capture high-quality leads and convert 
them into customers is by sending personalized emails to the 
target audience. 

(P43) 
 

Affiliate 
Marketing 

It is the mechanism of paying publishers who bring you 
customers, and publishers give you space on their pages to 
advertise your tourism destination, product, or service. 

(P45) 
 

Chatbots 
Digital marketing tools that give customers a frontier 
employee and make customers happier by giving them 
accurate information and letting them talk to you in real-time 

(P58) 
 

Influencers 
and micro-
influencers 

It is a way of inviting superstars on social media to tourist 
destinations and promoting their tourism potential to millions 
of people.  

(P5), (P48), (P50) 
Web 

Analytics 

Digital marketing tools help you collect, understand, measure, 
analyze, plan, report, and predict web activities for your 
business. 

(P1) (P24) (P33) 
(P35) (P51) (P54) 

(P56) 
Websites 

The foundation and place of business where the organization 
distributes trustworthy and credible digital information about 
tourism products or services to their customers by cutting out 
the middlemen. 

(P27) 
End-to-end 

analytics 

The most effective way to optimize advertising budgets and 
make calculations of the frequency of trips and the intensity 
of travel.    

Source: literature review & created by authors 

 

Future trends and application of digital marketing tools in tourism 

Benckendorff et al. (2019) pointed out that social, economic, technological, and 

environmental factors have fundamentally altered how visitors experience travel 

and how destinations market themselves, which, in turn, influences how the 

tourism industry develops and measures its success. Thus, the Internet is no 

longer a gigantic digital marketing platform; instead, it provides immeasurable 

networks and platforms striving for the traveler’s attention and spending power 

(Kotler et al., 2020). Consequently, the travel industry has moved its focus to 

digital marketing. It will be necessary to think about how the rise of computing 
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power and intelligence will change the travel experience (Chiang, 2020). It 

materializes those emerging technologies becoming influential enough to 

empower people within the framework of the human experience rather than 

defining human character and behavior around the needs of computer designers 

(Lukas Grundner & Barbara Neuhofer, 2021). Several robotics applications and 

many tasks are required to create memorable tourist experiences that can be 

automated (Kapoor & Kapoor, 2021). This implied that the impact of robotics 

applications on tourism would be significant in the future. The following tools 

are seen as the travel and tourism industry's digital marketing tools of the future. 

 

Table 4. Future digital marketing tools in tourism 

Source          Tools                        Description and Application 

 
 
(P16), (P17), 

(P20), (P23), 

(P53), (P73) 

 
 

Artificial intelligence 
and 

cloud computing 

While travel will always be a people-focused 
industry, further developments in artificial 
intelligence and cloud computing will result in new 
backstage and frontstage applications in the tourism 
industry. So, smart tourism services, green tourism, 
and the modernization of the tourism business 
would be driven by the use of AI and cloud 
computing in tourism marketing, in addition to the 
use of digital marketing tools that are already in 
place. 

Source: literature review & created by authors 

 

Contribution of digital marketing toward sustainable tourism 

development. 

Since the late 1980s, the concept of sustainability and sustainable tourism 

development has been one of the most rapidly growing research areas and has 

captivated the attention of many scholars (Hashemkhani Zolfani et al., 2015). 

Currently, it has been presented as encouraging digital practice and innovative 

technology involvement towards sustainability in connection with the 

environment and social and economic aspects to maintain and improve 

sustainable tourism (Misso et al., 2018; Ferrara et al., 2020; Oxoli et al., 2020). 

Furthermore, due to its nature, the tourism sector has been interested in recent 
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decades in ensuring the sustainability of tourism by minimizing its negative 

impact on the social, cultural, and natural environment (Saseanu et al., 2020). 

With the spread of information technologies and changing customer needs, 

digital marketing has become apparent as one way to ensure sustainable tourism 

development (Reichstein & Härting, 2018; Duy et al., 2020; Menon et al., 2021; 

Vaculčikova et al., 2020). 

While tourism is an information-oriented business, digital marketing is one of 

the crucial communication tools that connect and allow marketing information 

to be transmitted directly to potential visitors without the need for an 

intermediary in a low-cost but effective way (Cheuk et al., 2018; Suyunchaliyeva 

et al., 2020). It is also one of the greatest promotional tools and helps tourism 

organizations to reshape brand competitiveness, enhance brand communication, 

and deepen product integration, as well as reach larger and new target audiences 

more effectively and efficiently (Riyadi et al., 2019; Rodrigues et al., 2021; 

Shiqun et al., 2021). 

A tourist can be a thousand kilometers away from the destination. However, 

digital marketing tools and technology assist them to get friendly, fast, accurate, 

and updated information about a destination, make online reservations and 

payment methods, and enhance and know about the travel experience, products, 

and services provided by tourism organizations (Peixoto et al., 2018; Gursoy et 

al., 2019). Tourists enjoy a range of tourism services from when they leave their 

residences to their final destination using digital marketing (Zhou, 2019). 

Besides, with the help of digital marketing, tourism organizations create and 

develop a better digital marketing strategy to attract more tourists, increase sales, 

and increase brand awareness by making alternatives to motivate and encourage 

their target audience to take the right and appropriate action (Natocheeva et al., 

2020; Kullada & Michelle Kurniadjie, 2021). Thus, to encourage sustainable 

tourism development, digital marketing is expected to have an indispensable 
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effect on tourists and tourism organizations by connecting supply and demand 

(Alberto Romolini et al., 2017). 

Moreover, it plays an essential role in environmental and economic sustainability 

in terms of income and employment for regional and national socio-economic 

development (Karvele & Znotiņa, 2019; Rahmoun & Baeshen, 2021). For 

instance, in terms of economic sustainability, digital marketing may allow 

tourism destinations to promote their unique tourism attractions to the world in 

a simple way, which provides an opportunity for generating employment and 

income for regional and national socio-economic development. On the other 

hand, to ensure environmental sustainability, digital marketing plays an 

indispensable role in maintaining, enhancing, and promoting the ecological and 

natural resources of a destination by creating credible and quality content on 

different digital marketing tools (Bu et al., 2021; Gregoriades, 2021). 

It has the potential to play a significant role in the dissemination of 

environmental information and the promotion of heightened awareness among 

travelers regarding the ecological impacts of their actions through the use of 

various digital marketing platforms. It is obvious that visitors and organizations 

connected to the tourism industry consume an enormous number of products 

and services inadvertently. Hence, the tourism sector needs to consolidate the 

standards and practices of environmentally responsible usage through digital 

tools such as virtual reality, which substitutes actual tourism for virtual tourism 

and ensures anyone virtually engages with and interacts with destinations and 

attractions from anywhere in the world (An et al., 2021; Navarrete, 2019; 

Voronkova, 2018). Thus, shifting tourism patterns toward digitalization has a 

significant and beneficial effect on the environment (Almeida-Santana et al., 

2020). 

Additionally, social participation, social spread, and social interaction are key 

roles of digital marketing to increase customer participation by communicating 
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with them, allowing tourists to stay updated and get clear information about the 

tourist destination, products, or services, giving tourists the opportunity to share 

their travel experiences with others, and generally enabling the creation of 

customer relationships (An et al., 2021). Hence, using digital marketing tools 

and activities in the right way and putting them together in the best way possible 

leads to better results and sustainable tourism development (Tarazona-Montoya 

et al., 2020). 

 

Theoretical and conceptual framework 
 

 

Figure 5. Conceptual frameworks between technology, marketing, tourist, 
tourism destination, and sustainable tourism development.  

Source: literature review & created by authors 
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Based on the insights obtained from this review, the researchers develop a 

conceptual framework to offer a comprehensive overview of the relationships 

between digital marketing and sustainable tourism development (see figure 5). In 

particular, the researcher focuses on the key constructs (i.e., technology, 

marketing, and sustainable tourism development). In detail, the framework 

demonstrates that digital marketing is a combination of advanced strategic 

marketing minds embracing technology and massive data technology through 

content and digital platforms. Using digital marketing tools, suppliers (tourism 

destinations or organizations) upload updated and relevant information about 

tourist destinations, products, and services.  

On the other hand, consumers (tourists) get precise information about the 

tourist destination, products or services, price, and process using digital 

marketing tools. Moreover, it offers tourists a chance to share their travel 

experiences with other customers. Collectively, tourists and tourism 

organizations maintain economic, social, and better environmental tourism 

conditions, which promote sustainable tourism development. As shown in Fig. 

4, our framework highlights the relationships between technology, marketing, 

tourism destinations, and sustainable tourism development. 

 

IMPLICATION  

The reviewed papers indicated that the digital marketing tools summarized in 

Table 3 could act as enablers for sustainable tourism development. As shown in 

Figure 5, digital marketing plays a significant role in achieving sustainable 

tourism development. It is a crucial tool that contributes to economic, social, 

and environmental issues. As the tourism industry is associated with many 

subsectors such as hotels, restaurants, meetings and events, theme and 

amusement parks, car rental, airports, travel agencies, and tourism information 

centers (Stankov & Gretzel, 2021), the application of digital marketing concept 
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is indispensable for all subsectors in the tourism industry (Jovicic, 2019). 

Therefore, the application of digital marketing could provide a competitive 

advantage for tourism organizations (Karvele & Znotiņa, 2019). Besides 

providing tourism organizations with a competitive advantage (Kim & Kim, 

2017), it allows tourists to receive clear, relevant, and appropriate information 

about the organization's tourism destination, products, or services. This can help 

tourists decide where, when, and what to visit before going to a tourist 

destination. Furthermore, it has a great potential to ensure environmental 

sustainability by creating awareness among travelers regarding ecological and 

environmental issues. This has a significant and beneficial effect on maintaining, 

enhancing, and promoting ecological and natural resources.  

There are two main implications of this review. Firstly, the application of digital 

marketing is a crucial and timely issue to consider in the tourism industry to 

bring social, economic, and environmental sustainability, which leads to 

sustainable tourism development. Secondly, digital marketing is well-advanced 

and rapidly evolving. However, its application in the tourism industry has 

untapped potential. 

 

CONCLUSION  

The rapid technological advancement and upgraded marketing strategy jointly 

altered how tourism marketers developed, measured, and provided quality 

products or services to their customers. In this paper, the researcher 

acknowledged that tourism marketers could benefit from digital marketing tools 

and that using digital marketing can reshape the competitiveness and 

sustainability of the tourism industry. This review thus identifies three themes 

and subthemes, uncovers the critical gaps in the literature, and discovers existing 

and future digital marketing tools in the tourism industry, the role of digital 

marketing in sustainable tourism development, and the anticipated conceptual 
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framework to inspire further research in the future. The data used in this study 

were collected from scholarly journals published in English only, which exclude 

textbooks, book chapters, and doctoral theses related to the topic.  

The researchers recognize that including all the different types of sources would 

have provided a more comprehensive assessment of the existing literature. 

Nevertheless, we believe that the scholarly work issued in journal articles is still 

highly representative of the topic and is often regarded as an essential platform 

to produce and disseminate knowledge. Future researchers should take these 

sources into account and include them in their studies. 

Moreover, a systematic literature review may not have used an exhaustive list of 

search keywords, although many relevant keywords were considered. We 

acknowledge that digital marketing and sustainable tourism are expressed using 

several terms, some of which might have been missed in this research. This 

study concludes with 83 articles, which we conceive to be adequate and offer 

supportive insight into digital marketing and sustainable tourism. 
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