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Abstract
Digital technologies have transformed the tourism sector in profound ways, reshaping how travelers search
for information, plan their itineraries, and engage with destinations. Contemporary tourists increasingly seek
experiences that feel personal, immersive, and rooted in the authenticity of local environments. This evolving
preference has heightened the importance of hyperlocal digital marketing — an approach that focuses on engaging
visitors within very small, clearly defined geographic areas. By doing so, it effectively brings attention to lesser-
known heritage landmarks, cultural enclaves, and distinctive local experiences that often remain outside
mainstream tourist circuits. This chapter explores the potential of hyperlocal digital marketing to advance
tourism development and deepen the quality of visitor engagement. It reviews a range of tools and strategies
central to this approach, including social media channels, mobile applications, location-based services, influencer
partnerships, and emerging immersive technologies such as augmented and virtual reality. Moreover, the
chapter discusses the practical challenges faced by tourism practitioners, such as inconsistent network
infrastructure, data privacy concerns, financial limitations, and the ongoing difficulty of sustaining visitor
interest in a competitive digital environment. In response to these challenges, the chapter presents practical
recommendations and best practices to guide effective implementation. In addition, the chapter examines key
technological and strategic developments that are likely to shape the future of hyperlocal tourism marketing.
These include Al-driven personalization, the expansion of smart tourism ecosystems, the integration of gamified
experiences, and the growing emphasis on sustainability-focused promotional approaches. Collectively, these
trends illustrate how digital innovation can elevate tourist experiences while simultaneously contributing to
the economic and cultural vitality of local communities. Ultimately, hyperlocal digital marketing represents an
intersection of technological advancement, community participation, and cultural expression. By encouraging
tourists to explore beyond well-known attractions, it supports sustainable tourism, broadens economic
opportunities for local stakeholders, and enhances the overall depth and meaning of the visitor experience. The
chapter underscores the increasing significance of this approach in shaping tourism practices that are
memorable, responsible, and aligned with the evolving expectations of travelers in the digital era.
Keywords: Digital Engagement, Hidden Gems, Hyperlocal Marketing, Location-Based Services, Tourism
Development.
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1. Introduction

yperlocal digital marketing has emerged as a highly influential strategy within the

contemporary tourism sector. Instead of promoting broad destinations, this approach
focuses on guiding visitors to very specific micro-locations such as individual streets,
neighbourhood pockets, or culturally significant zones. According to Metzgar, Kurpius, and
Rowley (2011), hyperlocal marketing concentrates on a narrowly defined geographic area
and relies on digital platforms to reach audiences instantly. In contrast to traditional
marketing, which often targets large and diverse groups, hyperlocal techniques deliver real-
time, personalized communications based on a traveller’s immediate location and specific
interests.

The UNWTO (2021) describes tourism as the activities undertaken by individuals who
travel and stay outside their usual surroundings for purposes such as leisure or business.
Hyperlocal digital marketing enhances this notion by enabling travelers to discover lesser-
known spaces that they might not encounter through conventional tourism channels. In
doing so, it fosters meaningful connections between visitors and local communities,
revealing cultural pockets that often remain overlooked.

These underexplored attractions—commonly referred to as “hidden gems” —may
include small cultural institutions, historic neighbourhood corners, community festivals,
artisan workshops, or locally owned food establishments offering authentic regional cuisine.
While such places may not feature prominently in mainstream promotional materials, they
offer distinctive and memorable experiences that differentiate one destination from another.

By providing timely and location-specific information, hyperlocal digital marketing
enriches cultural engagement, supports local businesses, and promotes sustainable tourism
practices. A variety of digital tools —including mobile applications, social media platforms,
AR and VR technologies, and location-based services —assist tourists in discovering these
hidden spaces. For example, mobile apps can notify travelers of nearby craft workshops,
pop-up cultural events, or live street performances occurring in real time. Likewise, social
media stories, reels, and posts highlighting local food or neighbourhood activities can
motivate spontaneous visits and encourage deeper exploration.

The integration of advanced technologies, real-time digital communication, and cultural
storytelling allows tourism stakeholders to illuminate opportunities that might otherwise go
unnoticed. Importantly, hyperlocal marketing contributes to sustainable tourism by
distributing visitor flows across a wider range of locations. This helps reduce overcrowding
at popular attractions, protects natural and cultural resources, and ensures that smaller
communities also benefit economically.

Overall, by elevating these lesser-known experiences, hyperlocal digital marketing
enables tourism professionals to create richer and more meaningful visitor journeys. It
supports a balanced distribution of tourist activity and helps expand the economic
advantages of tourism across diverse local areas.

2. Evolution of Tourism Marketing
Tourism marketing has undergone a profound transformation, evolving from traditional
promotional practices to digital strategies and, more recently, to hyperlocal approaches. In
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earlier decades, tourism marketing relied extensively on printed materials such as
brochures, guidebooks, travel magazines, billboards, and participation in tourism fairs or
exhibitions. Although these methods helped generate broad awareness, they lacked the
ability to personalize communication or deliver information to tourists at the exact moment
of need. Consequently, many travelers who depended on guidebooks, word-of-mouth
recommendations, or pre-packaged tour itineraries often overlooked smaller cultural sites,
local craft workshops, community-based festivals, and unique boutique attractions.

The digital revolution marked a significant shift in how tourism destinations presented
themselves. The rise of websites, blogs, email newsletters, social media platforms, and online
advertising enabled destinations to showcase cultural assets, experiences, and attractions
through visually rich and interactive content. Tools such as virtual tours, 360-degree videos,
and immersive storytelling enhanced the decision-making process for tourists by offering
detailed insights into potential experiences. Despite these advancements, broad digital
campaigns often fell short in delivering personalized, real-time, and contextually relevant
engagement —leaving space for the emergence of hyperlocal marketing.

Hyperlocal digital marketing fills this gap by leveraging precise geographic data,
customized content, and instantaneous communication. Modern travelers increasingly
depend on social media posts, online reviews, influencer recommendations, and mobile
notifications to make spontaneous decisions about nearby activities. Hyperlocal strategies
cater to this behavior by providing timely, location-specific suggestions that guide visitors
toward authentic cultural encounters and lesser-known attractions they may not have
discovered otherwise.

3. Theoretical Background

The examination of hyperlocal digital marketing within the tourism sector is grounded
in several established theories from marketing, consumer behaviour, and technology
adoption. Together, these frameworks help explain how tourists interact with digital
platforms, how location-based communication shapes their decisions, and how digital
engagement contributes to tourism development.

3.1 Relationship Marketing Theory

Relationship Marketing Theory emphasizes the creation of long-term, meaningful
relationships between businesses and consumers rather than focusing solely on transactional
exchanges (Berry, 1983). In tourism, this perspective underscores the value of maintaining
continuous engagement with visitors through personalized interactions, relevant content,
and timely communication. Hyperlocal digital marketing reflects this principle by using
location-specific tools—such as mobile notifications, social media engagement, and
customized recommendations—to build trust, strengthen loyalty, and encourage repeat
visitation.

3.2 Theory of Planned Behavior (TPB)
Ajzen’s (1991) Theory of Planned Behavior suggests that an individual’s intentions are
shaped by their attitudes, perceived social expectations, and sense of control over
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performing a behavior. Applied to tourism, the TPB framework helps explain tourists’
choices regarding specific attractions or activities. Hyperlocal digital marketing leverages
this theory by shaping attitudes through compelling content, influencing subjective norms
via reviews and influencer endorsements, and reducing perceived barriers by making lesser-
known attractions more visible and accessible.

3.3 Technology Acceptance Model (TAM)

The Technology Acceptance Model developed by Davis (1989) proposes that two key
perceptions —usefulness and ease of use—determine whether individuals adopt a
technology. This model is central to understanding the effectiveness of hyperlocal digital
tools such as mobile applications, AR/VR features, and location-based services. When
tourists view these technologies as intuitive and beneficial, they are far more likely to engage
with them during their travel experience.

3.4 Engagement Theory

Engagement Theory highlights the importance of active participation, emotional
involvement, and cognitive commitment in creating meaningful user interactions (Brodie et
al., 2011). In tourism, engagement extends beyond passive consumption to include
exploration, interaction, sharing, and co-creation. Hyperlocal marketing supports this by
offering gamified features, personalized itineraries, interactive digital guides, and other
tools that motivate tourists to actively shape their own experiences.

3.5 Service-Dominant Logic (SDL)

Service-Dominant Logic, proposed by Vargo and Lusch (2004), suggests that value
emerges through interactions between service providers and consumers rather than existing
as a fixed property of a product. Hyperlocal digital marketing aligns with this logic by
positioning tourists as co-creators of value. Through direct engagement with local
communities, artisans, and cultural spaces, tourists transform hidden gems from simple
attractions into shared, meaningful experiences.

3.6 Diffusion of Innovations Theory

Rogers’ (2003) Diffusion of Innovations Theory explains how new technologies and ideas
spread within a population. Hyperlocal marketing often incorporates innovative features
such as augmented-reality tours, gamified mobile applications, and real-time digital
promotions. Understanding how innovations diffuse enables marketers to identify early
adopters, collaborate strategically with influencers, and encourage wider acceptance of
emerging digital tools in tourism.

3.7 Experience Economy Theory

Pine and Gilmore’s (1999) Experience Economy Theory argues that contemporary value
creation is increasingly derived from memorable, immersive experiences rather than from
physical products alone. Hyperlocal digital marketing aligns strongly with this perspective
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by turning lesser-known cultural spaces into rich experiential offerings. Through digital
storytelling, interactive content, and personalized recommendations, it enhances the
emotional and memorable dimensions of travel.

4. Tools and Techniques of Hyperlocal Marketing

Hyperlocal digital marketing integrates a range of digital tools, innovative practices, and
strategic approaches to motivate tourists to engage with specific local areas. Its effectiveness
depends on the coordinated use of social media, location-based technologies, mobile
applications, influencer partnerships, and immersive digital experiences. Each element
contributes uniquely to shaping tourist behavior, as outlined below.

4.1 Social Media Platforms and Visual Storytelling

Social media has become one of the most powerful instruments in hyperlocal tourism
promotion. Platforms that prioritize visual content—such as reels, short videos, live
broadcasts, and interactive stories —enable destinations to present attractions in compelling
and emotionally resonant ways. Through visual storytelling, marketers can highlight the
distinctiveness of hidden gems, capture travelers” attention, and build meaningful emotional
connections that encourage visitation.

4.2 Location-Based Services and Geo-Targeting

A defining strength of hyperlocal marketing is its ability to deliver precise, location-
specific information in real time. Location-based services (LBS) and geo-targeting allow
marketers to send timely and relevant notifications when tourists are physically close to an
attraction, event, or service. This immediacy increases the likelihood of spontaneous
decisions and supports deeper on-site engagement.

4.3 Mobile Applications and Digital Guides

Mobile applications function as central hubs for hyperlocal content delivery. These apps
can generate personalized recommendations based on user preferences, prior behavior, and
real-time location data. In addition, they offer useful features such as curated itineraries, self-
guided walking tours, augmented maps, and updated event listings, all of which help
tourists navigate unfamiliar environments and discover lesser-known locations.

4.4 Influencer and Micro-Influencer Marketing

Influencer marketing has become increasingly effective in promoting niche or under-
recognized attractions. Micro-influencers, who typically maintain smaller but highly
engaged communities, are particularly valuable in hyperlocal contexts. Their content is often
perceived as authentic and credible, encouraging followers to explore the destinations and
experiences they recommend.
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4.5 Immersive Technologies: AR and VR

Augmented reality (AR) and virtual reality (VR) introduce immersive layers to
hyperlocal tourism experiences. AR tools can overlay digital elements—such as historic
reconstructions, interactive markers, or gamified features—onto real-world locations,
enriching the visitor experience. VR allows travelers to preview destinations and activities
through virtual tours, helping them plan itineraries and identify hidden attractions before
they travel.

4.6 User-Generated Content (UGC) and Community Engagement

Encouraging tourists to share their own photos, videos, reviews, and stories is one of the
most effective ways to increase visibility for hidden gems. User-generated content functions
as a powerful form of social proof, reinforcing trust among prospective visitors. It also
strengthens community engagement by transforming tourists into active contributors to the
destination’s narrative.

4.7 Analytics and Data-Driven Marketing

Data serves as the backbone of successful hyperlocal marketing. Analytics tools track
visitor behavior, engagement patterns, and campaign performance, offering valuable
insights for decision-making. By analysing these data points, tourism marketers can refine
their messaging, improve resource allocation, and enhance the overall effectiveness of their
campaigns.

4.8 Integration of Multi-Channel Marketing

A well-executed hyperlocal marketing strategy requires coherent coordination across
multiple channels. Social media platforms, mobile applications, email communication, SMS
alerts, website content, and influencer collaborations must be strategically aligned to create
a seamless visitor experience. Multi-channel integration ensures that tourists receive
consistent, timely, and personalized messages throughout their journey, thereby improving
engagement and satisfaction.

5. Identifying and Promoting Hidden Gems

Hidden gems refer to attractions or experiences that hold cultural, historical, or
experiential significance yet remain relatively unknown to mainstream tourists. These may
include small heritage landmarks, local craft workshops, niche culinary experiences,
community-driven festivals, or temporary pop-up events. Identifying such places typically
involves detailed research, close collaboration with local communities, and careful analysis
of social media activity and online user behaviour to understand emerging interests and
patterns. Promoting hidden gems relies heavily on compelling storytelling, strategic digital
engagement, and strong partnerships. Visual social media campaigns, geo-targeted
advertisements, and app-based notifications can attract the attention of tourists who are
already nearby. Collaborations with local businesses further enrich the visitor experience by
offering integrated activities —such as combining a cultural performance with a culinary trail
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or pairing a historical walking tour with a craft workshop. Narrative-driven content,
immersive visuals, and interactive forms of storytelling help establish emotional
connections, making these places more appealing and encouraging higher levels of
engagement and visitation.

Illustrative Scenario:

Consider a traditional art workshop that regularly posts live demonstrations of its craft
techniques through social media stories. At the same time, a tourism mobile application
sends location-based alerts to nearby visitors, inviting them to observe a free demonstration
or purchase handmade items. By synchronizing online promotion with on-site experiences,
the workshop successfully increases footfall, enhances revenue, and leaves visitors with a
memorable and culturally meaningful experience.

6. Engagement Strategies for Tourists

Engagement plays a central role in the effectiveness of hyperlocal digital marketing.
Personalized recommendations —shaped by tourists” preferences, prior behaviors, and real-
time location—ensure that the content they receive remains relevant and appealing. For
instance, culinary-focused travelers may be guided toward nearby food trails or specialized
cooking workshops, while visitors interested in art or history may be directed to local
galleries, exhibitions, or heritage walks.

User-generated content (UGC) further strengthens engagement by enhancing
authenticity and credibility. When tourists share photos, videos, and reviews, they create
powerful forms of social proof that influence the decisions of other potential visitors.
Additionally, gamification techniques such as scavenger hunts, loyalty programs, and
reward-based challenges motivate tourists to explore multiple attractions within a
destination. Effective reputation management also contributes to sustained engagement;
responding promptly to reviews and feedback builds trust and encourages repeat
participation.

Illustrative Example:

A digital “explore the neighbourhood” game could reward visitors for discovering a
series of hidden sites across a city. Participants might earn digital badges, discounts, or
recognition upon completing various challenges. Such an approach not only encourages
tourists to move beyond well-known attractions but also increases engagement and footfall
for smaller, lesser-known sites.

7. Measuring Effectiveness

Monitoring hyperlocal marketing initiatives is essential for evaluating their effectiveness
and refining strategic decisions. Key performance indicators typically include tourist
footfall, engagement levels, website and mobile traffic, app downloads, social media
interactions, and overall conversion rates. Tools such as analytics platforms, location-based
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heatmaps, and structured feedback surveys offer valuable insights into tourist behavior and
the performance of digital content.

For example, a small heritage attraction can track app-based check-ins, social media
shares, and online mentions to determine which marketing efforts successfully translate into
physical visits. These insights enable marketers to adjust messaging, improve targeting
precision, allocate resources more strategically, and enhance the overall visitor experience.
Consistent monitoring not only supports continuous improvement but also ensures that
hyperlocal campaigns deliver strong returns on investment.

8. Challenges in Hyperlocal Tourism Marketing

Although hyperlocal digital marketing offers substantial opportunities for tourism
growth, it also presents several challenges that must be addressed to ensure campaign
effectiveness, safeguard tourist trust, and generate meaningful benefits for local
communities. These challenges generally fall into the areas of connectivity and accessibility,
privacy and ethical considerations, financial limitations, content-related issues, sustained
engagement, and cultural sensitivity. Each of these aspects is examined below.

8.1 Connectivity and Accessibility Limitations

Hyperlocal digital marketing depends on mobile technologies, real-time notifications,
and continuous internet access. In regions with weak network coverage or limited digital
infrastructure, tourists may struggle to access app-based guides, receive timely alerts, or use
location-sensitive tools. Small businesses and local attractions with minimal technological
resources may also find it difficult to implement digital strategies effectively, reducing the
impact of hyperlocal campaigns.

8.2 Privacy and Ethical Concerns

Because hyperlocal strategies rely on collecting and analysing personal and location-
based data, they naturally raise privacy and ethical concerns. Tourists may be wary of
constant tracking or targeted messaging, particularly if the purpose of data collection is not
transparent. Mishandling or misusing such data can result in security breaches, reputational
harm, and diminished trust in tourism service providers.

8.3 Budget Constraints for Small Businesses

For many small-scale tourism operators —such as boutique attractions, local artisans, and
community-run initiatives—the cost of implementing hyperlocal campaigns can be
prohibitive. Expenses related to mobile app development, paid digital advertising,
influencer collaborations, and high-quality content production can strain limited budgets.
Without strategic planning and resource optimization, smaller enterprises may struggle to
compete with larger tourism organizations.
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8.4 Content Creation and Tourist Engagement Challenges

Producing compelling and accurate content is essential for engaging tourists, yet it poses
several challenges. Low-quality or irrelevant content can misrepresent a destination and fail
to attract interest, thereby undermining campaign credibility. Moreover, as tourist
preferences shift rapidly, marketers must continuously update and innovate their content
strategies to maintain engagement.

8.5 Maintaining Long-Term Relevance

Tourist expectations evolve due to technological advances, changing social trends, and
the emergence of new attractions. A hyperlocal campaign that performs well initially may
lose effectiveness if it is not consistently updated. Sustaining long-term relevance requires
ongoing monitoring, adaptation to new trends, and the integration of innovative tools and
techniques.

8.6 Cultural Sensitivity and Community Involvement

While hyperlocal marketing can successfully highlight local culture, there is a risk of
misrepresenting, oversimplifying, or commercializing cultural elements. Such actions may
offend local residents or dilute cultural authenticity. Ensuring that community members
participate in content development and promotional decision-making is essential for
maintaining cultural integrity and fostering respectful representation.

9. Future Trends in Hyperlocal Tourism Marketing

The future of hyperlocal digital marketing in tourism is increasingly shaped by rapid
technological advancements, evolving tourist expectations, and a growing demand for
experiences that are personalized, sustainable, and immersive. The following subsections
outline the major trends influencing this transformation.

9.1 Artificial Intelligence for Personalized Experiences

Artificial intelligence (Al) is reshaping how tourists discover, select, and interact with
hidden attractions. Al-driven systems can analyse individual preferences, behavioural
trends, social media activity, and previous travel histories to generate real-time,
personalized recommendations. By anticipating which attractions or activities a visitor is
most likely to enjoy, Al enhances decision-making, deepens engagement, and improves
overall satisfaction.

9.2 Augmented Reality and Virtual Reality Applications

Augmented reality (AR) and virtual reality (VR) are transforming both pre-visit
planning and on-site exploration. AR enriches real-world environments by overlaying
digital elements such as historical reconstructions, interactive cultural narratives, or
dynamic maps as tourists explore hidden locations. VR provides immersive virtual tours,
offering detailed previews that stimulate curiosity and encourage physical visits. Together,
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these technologies foster a stronger emotional connection, enhance learning, and increase
the perceived value of lesser-known attractions.

9.3 Smart Tourism Ecosystems

The integration of hyperlocal marketing within broader smart tourism ecosystems
represents another significant trend. These ecosystems leverage IoT devices, mobile
applications, Al, and big data analytics to deliver seamless, interconnected visitor
experiences. Smart systems can track crowd levels, generate adaptive itineraries, support
real-time navigation, and send personalized alerts based on tourists’ locations and interests,
thereby improving convenience and efficiency.

9.4 Collaborative and Community-Based Marketing

Collaborative marketing among local businesses, cultural organizations, and tourism
service providers is gaining traction as a strategy to enrich visitor experiences. By pooling
resources and cross-promoting offerings, stakeholders can develop integrated tourism
packages that combine culinary, cultural, and heritage components. Involving local
communities in this process ensures authenticity, strengthens cultural representation, and
enhances the overall quality of the tourist experience.

9.5 Sustainability and Responsible Tourism

Sustainability is becoming a cornerstone of future tourism strategies. Hyperlocal
marketing can encourage responsible travel by directing visitors toward eco-friendly
attractions, promoting ethical practices, and supporting conservation of cultural and natural
resources. By redistributing tourists across lesser-known sites, hyperlocal approaches help
reduce overcrowding, minimize environmental stress, and create more balanced patterns of
visitation.

9.6 Gamification and Interactive Engagement

Gamification continues to be a powerful tool for boosting tourist engagement. Interactive
elements such as digital badges, reward systems, scavenger hunts, and location-based
challenges motivate visitors to explore multiple hidden gems and participate actively in local
experiences. These techniques not only enhance enjoyment but also lead to repeat visits and
increased social media sharing, thereby amplifying the visibility of under-recognized
attractions.

10. Conclusion

Hyperlocal digital marketing marks a significant shift in contemporary tourism
development, offering new possibilities for identifying, promoting, and preserving lesser-
known attractions while enhancing the authenticity of visitor experiences. By integrating
precise targeting, personalized content, and real-time engagement, hyperlocal strategies
encourage tourists to move beyond conventional attractions, enriching their journeys and
contributing meaningfully to local communities.

71



The Innovation Blueprint: Creating Business Ideas that Transform Markets

Advancements in technologies such as artificial intelligence, augmented and virtual
reality, smart tourism systems, and gamified engagement are further expanding the scope
of hyperlocal marketing. These innovations make tourism experiences more interactive,
immersive, and tailored to individual preferences. At the same time, meaningful
collaboration with local communities, cultural organizations, and small businesses ensures
that hyperlocal marketing initiatives remain authentic, inclusive, and aligned with
sustainable development goals.

Importantly, hyperlocal approaches support responsible and sustainable tourism by
redistributing visitor flows, reducing pressure on overcrowded sites, and promoting
environmentally conscious behaviors. They also help smaller communities benefit
economically while ensuring that lesser-known attractions are recognized, valued, and
preserved. This balance between economic opportunity and cultural or environmental
stewardship is central to long-term tourism sustainability.

In essence, hyperlocal digital marketing extends far beyond a promotional tool; it
represents a transformative model that integrates technology, cultural heritage, community
participation, and sustainability to redefine the modern tourism experience. As digital
innovations continue to advance and travelers increasingly seek personalized, immersive,
and meaningful encounters, hyperlocal marketing is poised to remain a key pillar of global
tourism development —revealing hidden gems and fostering enduring connections between
visitors and destinations.

References

1. Al-Kwifi, O. S., & Ahmed, Z. U. (2022). Digital marketing in tourism: A review of
practices in the USA and Africa. International Journal of Applied Research in Social
Sciences, 6(3), 393-408. https:/ / doi.org/10.51594/ijarss.v6i3.896

2. Amaro, S., & Duarte, P. (2017). Tourism marketing: A review of the literature. Annals of
Tourism Research, 64, 1-19. https:/ /doi.org/10.1016/j.annals.2017.02.001

3. Baggio, R., & Del Chiappa, G. (2012). Tourism destinations as digital business ecosystems.
In Proceedings of the ENTER 2012 Conference. https://doi.org/
10.5281/zenodo.11265

4. Bigne, E., Mattila, A.S., & Andreu, L. (2018). The influence of information sources on the
perceived risk and trust in online tourism services. Tourism Management, 69, 1-10.
https://doi.org/10.1016/j.tourman.2018.04.006

5. Brodie, R. J.,, Hollebeek, L. D., Juri¢, B., & Ili¢, A. (2011). Customer engagement:
Conceptual domain, fundamental propositions, and implications for research. Journal of
Service Research, 14(3), 252-271. https:/ /doi.org/10.1177/1094670511411703

6. Buhalis, D., & Law, R. (2008). Progress in information technology and tourism
management: 20 years on and 10 years after the Internet — the state of eTourism research.
Tourism Management, 29(4), 609-623. https:/ /doi.org/10.1016/
j-tourman.2008.01.005

7. Campbell, C., & Munt, 1. (2011). Digital media and tourism: From the global to the local.
InS. L.J. M. S. (Ed.), Tourism and the media (pp. 137-152). Routledge.

72



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

The Innovation Blueprint: Creating Business Ideas that Transform Markets

Christov, M., & Kirova, M. (2020). Digital marketing strategies in tourism: A systematic
review. Journal of Tourism & Hospitality, 9(4), 1-10. https:/ /doi.org/10.4172/2167-
0269.1000393

Cooper, C., Fletcher, J., Fyall, A., Gilbert, D., & Wanhill, S. (2008). Tourism: Principles
and practice (4th ed.). Pearson Education.

Day, G. S. (2011). Closing the marketing capabilities gap. Journal of Marketing, 75(4),
183-195. https:/ /doi.org/10.1509/jm.75.4.183

Dieck, M. C., & Jung, T. (2018). Augmented reality in urban tourism: A framework for the
development of AR applications. In M. C. Dieck & T. Jung (Eds.), Augmented reality and
virtual reality (pp. 1-14). Springer. https:/ /doi.org/10.1007/978-3-319-64027-3_1
Hewage, T. U., & Weerawansa, S. R. S. D. K. (2024). Unveiling the hidden gems:
Transforming cities into tourist destinations through strategic branding. Sri Lanka Journal
of Economic Research, 12(1), 1-27. https:/ /doi.org/10.4038 /sljer.v12i1.217

Kim, H., & Fesenmaier, D. R. (2017). Perspectives on tourism marketing. Journal of
Travel Research, 56(6), 696-711. https:/ /doi.org/10.1177/0047287517693540

Leung, D., Law, R., Van Hoof, H., & Buhalis, D. (2013). Social media in tourism and
hospitality: A literature review. Journal of Travel & Tourism Marketing, 30(1-2), 3-22.
https:/ /doi.org/10.1080/10548408.2013.751276

Lee, S., & Cho, M. (2019). The impact of social media on tourism destination image and
behavioral intentions. Journal of Travel Research, 58(6), 1015-1029. https: //doi.org
/10.1177/0047287519872182

Metzgar, E. T., Kurpius, D. D., & Rowley, K. M. (2011). Defining hyperlocal media:
Proposing a  framework for discussion. Journalism Practice, 5(4), 442-457.
https:/ /doi.org/ 10.1080/ 17512786.2011.561118

Mohammadji, S., Darzian Azizi, A., & Hadianfar, N. (2021). Location-based services as
marketing promotional tools to provide value-added in e-tourism. International Journal of
Digital Content Management, 2(3), 1-14.
https://doi.org/10.22034/ijdcms.2021.03.003

Niziaieva, N., & Zolotov, M. (2022). Digital marketing strategies in tourism: A
comparative study. Journal of Tourism Research, 44(2), 123-135. https://
doi.org/10.1016 /j.jtrangeo.2022.103235

Pradipta, I. A., Retnaningsih, & Anggraini, R. I. (2021). Digital tourism platform for
hidden gems destination. Atlantis Press. https:/ /doi.org/10.2991/assehr.k.210803.013
Raji, R., Olodo, O., Oke, T., Addy, E., Ofodile, O., & Oyewole, P. (2024). Digital
marketing in tourism: A review of practices in the USA and Africa. International Journal
of Applied Research in Social Sciences, 6(3), 393-408.
https://doi.org/10.51594/ijarss.v6i3.896

Sakas, D. P., & Reklitis, P. (2021). Digital marketing and tourism: The role of social media
in destination marketing. Journal of Tourism Research, 43(1), 45-58. https://doi.org/
10.1016/j.jtrangeo. 2021.102123

Sigala, M., Christou, E., & Gretzel, U. (2012). Social media in travel, tourism, and
hospitality: Theory, practice and cases. Ashgate Publishing.

73


https://doi.org/
https://doi.org/

The Innovation Blueprint: Creating Business Ideas that Transform Markets

23.

24.

25.

26.

27.

28.

29.

30.

So, K. K. F., King, C., & Sparks, B. A. (2016). Customer engagement with tourism brands.
Journal of Hospitality & Tourism Research, 40(3), 246-271. https: //doi.org/
10.1177/1096348013490708

Stors, N., & Baltes, S. (2018). Constructing urban tourism space digitally: A study of
Airbnb listings in two Berlin neighborhoods. In Proceedings of the 2018 ACM Conference
on Computer Supported Cooperative Work.
https:/ /doi.org/10.1145/3172914.3176933

Streimikiene, D., & Vasilenko, A. (2021). Digital marketing in tourism: A review of
practices in the USA and Africa. International Journal of Applied Research in Social
Sciences, 6(3), 393-408. https:/ / doi.org/10.51594/ ijarss.v6i3.896

Veseli, A. (2025). The impact of digital marketing on promotion and identification of tourist
destinations in Kosovo. MDPL. https:/ /doi.org/10.3390/26735768

von der Weth, C,, Hegde, V., & Hauswirth, M. (2013). Virtual location-based services:
Merging the physical and virtual world. arXiv. https:/ /arxiv.org/abs/1310.2864

Xiong, S., & Zhang, Y. (2024). Exploring the roles of digital literacy, perceived ease of use,
and engagement in tourism loyalty. PMC. https://doi.org/10.1093 /jtm/tac008

Zhao, S., King, 1., & Lyu, M. R. (2016). A survey of point-of-interest recommendation in
location-based social networks. arXiv. https:/ /arxiv.org/abs/1607.00647

Zeng, D. (2013). Tourism marketing in the digital age. Journal of Travel Research, 52(3),
273-285. https:/ /doi.org/10.1177/0047287512475214

74



