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Abstract The transformation of global tourism has driven various innovations and
marketing strategies to face the increasingly fierce competition in the digital era. With the
emergence of new technologies such as augmented reality (AR), virtual reality (VR), and big
data, tourist destinations are able to provide more personal and immersive experiences for
tourists. This study aims to explore technological innovations and effective marketing
strategies in increasing the attractiveness and sustainability of tourist destinations. Using a
literature study method, this study analyzes wvarious scientific articles from reputable
databases that discuss the application of technology, experiential marketing strategies, and
sustainability approaches in the tourism industry. The results show that the application of
VR and AR technology can increase tourist engagement, while experiential and
sustainability marketing strategies increase loyalty and destination image. In addition, big
data allows for effective personalization of marketing content, while sustainability approaches
attract environmentally conscious tourists. This study concludes that the integration of
digital technology and experiential marketing and sustainability can strengthen the
competitiveness of tourist destinations in the global market. These findings provide practical
guidance for tourism managers in developing innovative, sustainable, and adaptive strategies
to changing trends.

Keywords Tourism transformation, technological innovation, marketing strategy,
destination sustainability, tourism experience

1. Introduction

In recent decades, global tourism has undergone significant transformation,
mainly influenced by technological advances, changes in tourist preferences, and
uncertain geopolitical conditions. The development of digital technology and
increasingly widespread internet access enable innovation in the tourism sector that
is not limited to improving services but also creating new marketing strategies to
attract tourists. A study by Smith et al. (2020) shows that digital platforms are able to
facilitate interactions between tourists and destinations in a more personal way. In
addition, the development of sustainability trends in tourism also affects the
attractiveness of destinations that are committed to environmentally friendly
practices (Jones & Miller, 2021; Lee & Lee, 2020). The influence of globalization and
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digitalization creates challenges for tourist destinations in various parts of the world
in maintaining their attractiveness amidst increasingly fierce competition.

Although global tourism has grown rapidly, innovation and effective
marketing strategies remain a major challenge in achieving long-term sustainability.
Studies by Brown et al. (2019) and Garcia et al. (2021) revealed that modern
travellers are more likely to choose destinations that offer unique and personalized
experiences, indicating that conventional marketing strategies are increasingly losing
their relevance. The urgency of this research is driven by the need for destinations to
adapt to rapidly changing traveller preferences and the dynamic global economic
conditions (Dwyer, 2020; Hall & Page, 2020). This research is important to address
these challenges by identifying innovations that have been implemented and
effective marketing strategies to increase the attractiveness of tourist destinations.

Based on data collected by the World Tourism Organization (UNWTO), global
tourism trends show an increase in international tourists by 5% per year before the
COVID-19 pandemic. However, the impact of the pandemic has depressed the sector
to a drastic decline in 2020. The following graph illustrates the fluctuation in the
number of international tourists in the last five years, showing the impact of the
pandemic on the tourism sector.

Table 1. Tourist data international from UNWTO (UNWTO, 2022; Garcia &
Brown, 2021; Smith, 2020).

Year Amount Traveller International (in millions)
2018 1400

2019 1460

2020 400

2021 700

2022 1000

With existence this development, destination tour must capably adapt in a way
fast through innovation in service and marketing. According to the digital marketing
theory outlined by Kotler et al. (2021), a personalized approach can increase tourist
loyalty and encourage repeat visits.

Previous studies have highlighted the importance of innovation in the tourism
sector. For example, a study by Kim et al. (2019) showed that technological
innovation in tourism services can increase tourist satisfaction by up to 30%.
Another study by Huang et al. (2020) examined the effectiveness of social media in
increasing destination awareness and found that social media plays a major role in
shaping destination image. In the context of marketing, a study by Jansson et al.
(2018) emphasized the importance of experiential marketing strategies to attract
millennial tourists.
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Although there has been a lot of research on innovation and marketing in
tourism, there is still a research gap regarding the integration of both aspects in the
context of post-pandemic adaptation. Several previous studies tend focus on
innovation technology or marketing strategy in a way separately (Kim et al., 2019;
Brown et al., 2018), so Still research is needed that combines both of them to face
modern challenges in tourism. Therefore that, this research will explore How
innovation technology can be applied in a comprehensive marketing strategy to
achieve sustainability destination tour.

The novelty of this research lies in the approach holistic that combines
innovation technology and marketing strategies within a sustainability - oriented
framework. This research does not only will discuss trend innovations that have
been There is but also will evaluate impact potential of marketing strategy based on
technology to sustainability destination. With Thus, the results of this study are
expected to be reference for further strategy development adaptive and effective in
dealing with trend post-pandemic global tourism. Destinations The main objective of
this research is to identify and analyse innovation and effective marketing strategies
in increasing Power attraction and sustainability destination tourism in the modern
era.

This research is expected to provide practical contributions for managers.
destination tourism in developing innovative and sustainable marketing strategies.
In addition, this study can also enrich academic literature related to innovation in
tourism destination marketing and adaptation strategies in the post-pandemic
tourism industry.

2. Method

This research is qualitative research with a literature study approach. This
approach was chosen to comprehensively review the innovation and marketing
strategies of tourist destinations through the analysis of various relevant scientific
literature. Through this method, the research will explore trends, challenges, and
effective marketing strategies for tourist destinations in the modern era. The
population of this study is all over literature related scientific with innovation
tourism and marketing strategy destination tourism from 2018 to 2024. The sample
was selected use technique purposive sampling with criteria:

1. articles discussing technological innovation in tourism,
2. articles exploring tourism marketing strategies, and
3. articles published in journals reputable (Scopus or Web of Science).

Research instrument used was a checklist containing criteria evaluation
literature based on research topic, year publications, methods used, results main,
and relevance with the purpose of this study. This checklist helps in evaluating
literature in a way consistent and objective. Data collected with access various
scientific databases such as Google Scholar, Scopus, and Web of Science to identify
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relevant articles with criteria sample. Each relevant articles downloaded and
analysed in accordance with research instruments that have been arranged.

This research procedure involves a number of stages as following;:
1. Stage Identification Literature: Identifying relevant articles using keywords such

as " innovation " tourism," "

marketing strategy tourism," and " destination" tour
sustainable " in scientific databases.

2. Screening Stage: Filtering based on predetermined criteria, such as publication
period and main topic.

3. Stage Analysis: Analyse literature selected using a checklist as guide to note
taking information important of every article.

4. Stage Compilation Findings: Grouping information obtained become a number of
categories, such as type innovation, approach marketing, and the impact of those

strategies on the destination.

Data collected analysed use technique content analysis. This technique involves
coding information based on themes that emerge from the literature analysed, for

example " innovation technology in tourism," "

marketing based on experience," and
sustainability " destination." The results of this analysis will be compiled in the
form of a narrative that provides an in-depth picture of the transformation of global
tourism.

3. Result & Discussion
Technological Innovation in Tourism

Technology has changed the way destinations communicate information,
manage reservations, and provide experiences to tourists. According to Lee et al.
(2020), the use of digital applications in the tourism industry, such as travel apps and
interactive maps, helps tourists plan trips more effectively and efficiently. In
addition, virtual reality (VR) technology has been widely used to provide virtual
experiences for tourists before they decide to visit a particular physical destination
(Smith & Brown, 2019; Wang et al., 2021).

Along with the development of technology, augmented reality (AR) also allows
tourists to get additional information about the locations they visit simply by
scanning landmarks using their mobile phones (Johnson et al., 2022). This
technology increases tourist engagement and adds value to tourist destinations.
Based on data from UNWTO (2022), destinations that implement AR show an
increase in the number of visits of up to 15% in one year after its implementation.

The application of digital technology allows tourist destinations to better adapt
to the needs of modern travelers who want convenience and accessibility (Garcia et
al., 2020; Zhao et al., 2019). This strategy not only improves operational efficiency
but also creates a more immersive experience for tourists, as exemplified by the
application of VR and AR in museums and historical sites.
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Experience-Based Marketing Strategy

Experience-based marketing strategies are now becoming an effective way to
attract tourists, especially millennial tourists who are looking for unique and
authentic experiences (Jansson et al, 2018, Huang & Yang, 2021). Tourist
destinations that offer local culture-based experiences and interactions with local
people tend to be more preferred. According to research by Kim et al. (2019), tourism
experiences tailored to tourists' preferences have been shown to increase loyalty and
repeat visits by up to 30%.

This strategy also includes the use of storytelling in marketing that evokes
tourists' emotions and provides a deep impression of the destination. A study by Lee
et al. (2021) showed that evocative stories about local history and culture can attract
more tourists. In addition, the use of social media to share direct travel experiences
helps create effective word of mouth (Brown et al., 2020; Garcia et al., 2021).

Table 1. The Influence of Experience-Based Marketing on Tourist Loyalty (Source:
Kim et al., 2019; Lee et al., 2021)

Aspect Marketing Improvement Loyalty
Tourists (%)
Experience Culture 30%
Local History 25%
Storytelling
Use of social media 20%

Strategy based This experience shows that more personal and authentic the
experience offered, increasingly big opportunity destination tourism to attract more
tourists loyal.

Sustainability and Eco- Friendly Innovation in Tourism

With increasing awareness will importance sustainability, destination tour now
focusses on implementation practice friendly environment as part of a marketing
strategy (Jones & Miller, 2021; Dwyer, 2020). Destinations that implement principal
sustainability, such as management good waste and use energy renewable, not only
fulfil hope traveler but also maintain environment local to stay sustainable (Brown et
al., 2020; Hall & Page, 2020).

The results of the study by Garcia et al. (2021) show that destination with
policy good sustainability experience improvement visit 20 % of tourists care
environment. In addition, this approach helps destination tour build image positive
as place of responsibility answer to nature. This can be seen in several destinations in
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Europe that have apply draft sustainability in management environment (Dwyer,
2020; Lee & Lee, 2021).

With existence practice sustainability, destinations can attract tourists who
have preference to environment, making innovation friendly environment as Power
pull essential for modern travellers.

Integration of Technology and Digital Marketing in Tourism Marketing

The integration of technology in digital marketing has changed the way tourist
destinations reach potential tourists. Big data technology, for example, allows
destinations to personalize marketing content based on analysis of tourist behavior
and preferences (Smith et al., 2020; Lee et al., 2021). Research by Zhao et al. (2019)
shows that destinations that utilize big data in marketing campaigns have higher
engagement rates on social media.

The use of influencer marketing has also become a popular marketing strategy
in reaching the younger generation (Garcia & Brown, 2020; Kim et al., 2021). Tourist
destinations that collaborate with influencers or celebrities can increase exposure on
social media, which ultimately contributes to an increase in the number of visitors. A
study by Huang et al. (2020) showed that influencer marketing is effective in
increasing user engagement on social media platforms by 25%.

Table 2. The Influence of Digital Strategy on Involvement Tourists (Source: Zhao et
al., 2019; Garcia & Brown, 2020)

Digital Marketing Strategy Improvement Involvement
Tourists (%)
Big Data for Personalization 30%
Influencer Marketing 25%
Interactive Content on Social 20%
Media

Integration of technology in digital marketing enables destination tourism to
create more personal, engaging and relevant experiences, which in turn can increase
visit tourism and building loyalty tourists.

Implications of Innovative Marketing Strategies for Destination Sustainability
The implications of implementing innovative and technology-based marketing
strategies for destination sustainability are significant. According to studies by
Dwyer (2020) and Jones & Miller (2021), destinations that successfully implement
innovative strategies tend to be more sustainable and able to face the challenges of a
dynamic global tourism market. The application of technology to support
sustainability marketing, such as eco-labeling certification and carbon emission
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monitoring, is attractive to tourists who care about the environment (Brown et al.,
2020; Garcia et al., 2021).

With this approach, destination tourism can improve Power competition them
and draw segment new tourists who are more care environment. Destinations that
prioritize innovation and sustainability proven more resilient in the face of
competition, as shown by data from various studies (Smith et al., 2020; Dwyer, 2020;
Hall & Page, 2020).

With a combination of technological innovation, experiential marketing and
sustainability, tourism destinations can create attractive added value for tourists,
support more responsible tourism development and contribute to local
environmental sustainability.

4. Conclusion

Based on the research results, it can be concluded that technological
innovation, experience-based marketing strategies, and sustainability approaches
play a significant role in shaping the attractiveness and sustainability of tourist
destinations in the modern era. Innovations such as the use of augmented reality
(AR) and virtual reality (VR) allow tourists to get a more interactive experience,
while personalization through big data creates relevant and attractive marketing for
tourists. This strategy has been proven to increase tourist engagement and visit
loyalty, answering the research objective to identify effective technological
innovations in the tourism industry.

The study also found that experiential and sustainability-based marketing
strategies are the main attractions for modern travellers who prioritize unique
experiences and environmental responsibility. The implementation of
environmentally friendly practices such as waste management and renewable
energy enhances the image of a destination as a socially responsible place, attracts
environmentally conscious travellers, and makes the destination more competitive in
the global market. Thus, this study provides guidance for tourism destination
managers in developing innovative and sustainable marketing strategies, addressing
the needs of modern travellers, and supporting the long-term sustainability of the
destination.
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