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ABSTRACT

In recent years, the development of new technologies and, in particular, the internet
has encouraged industries such as the tourism to adapt their business models to the
new forms of marketing in the 2 1st century. Therefore, the objective of this research
is to carry out a systematic literature review (SLR) on the main published research
studies in the field of digital tourism business (DTB) with the aim of defining what
are the essential digital marketing strategies and their trends for the years coming.
The results of the research identify techniques such as SEO, SEM, ASO, Sentiment
analysis, textual analysis, based-location social media networks, remarketing and
programmatic advertising, social ads influencers marketing, and eWOM (internet
word of mouth) as the main digital marketing techniques for digital tourism business.
Likewise, the main trends for the tourism digital sector have been identified. The
results of this research study can be used by practitioners to improve their digital
marketing strategies within the digital tourism ecosystem.
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The Digital Tourism Business
INTRODUCTION

In recent years, the development of new technologies and, in particular, the Internet,
has encouraged industries such as tourism to adapt their business models to the
21* century and to the new forms of marketing (Bennett et al., 2017). With the
development of these new technologies, marketing has evolved towards a digital
ecosystem in which products and services can be obtained 24 hours a day, 7 days a
week, around the world (Sutherland et al., 2018).

Traditional marketing has evolved to consolidate certain digital marketing
strategies that are operating with very high percentages of returns and that are driven
by the time users spend using their mobile phones and computers (Palos-Sanchez
et al., 2019).

This evolution of new technologies has caused users to change their behavior and
habits spending more time connected to the Internet (Yousaf & Xiucheng, 2018).
This fact represents an opportunity for companies and industries that can operate
in these digital ecosystems, since different research indicates that users invest an
average of 6 hours a day in front of digital screens (Fang et al., 2016)

In this sense, we must point out that certain industries such as the tourism industry
have also joined this trend and have opted for business models based on the digital
environment, which has led to an authentic revolution in the sector. This revolution
has caused companies to focus their main marketing strategies on what is known as
Digital Tourism Business (DTB). Basically, the DTB is defined as the businesses that
are related to tourism and that their main sales channel is the Internet, and also, the
strategies to boost their business models are based on digital marketing techniques
(Hojeghan & Esfangareh, 2011).

The industry in which this research study is focused is the one related to tourism, a
sector thatis increasingly global and in which more tourists increase their investment.
The tourism industry relies on sales through the Internet in terms of business such
as the sale of airline tickets, or personalized travel packages, as well as last minute
offers and low-cost travel organization (Nezakati et al., 2015; Palos-Sanchez &
Saura, 2018).

The ease offered by the Internet to show information related to tourism has
made many companies to choose digital marketing as the main digital marketing
development strategy to achieve sales through the Internet (Sutherland et al., 2018).

Therefore, the objective of this research is to develop a Systematic Review of
Literature (SRL) on the main published research in the field of DTB in order to
define what are the essential strategies of digital marketing that should be develop
the companies with tourist purposes that perform on the Internet (Li et al., 2018).
This fact is important due mainly to the importance that the companies that perform
on the Internet within the tourism sector develop their business models based on



20 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/the-digital-tourism-business/234569

Related Content

Hotel Guests' Perceptions of Green Technology Applications, and Practices
in the Hotel Industry

Faranak Memarzadehand Sulekha Anand (2020). International Journal of Tourism
and Hospitality Management in the Digital Age (pp. 1-9).
www.irma-international.org/article/hotel-guests-perceptions-of-green-technology-applications-

and-practices-in-the-hotel-industry/240701

Critical Reflections on Pro-Poor Tourism and Local Communities’
Participation at Grass-Roots Level: The Case of Chimanimani District,
Zimbabwe

Zibanai Zhou (2020). Global Opportunities and Challenges for Rural and Mountain
Tourism (pp. 228-244).
www.irma-international.org/chapter/critical-reflections-on-pro-poor-tourism-and-local-

communities-participation-at-grass-roots-level/247776

Investigations Into Slum Tourism: Exploring a Case Study
Donatella Privitera (2018). International Journal of Tourism and Hospitality
Management in the Digital Age (pp. 17-36).
www.irma-international.org/article/investigations-into-slum-tourism/210466

Lethal Virality of Otherness: COVID-19, Tourism, and Travel

Philippe Joron (2022). Handbook of Research on Urban Tourism, Viral Society, and
the Impact of the COVID-19 Pandemic (pp. 50-64).
www.irma-international.org/chapter/lethal-virality-of-otherness/311961

Electronic Word of Mouth Effects on Middle East Destination Overall Image
and Behavioral Intention: An Empirical Study in Jordan

Ashraf Mohammad Alfandiand Valeri Marco (2022). New Governance and
Management in Touristic Destinations (pp. 134-151).
www.irma-international.org/chapter/electronic-word-of-mouth-effects-on-middle-east-destination-

overall-image-and-behavioral-intention/294316



http://www.igi-global.com/chapter/the-digital-tourism-business/234569
http://www.igi-global.com/chapter/the-digital-tourism-business/234569
http://www.irma-international.org/article/hotel-guests-perceptions-of-green-technology-applications-and-practices-in-the-hotel-industry/240701
http://www.irma-international.org/article/hotel-guests-perceptions-of-green-technology-applications-and-practices-in-the-hotel-industry/240701
http://www.irma-international.org/chapter/critical-reflections-on-pro-poor-tourism-and-local-communities-participation-at-grass-roots-level/247776
http://www.irma-international.org/chapter/critical-reflections-on-pro-poor-tourism-and-local-communities-participation-at-grass-roots-level/247776
http://www.irma-international.org/article/investigations-into-slum-tourism/210466
http://www.irma-international.org/chapter/lethal-virality-of-otherness/311961
http://www.irma-international.org/chapter/electronic-word-of-mouth-effects-on-middle-east-destination-overall-image-and-behavioral-intention/294316
http://www.irma-international.org/chapter/electronic-word-of-mouth-effects-on-middle-east-destination-overall-image-and-behavioral-intention/294316

