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ABSTRACT

This research introduces a multi-pronged strategy to mitigate overtourism through innovative marketing
approaches. It emphasizes the use of geo-targeted micro-campaigns to promote lesser-visited attractions
within popular destinations, creating spatial diversification. Furthermore, time-sensitive pricing models
encourage off-season travel by offering dynamic incentives tailored to traveler profiles. The study also
explores the application of behavioral nudging techniques, such as eco-badging and gamification, to
foster responsible tourism practices. By integrating these strategies with localized storytelling and im-
mersive digital content, the research provides a roadmap for sustainable destination management that
enhances visitor experiences while alleviating pressures on overburdened sites.
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1. INTRODUCTION

Tourism has long been celebrated as one of the most dynamic sectors of the global economy, foster-
ing cultural exchange, driving economic growth, and promoting the appreciation of natural and cultural
heritage. However, the rapid expansion of the tourism industry in recent decades has not come without
its challenges. As international travel becomes increasingly accessible, destinations around the world
are grappling with a growing phenomenon known as overtourism. This term encapsulates the complex
set of issues that arise when visitor numbers exceed the carrying capacity of a destination, leading to
overcrowding, environmental degradation, and significant disruptions to local communities and econo-
mies. Overtourism is not a phenomenon confined to a handful of destinations; rather, it has become a
pervasive challenge for popular tourist hotspots across continents (Adams, K. M., & Sanchez, P. M.
2020). From Venice and Barcelona in Europe to Machu Picchu in South America and Bali in Asia, the
detrimental effects of overtourism are evident. Local residents often express frustration at the disruption
of daily life, with congested streets, rising living costs, and the erosion of cultural authenticity. Simul-
taneously, the environmental toll is significant, with fragile ecosystems being damaged by excessive
footfall, waste generation, and unsustainable practices. Beyond these tangible impacts, overtourism also
risks diminishing the very quality of the tourist experience, as overcrowded attractions lose their charm
and appeal. Addressing overtourism requires a fundamental shift in how tourism is managed and mar-
keted. For decades, tourism marketing has primarily focused on attracting as many visitors as possible
to destinations, with success often measured in terms of visitor numbers. However, this approach is
increasingly at odds with the principles of sustainability, which emphasize the need to balance the eco-
nomic benefits of tourism with its social and environmental impacts. As overtourism continues to strain
the resources and appeal of popular destinations, it has become imperative to adopt innovative strategies
that manage tourist flows, distribute demand more evenly, and promote responsible tourism practices.
The role of marketing in mitigating overtourism is multifaceted and transformative. Marketing not only
shapes how destinations are perceived but also influences the behavior and choices of travellers (Benner,
M. 2020). By strategically redefining the narratives and incentives that drive tourist behavior, marketing
can be a powerful tool to mitigate the pressures of overtourism while enhancing the sustainability of the
destinations it promotes. The essence of this shift lies in moving away from the traditional emphasis on
volume-based growth toward a more nuanced, quality-focused approach. This entails crafting campaigns
that highlight underutilized attractions, encourage off-season travel, and foster a deeper understanding
of local cultures and ecosystems. A cornerstone of this approach is the use of geo-targeted micro-
campaigns, which leverage location-based technology to redirect tourist flows spatially. These campaigns
aim to alleviate the pressure on overcrowded hotspots by promoting nearby or lesser-known attractions
that offer equally compelling experiences. For instance, in a city overwhelmed by visitors to its central
landmarks, geo-targeted marketing can direct tourists to peripheral neighborhoods, where unique cul-
tural or historical sites might await discovery. By dispersing visitors more evenly across a destination,
these campaigns not only reduce congestion but also create new opportunities for local businesses and
communities outside the traditional tourist zones. The effectiveness of geo-targeted strategies is ampli-
fied by advancements in technology, such as GPS-enabled devices and social media analytics, which
allow marketers to deliver tailored messages in real time based on a traveler’s location and preferences
(Benner, M. 2020). In addition to spatial redistribution, temporal redistribution is another critical di-
mension of sustainable tourism marketing. Time-sensitive pricing models are an innovative tool for
managing peak demand and encouraging off-season travel. These models capitalize on the principle of
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