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ABSTRACT

Introduction: the relevance of the research topic is the need to adapt tourism enterprises to rapid changes
in the advertising industry under the influence of digital technologies. In the context of the development
of the modern advertising market, there is an active implementation of digital strategies, which allows to
engage the audience more effectively and take into account changes in its behaviour.

Objective: the study aims to analyse contemporary advertising strategies in tourism, focusing on their
impact on consumer behaviour and the promotion of tourism activities.

Method: the research methods included generalisation, synthesis, comparative analysis of the types of
advertising strategies and statistical processing of quantitative data. A stratified sample of representatives
of the tourism industry was used. Secondary data from consumers of different age groups were analysed.
Statistics on modelling consumer behaviour were used to analyse the data. The article identifies effective
advertising strategies in the digital environment.

Results: the modern advertising approaches in tourism have been analysed: content marketing, targeted
advertising on social platforms, contextual advertising, and personalised offers. The study results showed
that companies invest 2 times more in personalised advertising and targeting. In 2023-2024, native advertising
strategies and an individual approach will prevail, and it is predicted that media tools on social networks will
become widespread in the coming years. Social platforms and personalised advertising have become critical
factors in attracting new customers.

Conclusions: prospects for further research include a detailed analysis of the impact of automation on
advertising campaigns.

Keywords: Advertising Strategy; Tourism Industry; Consumer Behaviour; Digital Technologies; Tourism
Market; Social Media; Advertising Personalisation; Marketing Campaigns.
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RESUMEN

Introduccion: la relevancia del tema de investigacion radica en la necesidad de adaptar las empresas turisticas
a los rapidos cambios que se producen en la industria publicitaria bajo la influencia de las tecnologias digitales.
En el contexto del desarrollo del mercado publicitario moderno, se esta produciendo una aplicacion activa de
estrategias digitales, lo que permite captar a la audiencia de forma mas eficaz y tener en cuenta los cambios
en su comportamiento.

Objetivo: el objetivo del estudio es analizar las estrategias publicitarias modernas en el turismo, los aspectos
de su impacto en el comportamiento de los consumidores y la promocion de las actividades turisticas.
Método: los métodos de investigacion incluyeron la generalizacion, la sintesis, el analisis comparativo de los
tipos de estrategias publicitarias y el tratamiento estadistico de datos cuantitativos. Se utilizd una muestra
estratificada de representantes del sector turistico. Se analizaron datos secundarios de consumidores de
diferentes grupos de edad. Para analizar los datos se utilizaron estadisticas de modelizacion del comportamiento
del consumidor. El articulo identifica estrategias publicitarias eficaces en el entorno digital.

Resultados: se analizan los modernos enfoques publicitarios en turismo: marketing de contenidos, publicidad
dirigida en plataformas sociales, publicidad contextual y ofertas personalizadas. Los resultados del estudio
mostraron que las empresas invierten 2 veces mas en publicidad y segmentacion personalizadas. En 2023-
2024, prevaleceran las estrategias de publicidad nativa y un enfoque individualizado, y se prevé que las
herramientas mediaticas en las redes sociales se generalicen en los proximos anos. Las plataformas sociales y
la publicidad personalizada se han convertido en factores criticos para atraer nuevos clientes.
Conclusiones: las perspectivas para futuras investigaciones incluyen un analisis detallado del impacto de la
automatizacion en las campanas publicitarias.

Palabras clave: Estrategia Publicitaria; Industria Turistica; Comportamiento del Consumidor; Tecnologias
Digitales; Mercado Turistico; Redes Sociales; Personalizacion de la Publicidad; Campanas de Marketing.

INTRODUCTION

Advertising strategies closely interact with consumer behaviour, shaping unique approaches to building
marketing campaigns. Consumers today make purchasing decisions due to various factors, from social and
cultural to personal and emotional. Advertising can increase communication effectiveness between a brand
and a customer and tailor an advertising message to the target audience’s needs. For example, consumers
inclined to make emotional choices respond better to advertising strategies focused on creating an emotional
connection with a brand. On the contrary, rational buyers look for detailed information about the product.™

The specifics of advertising vary considerably depending on regional and cultural differences among consumers.
In Western countries, advertising campaigns are usually focused on individualism and the uniqueness of the
individual. Eastern cultures, such as China or Japan, emphasise collective values and social relationships. In the
Middle East, advertising often emphasises traditional family values. In South Africa and Nigeria, advertising that
considers national identity and the influence of ethnic groups is effective. In Europe, advertising also varies: in
Germany, the emphasis is on precision and quality; in France, more attention is paid to aesthetics and cultural
associations.® The differences between regions allow advertising strategies to be adapted to the mentality of
the consumers of advertising campaigns.

Digital technologies have become a revolutionary factor in the advertising industry. Using big data algorithms
allows advertisers to target their messages more precisely, reducing costs and increasing the effectiveness of
their campaigns. Social media is opening up new opportunities for interactive video and visual content across
the most popular platforms: Facebook, Instagram and TikTok.® They have the most significant impact on the
youth audience. Use of analytics platforms: Google Analytics and Meta Ads Manager help advertisers track user
behaviour in real time and instantly adjust advertising strategies.® As a result, it increases the flexibility and
adaptability of advertising campaigns in the modern digital environment.

An analysis of modern advertising strategies in tourism shows that a significant shift in the emphasis of
advertising campaigns to digital platforms and personalisation of advertising has marked recent decades.
Yang) notes that traditional advertising tools have lost their effectiveness due to the development of new
“artificial intelligence” technologies. Cheng® shows how modern consumers prefer personalised approaches
through Instagram and TikTok platforms. This is also confirmed in the theses of Chaiboonsri®, which point to
direct interaction with the audience through visual content. According to Purnama Harahap*, brands should be
more active on social platforms and apply innovative approaches to communicating with potential customers.
Research by Azevedo® highlights regional and cultural differences in the perception of advertising. For example,
the study by Fook® proves that advertising campaigns based on cultural values are much more effective in
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the Middle East, where advertising should emphasise family values and traditions. The study by Calderén
Fajardo® concludes that in European countries, consumers are more focused on the quality and accuracy
of the information advertised. That is why advertising strategies in these regions focus on the principles of
information.

The impact of digital technologies on advertising strategies is discussed in the scientific literature. Kalipc1®
notes that the introduction of automation of advertising processes can significantly increase the effectiveness of
advertising campaigns through precise targeting and the use of large amounts of data. The study by Williams®
analyses the use of algorithms to assess consumer behaviour, the results of which help advertisers better
understand the needs of the target audience. Banerjee’s'” case study is about platforms, such as Google
Analytics and Facebook Ads Manager, which allow advertisers to adjust their campaigns in real-time. The
researcher notes that this increases the flexibility and adaptability of advertising strategies in the modern
digital environment.

Scientific developments emphasise the importance of integrating new technologies into tourism advertising.
Researchers Farokhi and Namamian" point to the need for augmented reality to increase consumer interaction
with travel brands. Using innovative solutions in advertising allows brands to provide interactive experiences
for potential customers. According to Xue'?, tourists no longer just perceive information passively - they can
interact with brands through augmented reality functions integrated into mobile applications. As the author
Chu™ notes, this can significantly increase the effectiveness of advertising campaigns.

In addition to technological aspects, consumer behaviour in different age groups also affects the effectiveness
of advertising strategies. Weidmann“ focuses on Generation Z, the most active user of TikTok and Instagram.
Baieva™ points out that long-term relationships with brands and reliability of information are essential for
Generation X, so the promotion strategy, in this case, should focus on trust and sustainability of offers.

Scientists Mathew, Soliman® believe that advertising strategies based on analytical data are becoming
more popular due to the accuracy of the calculation. This view is also shared by Keaney!”, who notes that using
big data analytics allows for a better understanding of consumer behaviour and creating more personalised
advertising messages. In his work, Bayev!"® emphasises the automation of processes in digital advertising, which
increases targeting accuracy. This is confirmed by the article by Volgger"), which reveals the use of analytical
tools to adjust the campaign in real-time with minimal resources.

Thus, the literature review allows us to conclude that modern advertising strategies in tourism are radically
changing. Digital technologies are radically changing the principles of organising advertising campaigns and the
dynamics of their implementation. Personalisation of advertising, integration of technologies, and adaptation
to cultural peculiarities are critical factors of successful advertising campaigns, which require additional
research.

The article aims to study modern advertising strategies’ impact on consumer behaviour. The main task is
to outline the development of tourism activities with mass digitalisation and individualisation of marketing
approaches. The study aims to identify the main tools that effectively attract tourists through social platforms
and online advertising. The article includes an analysis of regional differences in the perception of advertising
campaigns, an assessment of the effectiveness of various digital advertising formats, and the introduction of
the latest technologies, such as augmented reality and social media tools. An important task is also to develop
recommendations for optimising advertising strategies in the tourism sector, which will help to increase the
effectiveness of marketing campaigns in the face of rapid changes in the market.

METHOD

The study used a combined approach to examine the impact of advertising strategies on the tourism sector,
considering different economic conditions of technological progress. The research procedure included two main
stages: data collection and data analysis.

For the first one, we used secondary data sources. They were obtained through surveys conducted among
tourism marketing experts and representatives of advertising agencies.

This study is descriptive and involves the use of survey methods, case studies, and analysis of secondary
data.

The sample was selected in a single variant using a random method, with a total of 200 respondents. This
sample size was deemed justified in light of practical realities that need to be considered while ensuring
sufficient power. The sample was compiled randomly to enhance the applicability of the study to the population
under real-world conditions. The general population (sampling base) is represented by consumers within the
tourism sector.

The sample consisted of 200 consumers of different age groups to study their perception of modern
advertising campaigns in the tourism sector. The sample was formed using a stratified random method based on
Qrcode-analysis data for the study. This allowed us to target consumer groups with different travel experiences.

We analysed reports from Statista, WorldTravel, the World Bank, and several other qualified sources,
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including a sample of experts, hotel management, travel agencies, and consumers of different generations. A
holistic approach allowed us to consider the behavioural and socio-economic differences between these groups.

The data analysis was conducted using mixed methods: quantitative and qualitative methods of statistical
survey analysis.

For data processing, methods based on the Bayesian network principles elements were combined with a
deductive method to model consumer behaviour and predict the effectiveness of various advertising campaigns.
The proposed methodology allows for a more accurate consideration of the variables that influence the success
of advertising strategies, including context, advertising content and user behavioural priorities. The article
uses content analysis based on semiotic processing of secondary data. This was done to identify trends in the
perception of advertising on the social platforms Instagram and TikTok.

RESULTS

An advertising strategy is a comprehensive process of planning and implementing actions to achieve
marketing goals through advertising channels. The main concepts of strategy formation are the following
elements: “defining the target audience”, “selecting advertising channels”, and “developing key messages”.
Given the technological advances, advertising strategies have changed significantly: new digital tools such as
artificial intelligence, Big Data, and marketing automation have emerged. They have made it possible to create
personalised advertising campaigns tailored to the needs of each audience segment. Modern technologies allow
companies to use analytical platforms to accurately predict campaign performance and optimise advertising
costs.

The development of the tourism market had relatively stable development dynamics, which contributed to
the improvement of the approval of traditional means of advertising. Until 2019-2020, the most popular means of
advertising strategies were promotion methods through existing advertising agencies and travel intermediaries.
However, in the following years, catastrophic events occurred that radically changed the tourism market and
the formation of an advertising strategy as an acceptable concept.

The COVID-19 pandemic, together with terrorist attacks and large-scale military conflicts - Ukraine and
Israel - have had a significant impact on the stability of the travel market. The impact of the pandemic has been
catastrophic for the industry, causing multi-year fluctuations in demand for travel services, from a sharp drop
to a gradual recovery. Armed conflicts and terrorist threats have further exacerbated security issues, which
have become a critical factor in choosing tourist destinations. Today’s tourists pay primary attention to the
level of security in the country and the region - any unstable areas cause a sharp decline in demand for tourism
in these areas. Tourism operators are forced to adapt to the new realities by creating programmes with a higher
level of security and maintaining online communication with tourists. Nevertheless, the overall state of the
global tourism market is showing positive changes, as shown in figure 1.
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Figure 1. Tourism market dynamics on a global scale, billion dollars
Source: Compiled from®@
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Despite global crises, the travel market is showing steady growth, which opens up opportunities for developing
the advertising industry through modern technologies. According to?", the number of trips and the use of
various travel services continues to grow. In 2020, when the impact of the pandemic was most pronounced, the
cruise and hotel industries experienced a significant decline: cruise company revenues fell from 35,31 billion
in 2019 to 8,08 billion, while the hotel segment fell from 369,8 billion to 143,9 billion. However, in 2023, the
market began to recover: revenues in the cruise segment increased to 39,19 billion, and hotels almost returned
to their pre-war level of 411 billion.

The growth dynamics lay the foundation for revitalising the modern technology-oriented advertising market.
Growth is driven by trends in the use of strategies such as mass digitalisation and their implementation in social
networks. Table 1 shows types of advertising strategies.

Table 1. Modern Types of Advertising Strategies in the Digital Age, as of 2024

Type of advertising Contents Objective
strategy
Mass advertising strategy Use of traditional media (TV, radio, Attracting the broadest possible

Targeted advertising
strategy
Guerrilla advertising
strategy
Influencing strategy

through influencers

SEO advertising strategy

PPC advertising strategy

Email marketing strategy

Retargeting strategy

Native
strategy

advertising

print media) to reach a broad audience.

Advertising that targets a specific
group of consumers, considering their
interests and behaviour.

Use of unconventional or shocking
methods to attract attention for
minimal money.

Collaboration with celebrities or
bloggers to advertise a product or
service.

Website optimisation to improve its
position in search engines (Google,
Bing).
Paid advertising on search platforms
or social networks on a pay-per-click
basis.

Sending newsletters or promotional
emails to the target audience via
email.
Showing ads to users who have already
visited the site or interacted with the
brand.

Embedding advertising in content on
platforms (articles, videos) so that it

audience to increase brand awareness.

Attracting a narrow audience that is
most interested in the product.

Creating a viral effect and increasing
interest in the brand.

Increase brand awareness among the
influencer’s audience.

Driving organic traffic and increasing
the number of visitors.

Quickly attracts traffic to the site,
with effectiveness measured by the
number of clicks.

Maintaining customer loyalty and
encouraging repeat purchases.

Return of potential customers who did
not complete the purchase.

Unobtrusive attraction of customers’
attention to a product or service.

does not look like advertising.

Use of social media platforms

(Facebook, Instagram, TikTok) to

promote the brand.

Cross-promotion strategy A collaboration between two or more
brands for mutual advertising support.

Social media strategy Attracting a young audience, increasing

awareness through interaction.

Expanding the audience by joining
forces with partner brands.

A common digitalisation trend unites most current advertising strategies, as each approach is increasingly
integrated into digital platforms and tools in the modern world. Whether it is mass advertising, influencer
marketing, or SEO, digital channels are becoming critical for communicating with the audience. With the
advancement of technology, brands are actively using analytics, algorithms, and automation to target better
and measure performance.

The digitalisation of the advertising market is accelerating, with social platforms such as Facebook,
Instagram, TikTok and YouTube becoming the primary channels for advertising campaigns. Traditional advertising
has changed as social networks have opened access to a vast amount of user data: advertisers can now build
individual consumer profiles, allowing them to target their advertising messages more precisely. On the TikTok
platform, brands use interactive “challenges” and video product reviews that collect millions of views in hours.
Advertisers can customise ads based on interests, behavioural patterns, and even search history on Facebook.
This increases the likelihood of reaching the target audience. Influencers have also become an essential tool:
social platforms provide an opportunity to attract many influencers who can change a potential buyer’s opinion
with a short video or post. An advertising strategy generally has two components: the target audience and the
communication tool, as shown in table 2.
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Table 2. Generational Impact on Tourism Advertising and Marketing

Generations Age range Key trends Advertising strategy

Baby boomers 1946-1964 25 % choose hotels with quality mattresses; Promoting comfort and prolonged
holidays lasting more than a week rest

Generation X 1965-1980 76 % travel the same way as before; 78 % Providing stress-reducing offers and
want to be taken care of when travelling services

Millennials 1981-1996 65 % save for travel, 42 % travel Targeted advertising of cultural
independently, 33 % seek cultural events and offers for independent
experiences travellers

Generation Z 1997-2012 74 % book online, 36 % choose destinations Use of social media and digital
based on social media platforms to engage the audience

Source: compiled by the author based on data from@

Each generation has unique behavioural characteristics, affecting advertising strategies in the tourism
industry. For example, baby boomers (1946-1964) seek comfort and long holidays: 25 % choose hotels with high-
quality mattresses, and most prefer trips lasting more than a week. Accordingly, advertising campaigns for this
group focus on comfort and amenities, which makes this segment attractive to operators offering long tours.
Generation X (1965-1980) is looking for care and stress reduction when travelling - their advertising priorities
include discounted offers for relaxation services. Millennials (1981-1996) have a different travel approach:
65 % save money, 42 % travel independently, and 33 % seek cultural experiences. Advertising strategies for this
generation focus on affordable travel options and cultural events. Generation Z (1997-2012) chooses destinations
through social media, with 74 % booking online: this generation has become the leading consumer of digital
advertising campaigns that integrate social platforms such as Telegram, What’s Up, Instagram and TikTok.

In recent years, the major advertising platforms - Instagram, TikTok and Google Analytics - have significantly
updated their tools for advertisers. Instagram has introduced interactive features such as polls and augmented
reality, allowing users to interact directly with brands. TikTok has expanded opportunities for brands by launching
special advertising formats: branded “challenges”, 3D effects, and integration of purchases directly through
video. Google Analytics has introduced new tools for tracking conversions and user behaviour: automated
reports, machine learning analytics, and detailed analysis of customer journeys help advertisers better
understand the effectiveness of their campaigns. Innovations have had a significant impact on advertising
strategies. Companies can now measure campaign success more accurately, use their advertising budgets more
efficiently, and customise their messages in real-time to increase audience engagement. With this dynamic,
where the aforementioned companies are headquartered in the US and TikTok, advertising spending is on the
rise, as shown in figure 2.

Digital advertising spending, billion dollars
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Figure 2. Digital advertising spending in the United States in 2022, by industry (in billion U.S. dollars)
Source: Compiled from®@®

The United States and China are the leaders in the global advertising market due to their dominance in digital
technology and the presence of large companies. The US advertising market is the largest due to the influence
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of corporations such as Google, Facebook and Amazon. These giants have powerful advertising platforms
that provide control over advertising traffic and allow for precise targeting of consumers through massive
user databases. Google offers one of the most comprehensive tools for tracking, analysing and customising
advertising campaigns, making the US the centre of the global advertising industry. However, China is the
main competitor with platforms like Baidu, WeChat and Alibaba. China is catching up with the US regarding
technology and creating its platforms to promote services within global markets, making it a significant player
in digital advertising.

According to the latest data from the World Bank, the digital advertising market is showing rapid growth
in various sectors. Retail accounts for the largest share of expenditures - $57,2 billion, driven by the active
development of e-commerce and the need to promote goods through online platforms. CPG (consumer packaged
goods) comes in second with $36,03 billion, as this sector is constantly using digital advertising to increase
brand awareness. Financial services is also an essential player in the advertising market, spending $27,63
billion, using advertising to attract new customers and offer specialised services. The automotive industry
invests 17,01 billion in advertising and promoting new models and technologies. The telecoms and healthcare
industries spend 15,32 billion and 13,63 billion, respectively, targeting a wide range of consumers. The existing
advertising trends are described in more detail based on data from®?, with an improved proposal for influencing
marketing strategy in table 3.

Table 3. Advertising Trends in Tourism and Their Marketing Impact

Tourism advertising statistics

Impact on marketing strategies

Innovative component

Tourism to recover by 88 % by
the end of 2023 after falling in
2020

35 % of travellers use Instagram
for inspiration

Hashtag #travel on TikTok
gained 265,2 billion views by
October 2024

The use of QR codes in tourism
has increased by 210 %

48 % of people plan trips based
on user-generated content
(UGC)

70 % of hotel bookings are
made via smartphones

More than 50 % of consumers
are influenced by films and TV

Focus on campaigns that
emphasise safe and affordable
travel

Using short videos and visuals to
engage travellers

Expand your presence on TikTok
with short travel videos

Integration of QR codes to provide
tourist information and services

Involve users in content creation
for authentic feedback

Optimising mobile platforms for
easy booking

Promotion of tourist attractions
featured in popular media

Create content that reflects
positive feedback after the
pandemic

Engage bloggers and influencers
to distribute content

Using viral content to reach new
audiences

Implementation of QR codes
in  mobile applications and
advertising campaigns

Motivating users to leave feedback
through social media

Development of mobile
applications with personalised
offers

Cooperation with film studios to
create tourist routes

shows when choosing holiday
destinations

Source: compiled by the authors based on data from®@?

Approaches to advertising strategies are changing significantly as the market becomes increasingly
technologically advanced and digitally focused. Critical trends in travel advertising include a focus on the
safety and affordability of travel after the pandemic, with campaigns actively leveraging positive traveller
feedback to highlight an 88 % recovery in the market by the end of 2023. According to Qrcode’s statistics,
35 % of travellers use Instagram for inspiration; therefore, advertising focuses on visual content and short
videos, engaging influencers to spread the word. TikTok gained 265,2 billion views under the #travel hashtag
in 2024, highlighting the need for brands to be present on this platform through viral content. QR codes
in travel advertising have increased by 210 %, as integrating these codes into advertising campaigns allows
tourists to access information and services quickly. Other trends include the increase in online bookings and the
integration of user-generated content, significantly changing the structure of marketing strategies in tourism.

DISCUSSION

The results of our study confirm the effectiveness of personalised advertising strategies in the tourism
industry, which coincides with the findings of many authors. For example, Dwi Purnomo® notes that Generation
Z is an active social media user, and our results confirm that Instagram and TikTok advertising campaigns have
the most significant impact on this age group.

Chen®) argues that Generation X prefers stable and long-term brand relationships. Our results show similar
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results - strategies that emphasise reliability are effective for this group of consumers. Niziaieva® emphasises
the importance of augmented reality in increasing brand engagement, which we can agree with, as their use
increases consumer engagement.

Shahab® researches the growing use of personalisation. This is because personalised advertising messages
significantly increase conversion. While the study by Xue('? points to the dominance of big data in advertising
strategies, our results show that using Google Analytics analytical tools helps identify the target audience more
accurately.

Mustafa and Ibrahim®@® argue that artificial intelligence technologies allow for precise targeting of advertising
to consumers, and this is confirmed in our study - automated systems increase the effectiveness of advertising
campaigns. Rattanamanee®@ concludes that analysing big data helps to identify behavioural patterns, which is
confirmed by our results in travel advertising.

Faini@®® notes that automation of advertising processes helps to optimise budgets, and other authors’ data
confirm this thesis: automated systems can reduce advertising costs while maintaining high efficiency. Saienko®
points to cultural differences in the effectiveness of advertising strategies: regional characteristics significantly
impact the perception of advertising in the tourism sector.

Choi and Choi®” emphasise the importance of considering consumers’ mentality in advertising campaigns,
which is confirmed by the results of the previous researcher. Thus, our study’s results confirm scientists’
conclusions while adding new evidence on the effectiveness of modern advertising strategies in the tourism
sector.

An important finding is the confirmation that the personalisation of advertising and the use of new
technologies significantly impact consumer behaviour. Adapting advertising strategies to cultural and regional
specifics is critical to increase the effectiveness of marketing campaigns.

CONCLUSION

The analysis of current advertising strategies in tourism shows that modern consumers are increasingly
inclined to interact with interactive advertising formats. Integrating personalised strategies via social media
and digital platforms is becoming essential for attracting more customers and enhancing the effectiveness of
advertising campaigns.

Our research has demonstrated that automating advertising processes based on big data analytics can improve
targeting accuracy and reduce costs. The influence of modern tourism marketing on consumer behaviour and
the promotion of tourism activities is most effectively realised through strategies like content marketing,
targeted advertising on social platforms, contextual advertising, and personalised offers. Interactive videos
and augmented reality trends allow brands to capture their target audience’s attention and foster deeper
engagement through interactive options, such as selecting a scenario or participating in interactive polls.

Overall, our research has shown that effective tourism advertising should combine complex components,
such as the latest technologies, personalisation, and adaptation to regional peculiarities, to achieve maximum
results in attracting consumers and developing the tourism industry.

REFERENCES

1. Yang C, Hu J. Seize the Time! How Perceived Busyness Influences Tourists’ Preferences for Destination
Advertising Messages. Journal of Travel Research. [Internet] 2024 [cited: 11 October 2024];63(3):588-605.
Available in: https://doi.org/10.1177/00472875231164979

2. Cheng J. Analysis of rural tourism culture advertising content based on LSTM-CNN model. Applied
Mathematics and Nonlinear Sciences. [Internet] 2023 [cited: 14 October 2024]; Available in: https://doi.
org/10.2478/amns.2023.1.00205

3. Chaiboonsri C. The Potential Analytical Impact of Significant Sectoral Creative Economy on Thailand’s
Economy: A Case Study of the IRS-CGE Model vs. the CRS-CGE Model for Both the National and Provincial
Economies. Economies. [Internet] 2024 [cited: 15 October 2024];12(2). Available in: https://doi.org/10.3390/
economies12020044

4. Purnama Harahap E, Dwi Purnomo H, Iriani A, Sembiring I, Nurtino T. Trends in sentiment of Twitter users
towards Indonesian tourism: analysis with the k-nearest neighbour method. Computer Science and Information
Technologies. [Internet] 2024 [cited: 11 October 2024];5(1):13-22. Available in: https://doi.org/10.11591/csit.
v5i1.p13-22

5. Azevedo C, Roxo MT, Brandao A. Sustainable Tourism e-Communication Impact on Tourism Behaviour. In
Smart Innovation, Systems and Technologies. Springer Science and Business Media Deutschland GmbH. [Internet]

https://doi.org/10.56294/sctconf20251306


https://doi.org/10.1177/00472875231164979
https://doi.org/10.2478/amns.2023.1.00205
https://doi.org/10.2478/amns.2023.1.00205
https://doi.org/10.3390/economies12020044
https://doi.org/10.3390/economies12020044
https://doi.org/10.11591/csit.v5i1.p13-22
https://doi.org/10.11591/csit.v5i1.p13-22

9 Litovka-Demenina S, et al
2024 [cited: 15 October 2024];344:559-581. Available in: https://doi.org/10.1007/978-981-99-0333-7_40

6. Fook TN, Peng LM, Mun YW. Hospital brand image and trust leading towards patient satisfaction: medical
tourists’ behavioural intention in Malaysia. Healthcare in Low-Resource Settings. [Internet] 2024 [cited: 14
October 2024]1;12(1). Available in: https://doi.org/10.4081/hls.2024.12276

7. Calderon Fajardo V, Rodriguez Rodriguez I. El turismo como espejo sociocultural: estereoripos y
representaciones de género. IQual. Revista de Género e Igualdad. [Internet] 2024 [cited: 15 October 2024];7:136-
166. Available in: https://doi.org/10.6018/iqual.590801

8. Kalip¢c1 MB. Emotions or numbers in tourism advertisements? A comprehensive analysis of two neighbouring
destinations in the pre- and post-COVID-19 period. International Journal of Tourism Cities. [Internet] 2024
[cited: 14 October 2024];10(3):817-841. Available in: https://doi.org/10.1108/1JTC-08-2023-0167

9. Williams J, Hartnett N, Trinh G. Finding creative drivers of advertising effectiveness with modern data
analysis. International Journal of Market Research. [Internet] 2023 [cited: 15 October 2024];65(4):423-447.
Available in: https://doi.org/10.1177/14707853221134258

10. Banerjee S, Tyagi PK. Exploring the booming tea tourist industry and unconventional tourism through the
ritual of drinking tea in India. Journal of Ethnic Foods. [Internet] 2024 [cited: 11 October 2024];11(1). Available
in: https://doi.org/10.1186/s42779-023-00215-1

11. Farokhi S, Namamian F, Asghari Sarem A, Ghobadi Lamuki T. Explaining the visual attention model in
impulsive purchase behaviour of tourism industry customers by theme analysis method. Journal of Islamic
Marketing. [Internet] 2024 [cited: 11 October 2024];15(1):279-292. Available in: https://doi.org/10.1108/JIMA-
05-2022-0136

12. Xue N(lIris), Liu X(Stella), Wan LC, Hou Y. Relaxing or challenging? How social crowding influences the
effectiveness of activity-based destination advertising. Tourism Management. [Internet] 2024 [cited: 15 October
2024];100. Available in: https://doi.org/10.1016/j.tourman.2023.104839

13. Chu SC, Yim MY, C., Mundel J. Artificial intelligence, virtual and augmented reality, social media, online
reviews, and influencers: a review of how service businesses use promotional devices and future research
directions. International Journal of Advertising. [Internet] 2024 [cited: 15 October 2024]; Available in: https://
doi.org/10.1080/02650487.2024.2325835

14. Weidmann S. “...If we don’t scare you, you’re already dead!”: a study of imagery and language used on
fright tourism advertising. Tourism Review International. [Internet] 2023 [cited: 14 October 2024];27(1):19-33.
Available in: https://doi.org/10.3727/154427223X16717265382750

15. Baieva O, Bakhov I, Sologub Y.. Organisational Principles of International Medical Tourism Cluster
Management. Relacoes Internacionais no Mundo Atual. 2023 [cited: 11 October 2024];2(40).

16. Mathew V, Soliman M. Does digital content marketing affect tourism consumer behavior? An extension of
t echnology acceptance model. Journal of Consumer Behaviour. [Internet] 2021 [cited: 15 October 2024]; 20(1):
61-75. Available in: https://doi.org/10.1002/cb.1854

17. Keaney M. Driven to Distraction: A Veblenian Perspective on Advertising. Review of Radical
Political Economics. [Internet] 2024 [cited: 15 October 2024];56(3):435-439. Available in: https://doi.
org/10.1177/04866134241229241

18. Bayev VV, Bakhov IS, Mirzodaieva TV, Rozmetova O, Boretskaya N. Theoretical and methodological
fundamentals of the modern paradigm of quality management in the field of tourism. Journal of Environmental
Management and Tourism. [Internet] 2022 [cited: 11 October 2024];13(2):338-345. Available in: doi:10.14505/
jemt.v13.2(58).04

19. Volgger M, Taplin R. The impact of national park and UNESCO world heritage site designations on visit

intentions: evidence from a randomised experiment. Journal of Sustainable Tourism. [Internet] 2024 [cited: 15
October 2024];32(2):322-339. Available in: https://doi.org/10.1080/09669582.2022.2144870

https://doi.org/10.56294/sctconf20251306


https://doi.org/10.1007/978-981-99-0333-7_40
https://doi.org/10.4081/hls.2024.12276
https://doi.org/10.6018/iqual.590801
https://doi.org/10.1108/IJTC-08-2023-0167
https://doi.org/10.1177/14707853221134258
https://doi.org/10.1186/s42779-023-00215-1
https://doi.org/10.1108/JIMA-05-2022-0136
https://doi.org/10.1108/JIMA-05-2022-0136
https://doi.org/10.1016/j.tourman.2023.104839
https://doi.org/10.1080/02650487.2024.2325835
https://doi.org/10.1080/02650487.2024.2325835
https://doi.org/10.3727/154427223X16717265382750
https://doi.org/10.1002/cb.1854
https://doi.org/10.1177/04866134241229241
https://doi.org/10.1177/04866134241229241
https://doi.org/10.1080/09669582.2022.2144870

Salud, Ciencia y Tecnologia - Serie de Conferencias. 2025; 4:1306 10

20. Statista. Digital advertising spending in the United States in 2022, by industry. [Internet] 2022 [cited:
11 October 2024]; Available in: https://www.statista.com/statistics/301876/distribution-digital-ad-spend-by-
industry-channel-usa/.

21. Statista. Global tourism industry. [Internet] 2024 [cited: 11 October 2024]; Available in: https://www.
statista.com/topics/8273/travel-and-tourism-industry-advertising-in-the-us/#topicOverview.

22. Qrcode. 17 Travel Marketing Statistics in 2024 You Shouldn’t Miss. [Internet] 2024 [cited: 11 October
2024]; Available in: https://www.qgrcode-tiger.com/travel-marketing-statistics.

23. Chen Y(Viviane). Resonating with the consumer desires behind the screen — consumer-centric tourism
advertising and new technology applications. Journal of Business and Industrial Marketing. [Internet] 2024
[cited: 15 October 2024];39(1):99-115. Available in: https://doi.org/10.1108/JBIM-01-2023-0033

24. Niziaieva V, Liganenko M, Muntyan I, Ohiienko M, Goncharenko M, Nazarenko O. Balancing interests in
the field of tourism based on digital marketing tools. Journal of Information Technology Management. [Internet]
2022 [cited: 15 October 2024];14:59-77. Available in: https://doi.org/10.22059/jitm.2022.88875

25. Shahab H. Augmented Reality in Business: A Bibliometric Analysis and Future Research Agenda. In
Springer Proceedings in Business and Economics. Springer Nature. [Internet] 2024 [cited: 14 October 2024];29-
46. Available in: https://doi.org/10.1007/978-3-031-50559-1_3

26. Mustafa B, Ibrahim A. Graphic Design and the Role of Motion Graphics in Enriching and Promoting Tourism
Advertising. Dirasat: Human and Social Sciences. [Internet] 2023 [cited: 14 October 2024];50(2):569-581.
Available in: https://doi.org/10.35516/hum.v50i2.4962

27. Rattanamanee K. Future Perspectives on Communication Management for Promoting Tourism in
Chachoengsao Province (2024-2027). International Journal of Professional Business Review. [Internet] 2024
[cited: 11 October 2024];9(1):e04307. Available in: https://doi.org/10.26668/businessreview/2024.v9i1.4307

28. Faini M. Advertising doubt in early modern Italy: Doubt and ignorance in early modern paratexts.
Renaissance Studies. [Internet] 2024 [cited: 11 October 2024];38(1):163-180. Available in: https://doi.
org/10.1111/rest.12900

29. Saienko V, Mezentseva |, Tolchieva H, Salkova I. Efficiency of tourism operators’ and tourism agents’
activities in the market of tourist services of Ukraine. Journal of Environmental Management and Tourism.
[Internet] 2020 [cited: 15 October 2024];8(48):1960-1966. Available in: https://doi.org/10.14505/jemt.
v11.8(48).08

30. Choi M, Choi Y. Emotional or rational? Effective ESG advertising messages for travel enterprises. Journal
of Travel and Tourism Marketing. [Internet] 2024 [cited: 15 October 2024];41(1):68-87. Available in: https://
doi.org/10.1080/10548408.2023.2269968

FINANCING
The authors did not receive financing for the development of this research.

CONFLICT OF INTEREST
The authors declare that there is no conflict of interest.

AUTHORSHIP CONTRIBUTION

Conceptualization: Svitlana Litovka-Demenina, Tetiana Tsepkalo, Viktor Saichuk, Viktoriia Stamat, Nelia
Boshota.

Data curation: Tetiana Tsepkalo, Viktor Saichuk.

Formal analysis: Svitlana Litovka-Demenina, Nelia Boshota.

Research: Svitlana Litovka-Demenina, Viktoriia Stamat, Nelia Boshota.

Methodology: Svitlana Litovka-Demenina.

Project management: Viktoriia Stamat.

Resources: Tetiana Tsepkalo.

Software: Viktoriia Stamat.

https://doi.org/10.56294/sctconf20251306


https://www.statista.com/statistics/301876/distribution-digital-ad-spend-by-industry-channel-usa/
https://www.statista.com/statistics/301876/distribution-digital-ad-spend-by-industry-channel-usa/
https://www.qrcode-tiger.com/travel-marketing-statistics
https://doi.org/10.1108/JBIM-01-2023-0033
https://doi.org/10.22059/jitm.2022.88875
https://doi.org/10.1007/978-3-031-50559-1_3
https://doi.org/10.35516/hum.v50i2.4962
https://doi.org/10.26668/businessreview/2024.v9i1.4307
https://doi.org/10.1111/rest.12900
https://doi.org/10.1111/rest.12900
https://doi.org/10.14505/jemt.v11.8(48).08
https://doi.org/10.14505/jemt.v11.8(48).08
https://doi.org/10.1080/10548408.2023.2269968
https://doi.org/10.1080/10548408.2023.2269968

11  Litovka-Demenina S, et al

Supervision: Nelia Boshota.

Validation: Nelia Boshota.

Display: Viktor Saichuk.

Drafting - original draft: Viktor Saichuk.

Writing - proofreading and editing: Viktor Saichuk, Nelia Boshota.

https://doi.org/10.56294/sctconf20251306



	Marcador 1

