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Abstract  

The tourism industry's dynamic and competitive landscape necessitates innovative marketing strategies that align pricing models with 
brand identity to attract and retain travelers. This review critically examines the interplay between pricing strategies, branding, and 
consumer behavior in tourism marketing, highlighting how these interconnected elements shape destination appeal and market 
competitiveness. It explores diverse pricing approaches—dynamic, cost-based, and value-driven—and their influence on brand equity, 
consumer perceptions, and purchasing behavior. The integration of traditional and digital marketing methods is analyzed, focusing on 
the transformative role of experiential marketing, storytelling, and digital platforms in fostering brand loyalty and enhancing market 
positioning. Key challenges, such as balancing affordability with premium brand perceptions, addressing over-tourism, and adapting to 
sustainability imperatives, are explored through real-world case studies from successful tourism campaigns. Emerging trends, including 
AI-driven personalization, eco-conscious branding, and the rising demand for immersive and transformative travel experiences, are also 
examined to offer actionable insights for the future of tourism marketing. The findings underscore the importance of cohesive marketing 
strategies integrating pricing, branding, and consumer behavior to drive consumer loyalty, revenue growth, and sustainable impact. This 
review provides practical recommendations for tourism businesses and policymakers. It identifies future research directions to navigate 
the evolving pricing, branding, and consumer preferences dynamics in a rapidly changing global tourism landscape. 

Keywords: Climate Change, Human Psychology, Emotional Impact, Cognitive Responses, Bibliometric Analysis. 

 

Introduction 

The global tourism industry represents one of the most dynamic and influential sectors of the global 
economy, contributing approximately $9 trillion annually and accounting for over 10% of global 
employment before the COVID-19 pandemic (World Travel & Tourism Council [WTTC], 2021). As a 
multifaceted sector, tourism drives economic growth and fosters cultural preservation, community 
development, and environmental conservation (Wasela, K. 2023). Its transformative impact is particularly 
evident in regions where tourism constitutes a significant economic activity, offering pathways for enhanced 
livelihoods, infrastructure development, and cross-cultural exchange (Kalfas et al., 2024). Despite its 
significant contributions, the tourism industry faces challenges from globalization, rapid technological 
advancements, and shifting consumer preferences. As competition within the sector intensifies, innovative 
marketing strategies have become essential to attract and retain visitors (Dwyer, L. 2015). Destinations and 
businesses must differentiate themselves through competitive pricing and creating value through unique 
experiences, compelling brand identities, and meaningful consumer engagement (So, King et al. 2017). This 
shift from cost-based competition to value-driven branding represents a pivotal evolution in tourism 
marketing, reflecting the evolving priorities of contemporary travelers (Du, J., & Jiao, R. J. 2022). 

Historically, tourism marketing strategies predominantly focused on affordability, targeting cost-conscious 
travelers through volume-based approaches to revenue generation. While such methods remain relevant 
for specific market segments, they have become insufficient in meeting the needs of travelers who 
increasingly value experiences, sustainability, and emotional connections (Parniangtong, S. 2017). The rise 
of value-driven branding underscores the importance of fostering trust, building consumer loyalty, and 
positioning destinations competitively by emphasizing experiences that align with travelers’ values. For 
example, Costa Rica’s branding as an eco-conscious destination highlights its commitment to sustainability, 
successfully appealing to environmentally aware travelers who seek responsible and meaningful tourism 
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experiences (Tuten, T. L. 2020). The digital transformation has further revolutionized tourism marketing, 
enabling unprecedented personalization and consumer engagement. Artificial intelligence (AI) and data 
analytics empower businesses to analyze consumer behavior, segment target audiences, and deliver tailored 
marketing messages in real-time. Immersive tools, including virtual reality (VR) and augmented reality (AR), 
allow prospective travelers to virtually explore destinations, fostering anticipation and confidence in their 
decision-making process (Pencarelli, T. 2020). Simultaneously, social media platforms like Instagram and 
TikTok have become indispensable for shaping consumer perceptions, amplifying user-generated content, 
and fostering authentic connections with modern audiences (Zanu, et al 2024). Tourism marketers also face 
critical challenges, such as balancing affordability with premium brand positioning, mitigating the adverse 
effects of over-tourism, and responding to growing consumer demand for sustainability (Buhali, et al 2023). 
With the rise of eco-conscious travel, destinations are increasingly required to integrate sustainability into 
their core marketing strategies to align with consumer preferences and as a vital component of long-term 
industry viability. This evolution in consumer priorities underscores the necessity of reimagining tourism 
branding to emphasize authenticity, environmental stewardship, and cultural integrity (Viterouli, et al 2023).  

This paper explores the complex interplay between pricing strategies and branding in tourism marketing, 
critically analyzing how these elements shape consumer behavior and influence destination competitiveness. 
The research traces the transition from price-based marketing to approaches prioritizing brand equity and 
consumer loyalty, situating these developments within broader trends such as digital transformation, 
sustainability, and experiential travel. Drawing on detailed case studies and offering actionable insights, this 
study provides tourism marketers and policymakers with a strategic framework for addressing 
contemporary challenges while capitalizing on emerging opportunities. This paper illuminates the future 
trajectory of tourism marketing by examining trends such as AI-driven personalization, immersive 
technologies, and the integration of sustainability into branding. Ultimately, it aims to equip stakeholders 
with the tools to align marketing strategies with evolving consumer expectations, fostering sustainable 
growth and resilience within the global tourism sector. 

Objectives of the Review 

This review seeks to unravel the intricate relationship between pricing strategies and branding within the 
context of tourism marketing, focusing on how various pricing models—dynamic, cost-based, and value-
driven—shape consumer perceptions and impact brand equity. The investigation is grounded in 
foundational theories such as Aaker's (1991) work on brand equity and Zeithaml's (1988) insights into 
consumer perceptions of value, providing a theoretical framework for analyzing the interplay of pricing and 
branding strategies. Key objectives of this review include the exploration of emerging trends that are 
reshaping the tourism marketing landscape. These trends include AI-driven personalization, which enables 
tailored marketing and pricing strategies through advanced data analytics; virtual reality (VR) and augmented 
reality (AR), which offer immersive and engaging previews of travel experiences; and sustainability-focused 
branding, which aligns with the growing consumer demand for eco-conscious and socially responsible 
tourism (Buhalis & Sinarta, 2019; Tussyadiah et al., 2018). By investigating these developments, the review 
highlights how technological and cultural shifts influence the evolution of tourism marketing practices. 
Critical challenges facing the tourism industry are also a central focus of this review. These include the 
delicate balancing act between affordability and premium branding, where destinations must maintain 
competitiveness while upholding brand integrity; mitigating the negative impacts of over-tourism, which 
threatens the sustainability and appeal of popular destinations; and addressing cultural sensitivities in an 
increasingly globalized and diverse market (Honey, 2008). These challenges underscore the need for 
thoughtful and adaptable strategies that consider the complex dynamics of the tourism sector. 

The review draws on illustrative case studies to demonstrate best practices in aligning pricing strategies with 
branding to enhance destination appeal and competitiveness. Notable examples include Tourism Australia’s 
innovative “Dundee” campaign, which leveraged humor and cultural nostalgia to captivate a global 
audience (Moore et al 2024), and Iceland’s “Inspired by Iceland” campaign, which transformed a tourism 
crisis into an opportunity by highlighting the country’s natural beauty and cultural heritage (Jóhannesson & 
Huijbens, 2013; Tourism Australia, 2018). These case studies provide actionable insights for marketers 
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seeking to bridge the gap between pricing and branding in tourism. In addition to practical 
recommendations, this review outlines future research directions to advance the field of tourism marketing 
further. These include exploring sustainability-driven pricing models that integrate eco-conscious practices 
into value propositions, investigating the potential of blockchain technology to enhance pricing 
transparency and trust, and examining the role of immersive technologies such as VR and AR in experiential 
marketing (Tussyadiah et al., 2018 Honey, 2008). By addressing these research gaps, the review aims to 
contribute to developing innovative and sustainable strategies that can adapt to the evolving demands of 
consumers and the global tourism market. Ultimately, this review is a comprehensive resource for industry 
stakeholders, including marketers, policymakers, and researchers. Synthesizing theoretical insights, 
emerging trends, and practical case studies provides a strategic framework for aligning pricing tactics with 
brand identity, enhancing consumer engagement, and ensuring long-term competitive advantages in a 
rapidly changing tourism landscape. 

Global Context 

Tourism marketing strategies exhibit significant regional diversity, shaped by variations in economic 
conditions, cultural values, and consumer preferences. These differences are pivotal in determining how 
destinations position themselves in the global market, with strategies ranging from emphasizing exclusivity 
to highlighting authenticity and affordability (Benur, A. M., & Bramwell, B. 2015). Tourism marketing in 
developed economies such as France, Japan, and the United States often capitalizes on their well-established 
cultural heritage, iconic landmarks, and advanced infrastructure to craft premium brand images. These 
destinations frequently adopt value-based pricing strategies, emphasizing exclusivity and superior service 
quality to appeal to affluent travelers seeking high-end experiences. For example, France leverages its global 
reputation for luxury, gastronomy, and art, while Japan highlights its blend of tradition and innovation to 
attract culturally curious travelers (Van Caenegem, et al 2015). Similarly, the United States draws visitors 
with its diverse offerings, from world-renowned theme parks to natural wonders (Grand Canyon Howkins, 
A., Orsi, J., & Fiege, M. 2016). Conversely, developing economies like Thailand, Kenya, and Peru adopt 
affordable and authentic strategies to attract budget-conscious tourists and adventure seekers. These 
destinations emphasize their unique cultural offerings, natural landscapes, and local experiences to 
differentiate themselves in the global market. For instance, Thailand’s promotion of agrotourism and eco-
tourism has established it as a leading destination for sustainable travel, offering immersive experiences that 
resonate with environmentally conscious travelers. Kenya’s emphasis on wildlife safaris showcases its rich 
biodiversity and underscores its commitment to conservation, attracting visitors who value ecological and 
adventure tourism. Similarly, Peru highlights its cultural heritage through iconic attractions like Machu 
Picchu, blending historical significance with local community engagement (Nelson, V. 2021). Digital 
transformation has further revolutionized tourism marketing across all regions, enabling destinations to 
reach and engage with global audiences more effectively (Buhalis, D., Leung, D., & Lin, M. 2023). Platforms 
like Instagram and TikTok have become indispensable tools for showcasing destinations' visual and 
experiential appeal. By leveraging user-generated content, influencer collaborations, and interactive 
storytelling, destinations can amplify their reach and foster a sense of authenticity that resonates with 
modern travelers (Bastrygina, et al 2024).  

Additionally, online travel agencies (OTAs) and booking platforms offer real-time access to competitive 
pricing, personalized recommendations, and seamless booking experiences, further enhancing consumer 
convenience (Rumishael, A. 2023). Despite these opportunities, the globalization of tourism marketing has 
intensified competition, compelling destinations to innovate continuously (Azmi, et al2023). The challenge 
lies in balancing cost-effectiveness and sustainable, value-driven branding. Destinations that successfully 
navigate this balance are better positioned to stand out in an increasingly crowded market (Goodman, J. 
2019). Moreover, regional strategies are increasingly influenced by global trends such as sustainability, digital 
innovation, and changing consumer expectations. Affluent travelers from developed economies often seek 
exclusivity, wellness, and transformative experiences, prompting destinations to innovate in experiential 
and luxury travel (Li, F. 2020). Meanwhile, travelers from emerging markets drive demand for affordability 
and authenticity, encouraging the development of community-based tourism and localized experiences. The 
interplay between regional characteristics and global trends underscores the complexity of tourism 
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marketing in today’s interconnected world (Sattler, R. 2024). Destinations must adapt to shifting consumer 
preferences while addressing challenges such as over-tourism, environmental sustainability, and cultural 
sensitivity. By integrating traditional strengths with innovative approaches, destinations can craft 
compelling marketing strategies that resonate with diverse audiences and ensure sustainable growth in a 
competitive global landscape (Koens, K., Postma, A., & Papp, B. 2019). 

Scope and Structure 

This review offers a comprehensive analysis of tourism marketing, focusing on the dynamic interplay 
between pricing strategies and branding. It emphasizes how these elements collectively shape consumer 
behavior, influence destination competitiveness, and drive the evolution of marketing practices in a highly 
competitive global industry. The review aims to provide valuable insights for industry stakeholders, 
including marketers, policymakers, and researchers, by addressing both theoretical foundations and 
practical applications. The introduction establishes the global tourism industry's economic significance, 
emphasizing its critical role in generating revenue, supporting employment, and fostering cultural exchange 
(Dwyer et al., 2020). It underscores the growing importance of innovative marketing strategies in 
differentiating destinations and highlights the shift from traditional cost-based pricing approaches to value-
driven branding strategies. The introduction also sets the stage for the review by presenting its objectives: 
to explore the intricate relationship between pricing and branding, investigate emerging trends in tourism 
marketing, and identify challenges and opportunities for future growth. The conceptual framework builds 
on these foundations by examining the theoretical underpinnings of tourism marketing. It explores how 
pricing strategies, branding, and consumer behavior intersect, emphasizing the interdependence of these 
elements in shaping market positioning and destination appeal. This section also highlights the role of digital 
transformation and sustainability as cross-cutting themes that influence modern marketing strategies. The 
framework provides the analytical lens through which subsequent sections are structured and discussed. 

Conceptual Framework 

The conceptual framework is the theoretical cornerstone for understanding how pricing strategies, 
branding, and consumer behavior collectively shape the tourism marketing landscape. These elements are 
inherently interconnected, creating a dynamic interplay that influences how destinations and tourism 
businesses position themselves in a highly competitive market. By examining these components and their 
relationships, this framework provides critical insights into the strategies that drive consumer engagement, 
destination appeal, and market success. 
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Figure 1. Tourism Marketing 

The conceptual framework for tourism marketing offers a comprehensive understanding of how 
interconnected elements collectively shape the success of marketing strategies in the tourism industry. At 
its core lies Tourism Marketing, a dynamic process that integrates key components—branding, pricing 
strategies, digital tools, sustainability, consumer behavior, and experiential marketing. These elements drive 
measurable outcomes such as consumer loyalty, revenue growth, and sustainable impact. Branding is the 
foundation of tourism marketing, creating unique identities for destinations and businesses while 
positioning them effectively in competitive markets. A strong brand builds trust, fosters emotional 
connections, and resonates with target audiences. Central to branding are efforts to establish credibility and 
reliability through consistent quality and messaging and incorporate environmentally and socially conscious 
practices to attract value-driven travelers (Aman, E. E., Papp-Váry, Á. F., Kangai, D., & Odunga, S. O. 
2024). Branding’s intrinsic link to Sustainability further enhances credibility by appealing to eco-conscious 
consumers, while its influence on Consumer Behavior shapes perceptions and emotional connections that 
drive travel decisions. Pricing strategies act as market signals, shaping consumer perceptions of value and 
affordability while serving as market segmentation and brand positioning tools (Garanti, Z., Ilkhanizadeh, 
S., & Liasidou, S. 2024). Key models include Dynamic Pricing, which adjusts rates in real-time based on 
demand or seasonality, optimizing revenue and incentivizing off-peak bookings. Cost-based pricing ensures 
affordability by adding a profit margin to production costs, appealing to budget-conscious travelers. In 
contrast, Value-Based Pricing aligns prices with perceived quality, catering to premium markets by 
emphasizing exclusivity and high-end experiences. These strategies directly influence consumer behavior 
and measurable outcomes, such as revenue growth and market differentiation, by fostering time-sensitive 
decisions and elevating brand perception in premium markets (López-Rodríguez, C. E., Mora-Forero, J. A., 
& León-Gómez, A. 2022). The digital transformation of tourism marketing has revolutionized how 
destinations engage with consumers, enabling enhanced personalization and greater reach. Platforms like 
Instagram and TikTok amplify user-generated content and immersive campaigns, showcasing destinations' 
visual and experiential appeal. Technologies like Artificial Intelligence (AI) drive data-driven 
personalization, tailoring marketing messages and offers to individual preferences (Souza-Neto, V., 
Marques, O., Mayer, V. F., & Lohmann, G. 2022). Digital tools also strengthen Experiential Marketing, 
crafting memorable and emotionally impactful experiences through immersive storytelling and virtual tours 
that foster deeper emotional connections before travel. Sustainability emerges as a cross-cutting theme 
within this framework, emphasizing integrating eco-friendly and socially responsible practices into tourism 
operations. Sustainability enhances branding by positioning destinations as ethical and environmentally 
conscious while encouraging responsible travel behaviors. It also ensures that marketing strategies align 
with global trends, contributing to long-term societal and environmental well-being. This alignment 
reinforces consumer behavior and strengthens a destination's appeal (Sustainable Marketing Strategy and 
Consumer Behavior. 2023). This framework's heart lies in consumer behavior, which reflects how travelers 
evaluate and respond to marketing elements. Tourists assess destinations based on perceived value, 
emotional connections, and risk reduction. While perceived value reflects the balance between quality and 
price, emotional connections stem from branding and experiential offerings. Risk reduction is achieved 
through strong brands, transparent pricing, and credible endorsements. These factors create a feedback 
loop in which consumer behavior shapes and is shaped by branding, pricing, and sustainability, informing 
the continuous refinement of marketing strategies. This framework aims to achieve measurable outcomes 
(Sustainable Marketing and Consumers’ Preferences in Tourism. 2016). Consumer Loyalty is strengthened 
through effective branding and personalized experiences, fostering repeat visits and word-of-mouth 
referrals: optimized pricing strategies and enhanced consumer engagement to drive Revenue Growth. 
Sustainable Impact is achieved by aligning marketing efforts with eco-conscious practices and long-term 
goals. These outcomes form a feedback loop, enabling continuous strategy improvement and reinforcing a 
destination’s market position. For instance, loyalty fostered through experiential marketing enhances repeat 
visits and builds enduring brand equity, ensuring sustained growth and competitive advantage in the tourism 
industry (VR in Tourism: A New Call for Virtual Tourism Experience amid COVID-19. 2021). 
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Pricing Strategies in Tourism 

Pricing in tourism transcends the simple act of setting rates—it functions as a strategic instrument for 
positioning brands, conveying quality, and shaping consumer behavior. Effective pricing strategies address 
the diverse needs of market segments by balancing affordability and exclusivity (Salanti, A., Malighetti, P., 
& Redondi, R. 2012). Tourism businesses can optimize revenue, enhance consumer satisfaction, and solidify 
their market position by employing tailored pricing approaches. Commonly used pricing strategies include 
pricing in tourism, which transcends the simple act of setting rates; it operates as a strategic tool for 
positioning brands, conveying quality, and shaping consumer behavior Barros, C. L., & Sousa, B. M. (2019). 
Price and Marketing Strategy in Tourism Contexts: A preliminary study to mitigating 
seasonality. International journal of marketing, communication and new media, 7(12). By employing tailored pricing 
approaches, tourism businesses address the diverse needs of market segments, balance affordability and 
exclusivity, and optimize revenue while solidifying their market position. Among the most used strategies 
are dynamic pricing, cost-based pricing, and value-based pricing, each serving distinct purposes and 
appealing to specific consumer preferences (Long, Y., & Shi, P. 2017). Dynamic pricing is a flexible 
approach that adjusts prices in real time based on demand, seasonality, and competitor activity. This strategy 
is particularly prominent in the airline and hospitality sectors, where optimizing occupancy and revenue is 
critical. For instance, airlines frequently use algorithms that account for variables like seat availability and 
booking timelines to set ticket prices. Similarly, hotels increase room rates during peak travel seasons or 
special events while offering discounts during off-peak periods to attract budget-conscious travelers 
(Abrate, G., & Viglia, G. 2016). Dynamic pricing is primarily enabled by advanced technologies such as 
revenue management systems and AI-driven tools, which analyze real-time market data to adjust rates 
proactively. By leveraging market conditions, this strategy maximizes profitability while providing 
consumers with time-sensitive incentives to book. On the other hand, cost-based pricing involves 
determining prices by adding a profit margin to the production costs of services. This straightforward 
approach is especially prevalent among budget-friendly tourism providers, such as economy airlines, budget 
hotel chains, and group travel operators. Companies like Ryanair and EasyJet exemplify this model by 
offering low-cost options tailored to price-sensitive travelers, focusing on operational efficiency and 
reduced frills to maintain competitive pricing. Although cost-based pricing ensures predictable profit 
margins and appeals to highly price-conscious segments, it is less effective in markets where differentiation 
and perceived value are critical. Nonetheless, it remains an essential strategy for businesses prioritizing 
accessibility and affordability Han, W., & Bai, B. (2022). Pricing research in hospitality and tourism and 
marketing literature: a systematic review and research agenda. International Journal of Contemporary Hospitality 
Management, 34(4), 1427-1448.. Value-based pricing takes a different approach by aligning costs with the 
perceived value of experiences or services. This strategy caters to travelers paying a premium for high-
quality, unique, or exclusive offerings. Luxury resorts like Aman and Banyan Tree adopt value-based pricing 
by delivering personalized services, luxurious amenities, and unforgettable experiences, which justify their 
higher price points. Similarly, bespoke travel agencies offering tailored itineraries or unique adventure tours 
employ this strategy to attract affluent travelers seeking exceptional quality Rohani, A., & Nazari, M. (2012). 
Impact of dynamic pricing strategies on consumer behavior. Journal of Management Research, 4(4), 88-99. To 
execute value-based pricing effectively, businesses must deeply understand their target audience and 
emphasize the distinctive attributes of their offerings, which not only enhance revenue but also strengthen 
brand loyalty and market positioning. These pricing strategies are not mutually exclusive (Wu, M. Y., Wall, 
G., & Zhou, L. 2014). Tourism businesses often integrate elements of multiple approaches to cater to varied 
consumer preferences and market dynamics. For instance, a hotel chain may employ dynamic pricing during 
peak demand periods while maintaining cost-based pricing for standard rooms and value-based pricing for 
premium suites. By aligning pricing strategies with branding objectives and consumer behavior, businesses 
can craft compelling value propositions that resonate with their audience, maximize profitability, and 
maintain a competitive edge in the global tourism market (Ma, S., He, Y., & Gu, R. 2021). 

Integrating Pricing Strategies 

In the competitive and dynamic tourism industry, businesses often integrate multiple pricing strategies to 
address the diverse needs of market segments and optimize revenue generation. Rather than adhering to a 
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single approach, this combination allows businesses to align their pricing models with their branding 
objectives, consumer expectations, and market dynamics, ensuring broader market appeal and improved 
financial performance (Wang, R., Nan, G., Chen, L., & Li, M. 2020). For example, a luxury hotel might 
implement value-based pricing for its premium suites, emphasizing exclusivity and superior service to 
attract affluent travelers willing to pay for exceptional experiences. Simultaneously, the hotel may employ 
dynamic pricing for its standard rooms, adjusting rates in real time based on demand, seasonality, and 
availability (Lee, E., & Staelin, R. 1997). This approach allows the hotel to maximize revenue during high-
demand periods while remaining competitive during off-peak times. Similarly, a tour operator may adopt 
cost-based pricing for its group tours, targeting budget-conscious travelers with affordable options while 
reserving value-based pricing for private, tailor-made tours that offer unique and high-quality experiences 
for affluent clients (Abrate, G., & Viglia, G. 2016). The integration of pricing strategies sends distinct 
messages to consumers, shaping their perceptions and influencing purchasing decisions. Cost-based pricing 
communicates affordability and accessibility, appealing to travelers seeking value for money. Dynamic 
pricing leverages urgency and market conditions to encourage timely bookings, while value-based pricing 
reinforces exclusivity and quality, attracting high-spending customers seeking unique and memorable 
experiences (Han, W., & Bai, B. 2022). This strategic alignment of pricing models ensures that businesses 
cater to varied preferences and market segments without compromising their brand identity or market 
positioning. Tourism businesses can maximize their market reach, optimize revenue potential, and enhance 
consumer satisfaction by tailoring pricing strategies to specific contexts. This approach addresses the 
diverse expectations of modern travelers and strengthens the resilience and adaptability of tourism 
enterprises in a highly competitive global marketplace (Rohani, A., & Nazari, M. 2012). 

 

These pricing strategies send distinct messages to consumers, from affordability to exclusivity, influencing 
their perceptions and purchasing behaviors. 

Branding in Tourism 

Branding is a cornerstone of tourism marketing, empowering destinations and businesses to distinguish 
themselves in a crowded marketplace while cultivating enduring relationships with travelers (Almeyda-
Ibáñez, M., & George, B. P. 2017). It involves strategically developing a distinct identity that resonates 
emotionally with consumers, driving engagement and loyalty. Branding in tourism is built upon three 
interrelated dimensions: brand equity, digital branding, and cultural branding, which are pivotal for shaping 
consumer perceptions and establishing a competitive advantage (Conway, D., & Timms, B. F. 2010). 

Brand Equity 

Brand equity in tourism refers to the perceived value derived from a destination's trustworthiness, quality, 
and reputation. Substantial brand equity enables destinations to evoke positive associations, command 
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premium pricing, and maintain resilience even during economic downturns (Keller, K. L., & Brexendorf, 
T. O. 2019). For example, Paris, synonymous with cultural sophistication and romance, leverages iconic 
landmarks such as the Eiffel Tower to solidify its brand equity (Faircloth, J. B., Capella, L. M., & Alford, B. 
L. 2001). This substantial equity attracts loyal travelers who associate Paris with a unique and irreplaceable 
experience, allowing the city to sustain high visitor numbers despite external challenges. The research 
underscores that brand equity significantly influences tourists' destination choices, making it an essential 
focus for tourism marketers (Erdem, T., & Swait, J. 2001). By fostering trust and positive emotional 
connections, destinations with substantial brand equity are better equipped to differentiate themselves and 
sustain long-term growth (Berry, L. L. 2000). 

Digital Branding 

Digital branding has transformed the tourism industry, enabling destinations to reach global audiences 
through online platforms and interactive campaigns (Dayal, S., Landesberg, H., & Zeisser, M. 2000). Social 
media platforms such as Instagram and TikTok are central in showcasing visually appealing content, 
promoting user-generated material, and engaging travelers directly. Influencer marketing, which combines 
authenticity and reach, has become a powerful tool for digital branding. For instance, Iceland’s 
InspiredByIceland campaign utilized user-generated content and influencers to rebuild its image following 
a volcanic eruption, demonstrating the effectiveness of digital strategies in tourism branding (Kleppinger, 
C. A., & Cain, J. 2015). Additionally, emerging technologies like virtual reality (VR) and augmented reality 
(AR) have enhanced digital branding efforts by providing immersive previews of destinations. These tools 
strengthen emotional connections and inspire confidence in potential travelers. Research by Tussyadiah et 
al. (2018) highlights VR’s potential to increase tourist interest and engagement, showcasing destinations 
innovatively and compellingly that bridge the gap between imagination and reality (Lipiäinen, H. S. M., & 
Karjaluoto, H. 2015). 

Cultural Branding 

Cultural branding emphasizes leveraging a destination’s unique heritage, traditions, and local experiences 
to create authenticity. Modern travelers increasingly seek meaningful and immersive experiences, making 
cultural branding a key differentiator for destinations (O'Reilly, D. 2005). Thailand’s Songkran Festival, 
celebrated worldwide, highlights the country’s cultural vibrancy. At the same time, Peru’s Machu Picchu 
stands as a symbol of heritage and pride, drawing millions of international visitors annually Schroeder, J. E. 
(2009). Cultural branding also incorporates sustainability by engaging local communities and ensuring that 
tourism benefits are equitably distributed. This approach aligns with the principles of responsible tourism, 
as Honey (2008) articulated, ensuring authenticity while supporting the long-term viability of cultural assets. 
For destinations, cultural branding adds depth to their identity, offering travelers a unique sense of place 
that cannot be replicated elsewhere (Hajdas, M. 2017). 

Integration of Branding Dimensions 

The dimensions of branding—brand equity, digital branding, and cultural branding—are interconnected, 
working together to create a cohesive and compelling identity. Substantial brand equity amplifies the 
effectiveness of digital campaigns by building trust and recognition, while cultural branding enriches these 
efforts by providing depth and authenticity (Kladou, S., & Kehagias, J. 2014). For instance, a destination 
known for its rich cultural heritage can leverage digital tools like VR to offer immersive previews of iconic 
cultural sites, strengthening its emotional appeal. These branding dimensions enhance a destination’s 
attractiveness, justify premium pricing, and foster sustainable growth (Aman et al. 2024). Research 
consistently highlights branding’s critical role in influencing consumer behavior and positioning 
destinations as desirable and competitive. By integrating these elements effectively, tourism businesses can 
differentiate themselves in the global market, build consumer loyalty, and ensure long-term success 
(Gartner, W. C. 2014). 
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Consumer Behavior in Tourism 

Consumer behavior in tourism is a complex and multidimensional concept that explores how tourists make 
decisions regarding destinations, experiences, and services. This behavior is shaped by psychological, social, 
and cultural factors, making it a critical focus for tourism marketers. A deep understanding of consumer 
behavior allows businesses to develop effective branding and pricing strategies, tailoring their offerings to 
meet traveler expectations and preferences. This section highlights three pivotal factors—perceived quality, 
emotional connections, and risk reduction—significantly influencing tourist decision-making. 

Perceived Quality 

Perceived quality refers to a traveler’s evaluation of a destination or service based on their expectations and 
experiences. It is one of the most significant factors influencing tourist behavior, as it directly impacts 
satisfaction, loyalty, and word-of-mouth recommendations (Parasuraman et al., 1988). Destinations and 
tourism services consistently delivering high-quality experiences are more likely to attract discerning 
travelers and justify premium pricing. For instance, luxury resorts like Aman and Ritz-Carlton prioritize 
exceptional service, premium facilities, and meticulous attention to detail to maintain high perceived quality. 
These attributes enhance guest satisfaction and reinforce the perception of exclusivity and value. Research 
by Zeithaml (1988) highlights a common consumer tendency to equate higher prices with superior quality, 
underscoring the importance of maintaining and effectively communicating high standards to attract 
quality-conscious travelers. 

Emotional Connections 

Emotional connections are formed when destinations or experiences resonate with travelers personally, 
evoking feelings such as awe, nostalgia, excitement, or tranquility. These connections often create lasting 
memories, enhancing loyalty and advocacy for a destination. Destinations that evoke strong emotions tend 
to leave a more profound impression on visitors. For example, historical sites like Machu Picchu or the 
Pyramids of Giza inspire a sense of wonder and connection to the past. At the same time, destinations such 
as Venice or Paris evoke romance and intimacy, making them popular among couples and honeymooners. 
Emotional branding strategies amplify these connections, such as storytelling and immersive experiences. 
Research by Hollebeek et al. (2014) suggests that emotional engagement significantly strengthens consumer 
loyalty and advocacy, making emotional branding a powerful tool in tourism marketing. 

Risk Reduction 

Travel inherently involves financial, physical, or psychological risks that can influence a traveler’s decision-
making process. Risk reduction is crucial for first-time travelers or those venturing into unfamiliar 
destinations. Well-branded destinations and services mitigate perceived risks by offering transparency, 
safety measures, and social proof. For example, platforms like TripAdvisor and Airbnb help reduce 
perceived risks by providing extensive customer reviews, ratings, and traveler endorsements, enabling 
potential customers to make informed decisions. Reisinger and Mavondo (2005) emphasize that perceived 
safety and security are among the most critical factors affecting destination choice, particularly in regions 
prone to political instability or natural disasters. Therefore, transparent communication and strong 
reputations are essential for destinations aiming to minimize traveler concerns. 

Interplay Between Pricing, Branding, and Consumer Behavior 

In tourism marketing, pricing, branding, and consumer behavior are deeply interconnected elements that 
collectively determine the success of destinations and services (Abdolmohamad et al., 2022). Their interplay 
influences how travelers perceive value, make decisions, and engage with tourism offerings, ultimately 
shaping a brand's competitive positioning and financial outcomes (Krishnamurthi, L., & Raj, S. P. 1991). 
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This section explores how these elements influence each other, creating a dynamic framework for marketing 
strategies. 

Pricing Influences on Branding and Consumer Behavior 

Pricing strategies are critical in reinforcing a brand’s identity and shaping consumer behavior. Premium 
pricing, for instance, signifies exclusivity and high-quality experiences, strengthening a brand's luxury appeal 
(Zhao et al., 2021). Luxury travel providers like Aman Resorts or Emirates Airlines use high price points to 
align with their superior service quality and exclusivity, creating a perception of value that resonates with 
affluent travelers (Sarwar, F., Aftab, M., & Iqbal, M. T. 2014). Conversely, cost-based pricing appeals to 
budget-conscious travelers and aligns with brands emphasizing affordability and accessibility, such as 
Ryanair and EasyJet. Dynamic pricing, commonly employed by airlines and hotels, adds complexity to this 
relationship. Adjusting prices based on demand, seasonality, or availability can influence consumer 
perceptions in varying ways (Davcik, N. S., & Sharma, P. 2015). While price increases during peak demand 
may sometimes be seen as opportunistic, strategic discounts during low-demand periods can enhance brand 
goodwill and encourage bookings. Research highlights that pricing decisions impact consumer perceptions 
of fairness, value, and trust, ultimately influencing purchasing behavior (Kimes, 2011). 

Branding’s Role in Shaping Pricing and Consumer Behavior 

Branding is a powerful tool for justifying pricing strategies and building consumer trust and loyalty (Toni 
et al., 2021). A strong brand identity creates emotional connections and establishes perceived quality, 
enabling businesses to charge premium prices. For example, Disneyland leverages its global brand equity 
to set high ticket prices, which consumers willingly pay for the promise of a magical and unparalleled 
experience (Kusuma, R. A., & Hidayati, R. 2024). Cultural branding also significantly shapes consumer 
behavior and pricing (Ghaleb, M., & Kaplan, B. 2021). Destinations highlighting their unique heritage, 
traditions, or local experiences—such as Thailand’s Songkran Festival—can attract niche markets that 
prioritize authenticity, even at higher price points. Strong branding reduces perceived risks by creating trust 
and confidence, encouraging travelers to choose a destination or service despite potential cost differences 
compared to competitors. 

Consumer Behavior as the Link Between Pricing and Branding 

Consumer behavior bridges pricing strategies and branding, influencing how these elements are perceived 
and acted upon. Travelers evaluate the perceived value of an offering based on the interplay of price and 
brand identity (Sarwar, F., Aftab, M., & Iqbal, M. T. 2014). For instance, a traveler choosing between two 
resorts may perceive the higher-priced option as offering better service and exclusivity if the brand’s 
reputation supports this impression (Peter, J. P., & Olson, J. C. 2010). Emotional connections fostered 
through branding significantly influence perceptions of pricing fairness. A well-branded destination that 
consistently delivers exceptional experiences can justify higher prices, as consumers are more willing to pay 
for perceived value and quality (Davcik, N. S., & Sharma, P. 2015). Conversely, weak branding or 
inconsistent service quality increases price sensitivity, reducing travelers' willingness to pay. Research by 
Parasuraman et al. (1988) underscores that perceived quality is a significant determinant of consumers' 
willingness to pay premium prices. 

Tourism Marketing Strategies 

Tourism businesses use a variety of marketing strategies to integrate pricing, branding, and consumer 
behavior effectively. These strategies span traditional methods, digital innovations, and experiential 
approaches: 

Conventional Marketing includes advertising through print media, participation in travel fairs, and 
partnerships with travel agencies. These methods still effectively reach traditional market segments 
(Morgan, Pritchard, and Pride 2002). 
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Digital Marketing: Leverages websites, social media platforms, and online travel agencies (OTAs) to engage 
global audiences in real-time. Platforms like Instagram and TikTok allow visually rich campaigns that 
resonate with modern travelers, while OTAs provide seamless booking experiences and competitive pricing 
options (Xiang and Gretzel, 2010) 

Experiential Marketing: Focuses on creating immersive and memorable experiences that enhance brand 
loyalty and encourage repeat visits. For example, Pine and Gilmore (1998) emphasize how offering 
transformative experiences can strengthen consumer emotional connections. These strategies, supported 
by real-world examples and case studies, illustrate how destinations and tourism businesses can adapt their 
marketing efforts to cater to diverse tourist groups. By aligning pricing tactics with branding and 
understanding consumer behavior, businesses can create compelling value propositions that foster loyalty, 
drive revenue, and sustain competitive advantages. 

Real-World Applications: Examples and Case Studies 

Effective tourism marketing often hinges on innovative strategies that resonate with target audiences and 
adapt to evolving consumer preferences. The following case studies highlight diverse approaches 
destinations and brands employ to achieve significant impact, illustrating the interplay of creativity, 
branding, and consumer engagement. 

Tourism Australia’s “Dundee” Campaign 

Tourism Australia’s 2018 “Dundee” campaign exemplifies how humor, cultural nostalgia, and creativity can 
captivate global audiences. Presented as a faux movie trailer during the Super Bowl—one of the world’s 
most-watched events—the campaign leveraged the global appeal of Australian stars such as Chris 
Hemsworth, Margot Robbie, and Hugh Jackman to highlight Australia’s adventurous spirit and rugged 
landscapes (Leotta, A. 2020). The campaign’s blend of humor and storytelling generated over $85 million 
in free media coverage and increased Google searches for Australian travel by 25% in the weeks following 
its launch (Tourism Australia, 2018). By integrating pop culture and storytelling, the campaign reinforced 
Australia’s image as a vibrant and welcoming destination, demonstrating how creative marketing can 
convert curiosity into tangible tourism interest (Beeton, S. 2004). 

Iceland’s “Inspired by Iceland” Campaign 

In response to the 2010 Eyjafjallajökull volcanic eruption, Iceland launched the “Inspired by Iceland” 
campaign to rebuild its tourism sector. By focusing on community-driven content and leveraging digital 
platforms, the campaign showcased Iceland’s natural beauty and cultural heritage through user-generated 
content and live-streamed cultural events. Travelers were encouraged to share their experiences using the 
hashtag #InspiredByIceland, creating a sense of authenticity and trust. Within a year, tourist arrivals 
increased by 20%, transforming a potential crisis into an opportunity (Jóhannesson & Huijbens, 2013). This 
case demonstrates the power of authentic storytelling and digital engagement in restoring consumer 
confidence and revitalizing destination branding. 

Singapore Tourism Board’s “Passion Made Possible” Campaign 

The Singapore Tourism Board’s “Passion Made Possible” campaign, launched in 2017, redefined 
Singapore’s image by focusing on emotional connections and aspirational travel. Moving beyond its 
traditional reputation as a commercial hub, the campaign highlighted diverse offerings, including culinary 
adventures, wellness retreats, and cultural experiences tailored to travelers’ passions (Chang-in, J., & 
Muthitacharoen, P. 2017). Real-life narratives and collaborations with influencers amplified the campaign’s 
reach across traditional and digital platforms. As a result, Singapore attracted high-value travelers seeking 
experiential journeys, enhancing its brand loyalty and market position (Singapore Tourism Board, 2017). 
This example underscores the importance of aligning destination branding with emotional aspirations and 
targeting niche markets to achieve sustainable growth (Tan, A. 1998). 
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Airbnb’s “Live There” Campaign 

Airbnb’s 2016 “Live There” campaign redefined travel experiences by emphasizing authenticity and 
personalization. Encouraging travelers to “live like a local,” the campaign positioned Airbnb as more than 
just an accommodation platform, highlighting its ability to offer unique neighborhood experiences and 
connections with hosts (Dolnicar, S. 2021). Integrating AI-driven personalization, the campaign tailored 
recommendations based on traveler preferences, providing a distinct alternative to traditional hospitality 
options (Gurran, N. 2018). The campaign’s engaging visuals and narratives contributed to a 13% increase 
in global bookings, solidifying Airbnb’s position as a leader in the sharing economy (Guttentag, 2017). This 
case demonstrates how brands can align their offerings with the growing demand for immersive and 
authentic travel experiences (Molz, J. G. 2018). 

Collective Insights 

These case studies illustrate diverse strategies in tourism marketing, emphasizing the importance of aligning 
campaigns with consumer expectations and global trends. These campaigns achieved remarkable results by 
leveraging creativity, cultural narratives, digital platforms, and personalization. Multi-channel approaches, 
including influencer collaborations and user-generated content, further amplified their reach and impact. 
These examples underscore that focusing on authenticity, emotional resonance, and tailored experiences 
attracts tourists and fosters long-term loyalty and sustainable growth. Effective tourism marketing thus 
requires innovation, strategic alignment, and a deep understanding of consumer behavior. 

Emerging Trends and Challenges in Tourism Marketing 

The tourism industry is profoundly transforming, driven by technological advancements, evolving 
consumer preferences, and global socio-economic shifts. Destinations and businesses must adapt to these 
changes to remain competitive and achieve sustainable growth. This section explores the key emerging 
trends reshaping tourism marketing and the challenges destinations and stakeholders must address. 

Emerging Trends in Tourism Marketing 

One of the most transformative trends in tourism marketing is digital transformation, which has 
revolutionized consumer engagement and experience. Artificial intelligence (AI) enables highly personalized 
marketing by analyzing consumer behavior and tailoring recommendations. AI-driven tools like chatbots 
enhance real-time customer service, improving engagement and satisfaction (Buhalis & Sinarta, 2019). 
Moreover, immersive technologies like virtual reality (VR) and augmented reality (AR) allow travelers to 
explore destinations virtually, fostering confidence and reducing perceived risks. Studies by Tussyadiah et 
al. (2018) highlight VR’s ability to increase traveler interest by creating realistic and engaging previews of 
destinations and strengthening emotional connections before a visit. Social media platforms such as 
Instagram and TikTok continue to dominate tourism marketing, enabling destinations to collaborate with 
influencers and amplify user-generated content (UGC). These platforms create authentic narratives that 
resonate with modern travelers while expanding a destination’s reach. UGC not only builds trust but also 
fosters a sense of community among travelers, making it a powerful tool for branding.The growing 
emphasis on sustainability and responsible tourism reflects increased consumer awareness of environmental 
and social issues. Destinations are implementing green initiatives such as carbon-neutral accommodations, 
renewable energy adoption, and waste reduction programs. For example, Costa Rica has become a global 
leader in eco-tourism, prioritizing biodiversity conservation and promoting sustainable practices (Honey, 
2008). Community-based tourism further ensures cultural preservation and equitable economic benefits by 
engaging local populations in tourism development. Ethical branding aligned with sustainability principles 
enhances a destination’s appeal to socially conscious travelers, reinforcing its reputation for responsible 
tourism. The rise of experiential and transformative travel underscores the demand for more profound, 
meaningful experiences. Travelers now seek immersive storytelling, cultural engagement, and wellness-
focused journeys. For instance, Scotland capitalizes on its rich cultural heritage to create emotionally 
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resonant visitor experiences. Similarly, wellness tourism, which includes retreats focused on physical and 
mental well-being, has seen significant growth, particularly in the post-pandemic era. Transformative travel 
experiences, such as eco-tourism and volunteer programs, appeal to individuals seeking personal growth 
and purpose-driven journeys, further diversifying the tourism landscape. Emerging hybrid and flexible 
travel trends reflect changes in work and lifestyle patterns, with remote work driving the popularity of 
"workstations." Destinations now cater to digital nomads by offering flexible booking policies, co-working-
friendly environments, and tailored packages that combine work and leisure. This trend presents an 
opportunity for destinations to attract a new segment of travelers who prioritize productivity and relaxation. 

Challenges in Tourism Marketing 

Despite these opportunities, the tourism industry faces significant challenges that demand strategic 
solutions. A primary concern is balancing sustainability with growth (Pan et al., 2018). While eco-friendly 
practices are essential for long-term viability, their implementation often involves high costs, particularly 
for small and medium-sized enterprises (SMEs)(Maniu, I., Costache, C., & Dumitraşcu, D. D. 2021). 
Additionally, over-tourism threatens the sustainability of popular destinations, requiring effective visitor 
management strategies to preserve resources, community well-being, and cultural heritage (Hassan et al. 
2024). Adapting to changing consumer preferences is another critical challenge. Modern travelers 
increasingly demand personalized, ethical, and immersive experiences. Businesses that fail to align their 
offerings with these evolving expectations risk losing relevance in an intensely competitive market (Kumar 
et al. 2024). Furthermore, the rapid pace of digital transformation, while offering immense opportunities, 
also presents hurdles. Data privacy concerns and digital fatigue among consumers overwhelmed by constant 
online engagement must be addressed to maintain effective communication (Pawłowska et al. 2021). 
Economic volatility complicates tourism marketing further. Fluctuating exchange rates, inflation, and global 
financial instability reduce travelers’ disposable income, dampening long-haul or luxury travel demand (Van 
De Vijver et al. 2016). Concurrently, ongoing health and safety concerns, amplified by the COVID-19 
pandemic, remain critical. Destinations must prioritize hygiene and safety protocols to maintain traveler 
confidence and trust (Zaman et al. 2021). Lastly, the intensifying global competition among destinations 
necessitates continuous innovation. Established destinations must differentiate themselves through unique 
branding, superior service, and meaningful experiences while emerging destinations must carve out niche 
markets to attract attention and foster loyalty (d'Hauteserre, A.M. 2001). 

Future Directions in Tourism Marketing 

The future of tourism marketing lies in embracing innovative strategies that align with evolving consumer 
expectations, technological advancements, and sustainability imperatives Kumar, V. (2018). By capitalizing 
on emerging opportunities, destinations and businesses can remain competitive, foster loyalty, and drive 
sustainable growth (Ritchie, J. B., & Crouch, G. I. 2003). This section explores key future directions, 
including AI-driven personalization, authenticity-focused branding, innovative tourism practices, enhanced 
sustainability efforts, and hybrid travel models. 

AI-Driven Personalization 

Artificial intelligence (AI) offers transformative opportunities for creating highly personalized and efficient 
tourism experiences (Tsaih, R. H., & Hsu, C. C. 2018). AI can predict traveler preferences by analyzing 
large datasets and tailor recommendations for destinations, activities, and services (Song, Y., & He, Y. 2023). 
AI-powered tools like chatbots and virtual assistants provide real-time customer support, simplifying trip 
planning and enhancing engagement. Personalized marketing campaigns driven by machine learning 
algorithms deliver targeted advertisements and offers based on browsing history, past purchases, and stated 
preferences (Buhalis & Sinarta, 2019).AI also optimize dynamic pricing strategies by adjusting rates based 
on demand, seasonality, and traveler behavior. Moreover, sentiment analysis powered by AI can evaluate 
consumer feedback on social media and review platforms, enabling businesses to refine their offerings and 
improve customer satisfaction (Vashishth et al., 2024). As AI technology advances, its integration will 
redefine how travelers interact with tourism brands, fostering deeper connections and long-term loyalty 
(Guo et al., 2023). 
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Authenticity-Focused Branding 

Modern travelers increasingly seek authentic experiences that connect them to a destination's culture, 
history, and local communities (Yeoman et al, 2007). Future tourism marketing will emphasize authenticity 
to meet this growing demand. Community-based tourism initiatives can showcase indigenous traditions, 
support local artisans, and promote cultural immersion (Sormin, A., & Sihombing, H. (2023). For example, 
participating in traditional crafts or festivals allows travelers to engage meaningfully with local cultures, 
fostering a sense of connection and respect (Timothy & Boyd, 2006). Storytelling will be central to 
authenticity-focused branding. Narratives centered on a destination’s heritage, natural beauty, or unique 
offerings will create emotional resonance with travelers, differentiating destinations while supporting 
sustainable tourism practices. This approach encourages respectful and meaningful interactions between 
travelers and local communities, ensuring long-term cultural preservation (Chen, L. 2023). 

Smart Tourism Practices 

The adoption of innovative tourism practices, enabled by the Internet of Things (IoT), big data analytics, 
and mobile technologies, is poised to revolutionize the industry (Buhalis et al., 2019). Innovative tourism 
leverages technology to enhance the efficiency, accessibility, and sustainability of tourism services (Hussein 
et al., 2024). For instance, smart cities optimize visitor experiences through real-time traffic management, 
digital wayfinding, and personalized recommendations via mobile applications (Philippopoulos et al, 2024). 
Additionally, smart tourism promotes sustainability. IoT-enabled systems can monitor and manage hotel 
energy consumption while innovative waste management solutions reduce environmental impact. 
Augmented reality (AR) applications provide interactive and educational experiences at cultural and 
historical sites, enriching visitor understanding without endangering sensitive locations (Rane, N., 
Choudhary, S., & Rane, J. 2023).  

Enhanced Sustainability Practices 

Sustainability will remain a cornerstone of future tourism marketing, addressing environmental, economic, 
societal, and cultural dimensions (Hariram et al, 2023). 

Environmental Sustainability: Travelers increasingly favor destinations prioritizing eco-friendly practices 
such as carbon-neutral accommodations, renewable energy, and biodiversity conservation (Baena, V., & 
Cerviño, J. 2024). For example, wildlife conservation tours and renewable-powered lodgings set 
benchmarks for responsible tourism (Kumar, et al 2023). 

Economic Sustainability: Integrating circular economics into tourism reduces waste and promotes resource 
efficiency, such as recycling materials in hotel construction or adopting sustainable waste management 
(Rodríguez, et al 2020). 

Societal Sustainability: Inclusive initiatives like accessible and community-based tourism enhance societal 
equity and well-being. Wellness tourism, including retreats and health-focused travel, contributes to societal 
health and inclusivity (Hemmige, B. D., & Rousseau, J. M. 2024). 

Cultural Sustainability: Protecting and promoting cultural heritage through initiatives like heritage site tours, 
rural homestays, and cultural festivals ensures the preservation of unique traditions while offering travelers 
authentic experiences (Chakraborty, B. 2020). Marketing campaigns emphasizing these sustainability efforts 
are critical for attracting environmentally and socially conscious travelers (Kapoor, et al 2022). Highlighting 
eco-friendly accommodations, community-led tourism initiatives, and cultural preservation programs 
enhances traveler engagement and reinforces a destination’s reputation as a forward-thinking, responsible 
choice (Jimenez Ruiz, et al (2024). 
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Hybrid Travel Models 

The rise of remote work has blurred the lines between leisure and business travel, giving rise to hybrid 
travel models. Catering to digital nomads and remote workers, future tourism strategies will combine work-
friendly environments with recreational opportunities (Bassyiouny, M., & Wilkesmann, M. 2023). 
Destinations are expected to develop specialized packages integrating co-working spaces, high-speed 
internet, and leisure activities. These models appeal to travelers seeking to balance productivity with 
relaxation, creating new market opportunities for destinations prioritizing flexibility and convenience (Di 
Marino, et al 2023). 

 

.

 

Conclusion and Recommendations 

Conclusion 

The dynamic interplay between pricing strategies, branding, and consumer behavior forms the foundation 
of effective tourism marketing. This review has demonstrated how these interconnected elements 
collectively shape the success of marketing efforts, influencing consumer perceptions, decision-making, and 
destination appeal. Pricing strategies are more than tools for setting rates; they act as signals of value and 
quality, shaping travelers' perceptions and aligning with brand identities to target specific market segments. 
From dynamic pricing that leverages real-time demand fluctuations to value-based models that emphasize 
exclusivity and quality, the strategic application of pricing significantly influences consumer behavior. 
However, pricing alone is insufficient without alignment with branding, which conveys the core identity of 
destinations and tourism services. Branding emerges as a critical differentiator in an increasingly competitive 
global tourism market. Through its various dimensions—digital, cultural, and ethical—branding fosters 
emotional connections, builds consumer trust, and cultivates loyalty. Incorporating elements like 
storytelling, cultural representation, and authenticity enhances the depth of branding, enabling destinations 
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to resonate deeply with travelers. Effective branding also strengthens the perceived value of tourism 
offerings, reinforcing pricing strategies and creating a cohesive narrative that appeals to diverse consumer 
segments. Consumer behavior bridges pricing and branding, reflecting travelers' evaluations of perceived 
quality, emotional resonance, and risk reduction. By understanding and addressing these factors, marketers 
can tailor their offerings to meet modern travelers' expectations and values. This alignment ensures that 
destinations and tourism businesses can meet the growing demand for personalized, immersive, and 
responsible travel experiences. The tourism marketing landscape is further reshaped by emerging trends 
such as AI-driven personalization, sustainability-focused branding, and immersive storytelling. AI 
technologies provide hyper-personalized recommendations and optimize pricing strategies, enhancing 
engagement and loyalty. Sustainability initiatives address growing consumer awareness of environmental 
and social concerns, aligning with ethical branding and fostering responsible tourism. Immersive 
technologies like virtual reality (VR) and augmented reality (AR) allow travelers to preview destinations and 
experiences, enhancing confidence and reducing perceived risks. While these advancements offer 
significant opportunities, challenges persist. Issues such as over-tourism, the balance between affordability 
and premium branding, and environmental sustainability necessitate strategic approaches. Effective visitor 
management, alternative travel promotion, and integration of eco-friendly practices are essential to mitigate 
these challenges and ensure long-term viability. Economic volatility, digital fatigue, and health concerns 
also demand adaptive and innovative strategies to maintain competitiveness. This review has highlighted 
successful examples such as Iceland’s “Inspired by Iceland” campaign and Airbnb’s “Live There” initiative, 
showcasing how innovative approaches can overcome industry challenges and drive consumer engagement. 
These case studies offer actionable insights for tourism marketers, providing a roadmap for navigating the 
complexities of a rapidly evolving global industry. Ultimately, leveraging the synergies between pricing, 
branding, and consumer behavior and embracing emerging trends and challenges, the tourism sector can 
develop impactful strategies that foster growth, enhance loyalty, and ensure sustainable development in a 
competitive marketplace. 

Recommendations 

Building on the insights from this review, the following recommendations offer actionable steps for tourism 
businesses, policymakers, and researchers to address current challenges, seize emerging opportunities, and 
foster a sustainable and competitive tourism industry. 

Tourism businesses should align their pricing strategies with their brand identity to effectively communicate 
value to their target markets. Luxury brands, for example, can emphasize exclusivity and premium quality 
through higher price points, reinforcing their reputation for delivering exceptional experiences. On the 
other hand, budget-friendly brands must focus on transparent communication of value and affordability to 
appeal to cost-conscious travelers. Investing in artificial intelligence (AI) and big data analytics can help 
tourism businesses deliver highly personalized recommendations and optimize pricing strategies. AI-driven 
tools like chatbots can provide real-time customer support, enhancing engagement and simplifying the 
travel planning process. Dynamic pricing models and customized travel packages tailored to individual 
preferences can improve customer satisfaction and loyalty. Sustainability should also be integrated into core 
business operations and marketing strategies. Highlighting eco-friendly initiatives, such as carbon-neutral 
accommodations, renewable energy adoption, and community-based tourism programs, can attract 
environmentally conscious travelers while enhancing the brand’s reputation. Additionally, businesses 
should leverage immersive technologies like virtual reality (VR) and augmented reality (AR) to create 
engaging travel experiences. Social media campaigns encouraging user-generated content can expand a 
destination’s reach while fostering authenticity and trust. 

Policymakers play a critical role in supporting sustainable tourism practices. Incentivizing businesses to 
adopt eco-friendly operations through tax benefits, grants, and recognition programs can enhance a 
destination’s attractiveness while protecting its natural resources. Encouraging eco-tourism infrastructure 
development and promoting carbon offset programs are essential steps to align with global sustainability 
goals. Collaboration between governments and private stakeholders through public-private partnerships is 
vital for creating cohesive marketing campaigns. These partnerships can pool resources and expertise, 
ensuring that national tourism branding aligns with the goals of individual businesses, thereby achieving 
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broader and more impactful results. Over-tourism poses significant challenges to the sustainability of 
popular destinations. Policymakers should implement visitor caps, off-peak travel promotions, and 
infrastructure development in underutilized areas to alleviate pressure on overcrowded sites. Innovative 
tourism technologies can also monitor and manage visitor flow effectively. Furthermore, robust crisis 
management frameworks are essential to address pandemics, natural disasters, and political instability. 
These frameworks should include rapid response mechanisms, clear communication strategies, and 
contingency plans to minimize disruptions to the tourism sector. 

Researchers can provide valuable insights by exploring innovative and sustainable approaches to tourism 
marketing. For instance, studying eco-conscious pricing strategies can reveal how they impact consumer 
preferences and destination appeal, offering guidance on balancing affordability with sustainability. 
Analyzing emerging technologies like IoT, blockchain, and AI can help businesses enhance their marketing 
efforts' transparency, efficiency, and personalization. Post-pandemic travel trends present another critical 
area for research. Understanding shifts in traveler behavior and preferences following COVID-19 can 
inform future marketing strategies, enabling businesses to adapt to new consumer expectations. 
Additionally, examining the impact of experiential and transformative travel on consumer decision-making 
and destination branding can help destinations craft immersive and impactful offerings that align with these 
trends. 

References 

 Abdolmohamad Sagha, M., Seyyedamiri, N., Foroudi, P., & Akbari, M. (2022). The one thing you need to change is emotions: 
The effect of multi-sensory marketing on consumer behavior. Sustainability, 14(4), 2334. 

Abrate, G., & Viglia, G. (2016). Strategic and tactical price decisions in hotel revenue management. Tourism Management, 
55, 123-132. 

Abrate, G., & Viglia, G. (2016). Strategic and tactical price decisions in hotel revenue management. Tourism Management, 
55, 123-132. 

Almeyda-Ibáñez, M., & George, B. P. (2017). The evolution of destination branding: A review of branding literature in 
tourism. Journal of Tourism, Heritage & Services Marketing, 3(1), 9-17. 

Aman, E. E., Papp-Váry, Á. F., Kangai, D., & Odunga, S. O. (2024). Building a sustainable future: Challenges, opportunities, 
and innovative strategies for destination branding in tourism. Administrative Sciences, 14(12), 312. 

Aman, E. E., Papp-Váry, Á. F., Kangai, D., & Odunga, S. O. (2024). Building a sustainable future: Challenges, opportunities, 
and innovative strategies for destination branding in tourism. Administrative Sciences, 14(12), 312. 
https://www.mdpi.com/2076-3387/14/12/312 

Azmi, E., Che Rose, R. A., Awang, A., & Abas, A. (2023). Innovative and competitive: A systematic literature review on new 
tourism destinations and products for tourism supply. Sustainability, 15(2), 1187. 

Baena, V., & Cerviño, J. (2024). Tourism in the Era of Social Responsibility and Sustainability: Understanding International 
Tourists’ Destination Choices. Sustainability, 16(19), 8509. 

Barros, C. L., & Sousa, B. M. (2019). Price and Marketing Strategy in Tourism Contexts: A preliminary study to mitigating 
seasonality. International journal of marketing, communication and new media, 7(12). 

Bassyiouny, M., & Wilkesmann, M. (2023). Going on workation–Is tourism research ready to take off? Exploring an 
emerging phenomenon of hybrid tourism. Tourism Management Perspectives, 46, 101096. 

Bastrygina, T., Lim, W. M., Jopp, R., & Weissmann, M. A. (2024). Unraveling the power of social media influencers: 
Qualitative insights into the role of Instagram influencers in the hospitality and tourism industry. Journal of 
Hospitality and Tourism Management, 58, 214-243. 

Beeton, S. (2004). Rural tourism in Australia—has the gaze altered? Tracking rural images through film and tourism 
promotion. International journal of tourism research, 6(3), 125-135. 

Benur, A. M., & Bramwell, B. (2015). Tourism product development and product diversification in destinations. Tourism 
management, 50, 213-224. 

Berry, L. L. (2000). Cultivating service brand equity. Journal of the Academy of marketing Science, 28, 128-137. 
Buhalis, D., Harwood, T., Bogicevic, V., Viglia, G., Beldona, S., & Hofacker, C. (2019). Technological disruptions in services: 

lessons from tourism and hospitality. Journal of service management, 30(4), 484-506. 
Buhalis, D., Leung, D., & Lin, M. (2023). Metaverse as a disruptive technology revolutionising tourism management and 

marketing. Tourism Management, 97, 104724. 
Buhalis, D., Leung, D., & Lin, M. (2023). Metaverse as a disruptive technology revolutionising tourism management and 

marketing. Tourism Management, 97, 104724. 
Chakraborty, B. (2020). Homestay as a reliable promotional tool for Cultural Tourism and Security in Indian context. 

IJSSTH, (21), 5. 
Chang-in, J., & Muthitacharoen, P. (2017). Public Relations as a Tool of Tourism Marketing: A Case Study of a Passion 

Made Possible Campaign by Singapore Tourism Board (STB) in Thailand (No. 144167). Thammasat University. 
Faculty of Journalism and Mass Communication. 

https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6183


Journal of Ecohumanism 
2024 

Volume: 4, No: 1, pp. 3458 – 3477 
ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online) 

https://ecohumanism.co.uk/joe/ecohumanism  
DOI: https://doi.org/10.62754/joe.v4i1.6183  

3475 

 

Chen, L. (2023). The Role of Destination Marketing Organizations in Promoting Authentic Travel Experiences. Hospitality 
and Tourism Journal, 1(1), 1-11. 

Conway, D., & Timms, B. F. (2010). Re-branding alternative tourism in the Caribbean: The case for ‘slow tourism’. Tourism 
and Hospitality Research, 10(4), 329-344. 

d'Hauteserre, A.M. (2001). Destination branding in a hostile environment. Journal of Travel Research , 39 (3), 300-307. 
Davcik, N. S., & Sharma, P. (2015). Impact of product differentiation, marketing investments and brand equity on pricing 

strategies: A brand level investigation. European Journal of Marketing, 49(5/6), 760-781. 
Davcik, N. S., & Sharma, P. (2015). Impact of product differentiation, marketing investments and brand equity on pricing 

strategies: A brand level investigation. European Journal of Marketing, 49(5/6), 760-781. 
Dayal, S., Landesberg, H., & Zeisser, M. (2000). Building digital brands. The McKinsey Quarterly, (2), 42. 
Di Marino, M., Tabrizi, H. A., Chavoshi, S. H., & Sinitsyna, A. (2023). Hybrid cities and new working spaces–The case of 

Oslo. Progress in Planning, 170, 100712. 
Dolnicar, S. (2021). Activism, lobbying and corporate social responsibility by Airbnb–before, during and after COVID-19. 

Airbnb before, during and after COVID-19  
Du, J., & Jiao, R. J. (2022). Cooperative negotiation in value-driven engineering and systems design: a technical note. Journal 

of Engineering Design, 33(11), 919-944. 
Dwyer, L. (2015). Globalization of tourism: Drivers and outcomes. Tourism Recreation Research, 40(3), 326-339. 
Erdem, T., & Swait, J. (2001). Brand equity as a signaling. Journal of consumer Psychology, 7(2), 131-157. 
Faircloth, J. B., Capella, L. M., & Alford, B. L. (2001). The effect of brand attitude and brand image on brand equity. Journal 

of marketing theory and practice, 9(3), 61-75. 
Garanti, Z., Ilkhanizadeh, S., & Liasidou, S. (2024). Sustainable place branding and visitors’ responses: A systematic literature 

review. Sustainability, 16(8), 3312. https://www.mdpi.com/2071-1050/16/8/3312 
Gartner, W. C. (2014). Brand equity in a tourism destination. Place Branding and Public Diplomacy, 10, 108–116. 
Ghaleb, M., & Kaplan, B. (2021). The importance of branding for organizations: Decision mechanism on willingness to pay 

a price premium for branded audit services in emerging markets. In Auditing ecosystem and strategic accounting 
in the digital era: Global approaches and new opportunities (pp. 287-313). Cham: Springer International 
Publishing. 

Goodman, J. (2019). Strategic customer service: Managing the customer experience to increase positive word of mouth, build 
loyalty, and maximize profits. Amacom. 

Guo, Y. M., Ng, W. L., Hao, F., Zhang, C., Liu, S. X., & Aman, A. M. (2023). Trust in virtual interaction: The role of avatars 
in sustainable customer relationships. Sustainability, 15(18), 14026. 

Gurran, N. (2018). Global home-sharing, local communities and the Airbnb debate: a planning research agenda. Planning 
theory & practice , 19 (2), 298-304. 

Guttentag, D. (2019). Transformative experiences via Airbnb: Is it the guests or the host communities that will be 
transformed?. Journal of Tourism futures , 5 (2), 179-184. 

Hajdas, M. (2017). The impact of cultural branding on brand equity–Exploratory study. Handel Wewnętrzny, (5 (370), 213-
221. 

Han, W., & Bai, B. (2022). Pricing research in hospitality and tourism and marketing literature: a systematic review and 
research agenda. International Journal of Contemporary Hospitality Management, 34(4), 1427-1448. 

Hariram, N. P., Mekha, K. B., Suganthan, V., & Sudhakar, K. (2023). Sustainalism: An integrated socio-economic-
environmental model to address sustainable development and sustainability. Sustainability, 15(13), 10682. 

Hassan, TH, Almakhayitah, MY, & Saleh, MI (2024). Sustainable Stewardship of Egypt's Iconic Heritage Sites: Balancing 
Heritage Preservation, Visitors' Well-Being, and Environmental Responsibility. Heritage , 7 (2), 737-757. 

Hemmige, B. D., & Rousseau, J. M. (2024). The Impact of social Media on Tourism. Library Progress International, 44(2s), 
2187-2227. 

Howkins, A., Orsi, J., & Fiege, M. (Eds.). (2016). National Parks Beyond the Nation: Global Perspectives on" America's Best 
Idea" (Vol. 1). University of Oklahoma Press. 

Hussein, H., Albadry, O. M., Mathew, V., Al-Romeedy, B. S., Alsetoohy, O., Abou Kamar, M., & Khairy, H. A. (2024). Digital 
leadership and sustainable competitive advantage: Leveraging green absorptive capability and eco-innovation in 
tourism and hospitality businesses. Sustainability, 16(13), 5371. 

Jimenez Ruiz, A. E., Bhartiya, S., & Bhatt, V. (Eds.). (2024). Promoting Sustainable Gastronomy Tourism and Community 
Development. IGI Global. 

Kalfas, D., Kalogiannidis, S., Ambas, V., & Chatzitheodoridis, F. (2024). Contribution of the Cultural and Creative Industries 
to Regional Development and Revitalization: A European Perspective. Urban Science, 8(2), 39. 

Kapoor, P. S., Balaji, M. S., Jiang, Y., & Jebarajakirthy, C. (2022). Effectiveness of travel social media influencers: A case of 
eco-friendly hotels. Journal of travel research, 61(5), 1138-1155. 

Keller, K. L., & Brexendorf, T. O. (2019). Measuring brand equity. Handbuch Markenführung, 1409-1439. 
Kim, J., Kim, S. (Sam), Lee, J.-S., Kim, P. B., & Cui, Y. (Gina). (2020). Influence of choice architecture on the preference for a 

pro-environmental hotel. Journal of Travel Research, 59(8), 1332–1346. 
https://doi.org/10.1177/0047287519841718 

Kladou, S., & Kehagias, J. (2014). Developing a structural brand equity model for cultural destinations. Tourism 
Management, 36, 487-498. 

Kleppinger, C. A., & Cain, J. (2015). Personal digital branding as a professional asset in the digital age. American Journal of 
Pharmaceutical Education, 79(6), 79. 

Koens, K., Postma, A., & Papp, B. (2019). Management strategies for overtourism: From adaptation to system change. In 
Overtourism (pp. 149-160). Routledge. 

https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6183


Journal of Ecohumanism 
2024 

Volume: 4, No: 1, pp. 3458 – 3477 
ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online) 

https://ecohumanism.co.uk/joe/ecohumanism  
DOI: https://doi.org/10.62754/joe.v4i1.6183  

3476 

 

Krishnamurthi, L., & Raj, S. P. (1991). An empirical analysis of the relationship between brand loyalty and consumer price 
elasticity. Marketing science, 10(2), 172-183. 

Kumar, S., Arzaghi, E., Baalisampang, T., Garaniya, V., & Abbassi, R. (2023). Insights into decision-making for offshore 
green hydrogen infrastructure developments. Process Safety and Environmental Protection, 174, 805-817. 

Kumar, S., Kumar, V., Kumari Bhatt, I., Kumar, S., & Attri, K. (2024). Digital transformation in tourism sector: trends and 
future perspectives from a bibliometric-content analysis. Journal of hospitality and tourism insights , 7 (3), 1553-
1576. 

Kumar, V. (2018). Transformative marketing: The next 20 years. Journal of marketing, 82(4), 1-12. 
Kusuma, R. A., & Hidayati, R. (2024). Harnessing the Power of Social Media, Pricing Strategies, Brand Image, and Product 

Quality in Shaping Purchase Decisions. Research of Economics and Business, 2(2), 68-77. 
Lee, E., & Staelin, R. (1997). Vertical strategic interaction: Implications for channel pricing strategy. Marketing science, 

16(3), 185-207. 
Leotta, A. (2020). ‘This isn’ta movie... it’sa tourism ad for Australia’: The Dundee campaign and the semiotics of audiovisual 

tourism promotion. Tourist studies, 20(2), 203-221. 
Li, F. (2020). The digital transformation of business models in the creative industries: A holistic framework and emerging 

trends. Technovation, 92, 102012. 
Lipiäinen, H. S. M., & Karjaluoto, H. (2015). Industrial branding in the digital age. Journal of Business & Industrial 

Marketing, 30(6), 733-741. 
Long, Y., & Shi, P. (2017). Pricing strategies of tour operator and online travel agency based on cooperation to achieve O2O 

model. Tourism Management, 62, 302-311. 
López-Rodríguez, C. E., Mora-Forero, J. A., & León-Gómez, A. (2022). Strategic development associated with branding in 

the tourism sector: Bibliometric analysis and systematic review of the literature between the years 2000 to 2022. 
Sustainability, 14(16), 9869. https://www.mdpi.com/2071-1050/14/16/9869 

Ma, S., He, Y., & Gu, R. (2021). Joint service, pricing and advertising strategies with tourists’ green tourism experience in a 
tourism supply chain. Journal of Retailing and Consumer Services, 61, 102563. 

Maniu, I., Costache, C., & Dumitraşcu, D. D. (2021). Adoption of green environmental practices in small and medium-sized 
enterprises: Entrepreneur and business policies patterns in romania. Sustainability, 13(9), 4968. 

Molz, J. G. (2018). Discourses of scale in network hospitality: From the Airbnb home to the global imaginary of 'belong 
anywhere'. Hospitality & Society , 8 (3), 229-251. 

Moore, T., Edmond, M., McAuliffe, C., & Gibson, M. (2024). Fringe to Famous: Cultural Production in Australia After the 
Creative Industries. 

Morgan, N., Pritchard, A., & Pride, R. (2002). Destination branding: Creating the unique destination proposition. Oxford: 
Elsevier. 

Nelson, V. (2021). An introduction to the geography of tourism. Rowman & Littlefield. 
O'Reilly, D. (2005). Cultural brands/branding cultures. Journal of Marketing Management, 21(5-6), 573-588. 
Pan, S. Y., Gao, M., Kim, H., Shah, K. J., Pei, S. L., & Chiang, P. C. (2018). Advances and challenges in sustainable tourism 

toward a green economy. Science of the total environment, 635, 452-469. 
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). Servqual: A multiple-item scale for measuring consumer perc. Journal 

of retailing, 64(1), 12. 
Parniangtong, S. (2017). Competitive advantage of customer centricity. Springer Singapore. 

Pawłowska-Legwand, A., & Matoga, Ł. (2021). Disconnect from the digital world to reconnect with the real life: An analysis 
of the potential for development of unplugged tourism on the example of Poland. Tourism Planning & 
Development , 18 (6), 649-672. 

Pencarelli, T. (2020). The digital revolution in the travel and tourism industry. Information Technology & Tourism, 22(3), 
455-476. 

Peter, J. P., & Olson, J. C. (2010). Consumer behavior & marketing strategy. McGraw-hill. 
Philippopoulos, P. I., Drivas, I. C., Tselikas, N. D., Koutrakis, K. N., Melidi, E., & Kouis, D. (2024). A Holistic Approach for 

Enhancing Museum Performance and Visitor Experience. Sensors, 24(3), 966. 
Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy. Harvard Business Review, 76(4), 97-105. 
Rane, N., Choudhary, S., & Rane, J. (2023). Sustainable tourism development using leading-edge Artificial Intelligence (AI), 

Blockchain, Internet of Things (IoT), Augmented Reality (AR) and Virtual Reality (VR) technologies. Blockchain, 
Internet of Things (IoT), Augmented Reality (AR) and Virtual Reality (VR) technologies (October 31, 2023). 

Ritchie, J. B., & Crouch, G. I. (2003). The competitive destination: A sustainable tourism perspective. Cabi. 
Rodríguez, C., Florido, C., & Jacob, M. (2020). Circular economy contributions to the tourism sector: A critical literature 

review. Sustainability, 12(11), 4338. 
Rohani, A., & Nazari, M. (2012). Impact of dynamic pricing strategies on consumer behavior. Journal of Management 

Research, 4(4), 88-99. 
Rumishael, A. (2023). CONSUMER PERSPECTIVES ON TRAVEL BOOKING IN THE TWO SELECTED HOTELS 

IN ARUSHA: A STUDY ON ONLINE TRAVEL PORTALS VERSUS TRADITIONAL TRAVEL AGENCIE 
(Doctoral dissertation, Institute of Accountancy Arusha (IAA)). 

Salanti, A., Malighetti, P., & Redondi, R. (2012). Low-cost pricing strategies in leisure markets. Tourism Management, 33(2), 
249-256. 

Sarwar, F., Aftab, M., & Iqbal, M. T. (2014). The impact of branding on consumer buying behavior. International journal of 
technology and research, 2(2), 54. 

Sarwar, F., Aftab, M., & Iqbal, M. T. (2014). The impact of branding on consumer buying behavior. International journal of 
technology and research, 2(2), 54. 

https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6183


Journal of Ecohumanism 
2024 

Volume: 4, No: 1, pp. 3458 – 3477 
ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online) 

https://ecohumanism.co.uk/joe/ecohumanism  
DOI: https://doi.org/10.62754/joe.v4i1.6183  

3477 

 

Sattler, R. (2024). 13. Contemporary forms of tourism in rural tropical villages: An example of Thailand. SUSTAINABLE 
AND SMART TOURISM, 169. 

Schroeder, J. E. (2009). The cultural codes of branding. Marketing theory, 9(1), 123-126. 
So, K. K. F., King, C., Hudson, S., & Meng, F. (2017). The missing link in building customer brand identification: The role 

of brand attractiveness. Tourism Management, 59, 640-651. 
Song, Y., & He, Y. (2023). Toward an intelligent tourism recommendation system based on artificial intelligence and IoT 

using Apriori algorithm. Soft Computing, 27(24), 19159-19177. 
Sormin, A., & Sihombing, H. (2023). Empowering Youth for Sustainable Cultural Tourism: A Case Study Tipang Village, 

Baktiraja District, Humbang Hasundutan Regency, Indonesia. Jurnal Ilmu Pendidikan dan Humaniora, 12(1), 56-
68. 

Souza-Neto, V., Marques, O., Mayer, V. F., & Lohmann, G. (2022). Lowering the harm of tourist activities: A systematic 
literature review on nudges. Journal of Sustainable Tourism. https://doi.org/10.1080/09669582.2022.2036170 

Sustainable Marketing and Consumers’ Preferences in Tourism. (2016). European Journal of Tourism, Hospitality and 
Recreation. Retrieved from https://sciendo.com/article/10.1515/ejthr-2016-0010 

Sustainable Marketing Strategy and Consumer Behavior. (2023). Sustainability. Retrieved from 
https://www.mdpi.com/journal/sustainability/special_issues/62Y1S37IZG 

Tan, A. (1998). Critical success factors in sports tourism development: their applicability to Singapore. Journal of Sport 
Tourism , 5 (1), 21-34. 

The Rise of Experiential Marketing in Tourism. (n.d.). R2D2 Consulting. Retrieved from https://r2d2consulting.com/the-
rise-of-experiential-marketing-in-tourism 

Toni, D. D., Tormen, A., Milan, G. S., Eberle, L., Lazzari, F., & Graciola, A. P. (2021). Price level and brand knowledge and 
its effects on purchase behavior. Revista de Administração da UFSM, 14, 632-654. 

Tsaih, R. H., & Hsu, C. C. (2018). Artificial intelligence in smart tourism: A conceptual framework. 
Tuten, T. L. (2020). Social media marketing. 
Van Caenegem, W., Drahos, P., & Cleary, J. (2015). Provenance of Australian food products: is there a place for Geographical 

Indications. RIRDC, 15(060), 15-060. 
Van De Vijver, E., Derudder, B., O'Connor, K., & Witlox, F. (2016). Shifting patterns and determinants of Asia-Pacific 

tourism to Australia, 1990–2010. Asia Pacific Journal of Tourism Research , 21 (12), 1357-1372. 
Vashishth, T. K., Sharma, V., Sharma, K. K., Kumar, B., Kumar, A., & Panwar, R. (2024). Artificial Intelligence (AI)–Powered 

Chatbots: Providing Instant Support and Personalized Recommendations to Guests 24/7. In Technology and 
Luxury Hospitality (pp. 211-236). Routledge. 

Viterouli, M., Belias, D., Koustelios, A., Tsigilis, N., & Bakogiannis, D. (2023). Fostering Sustainability Through the 
Integration of Green Human Resource Management and Change Management: Nurturing Eco-Conscious 
Organizational Practices. In Managing Successful and Ethical Organizational Change (pp. 241-278). IGI Global. 

VR in Tourism: A New Call for Virtual Tourism Experience amid COVID-19. (2021). Tourism and Hospitality. Retrieved 
from https://www.mdpi.com/2673-5768/3/1/18 

Wang, R., Nan, G., Chen, L., & Li, M. (2020). Channel integration choices and pricing strategies for competing dual-channel 
retailers. IEEE Transactions on Engineering Management, 69(5), 2260-2274. 

Wasela, K. (2023). The Role of Intangible Cultural Heritage in the Development of Cultural Tourism. International Journal 
of Eco-Cultural Tourism, Hospitality Planning and Development, 6(2), 15-28. 

Wu, M. Y., Wall, G., & Zhou, L. (2014). A free pricing strategy at a major tourist attraction: The Case of West Lake, China. 
Journal of Destination Marketing & Management, 3(2), 96-104. 

Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information search. Tourism Management, 31(2), 179-
188. https://doi.org/10.1016/j.tourman.2009.02.016 

Yeoman, I., Brass, D., & McMahon-Beattie, U. (2007). Current issue in tourism: The authentic tourist. Tourism management, 
28(4), 1128-1138. 

Zaman, U., Aktan, M., Anjam, M., Agrusa, J., Khwaja, M.G., & Farías, P. (2021). Can post-vaccine 'vaxication'rejuvenate 
global tourism? Nexus between COVID-19 branded destination safety, travel shaming, incentives and the rise of 
vaxication travel. Sustainability , 13 (24), 14043. 

Zanu, J. A., Junior, A. A., & Donkor, S. K. (2024). Fashion and Social Media: Investigating the Role of Instagram, TikTok, 
and Facebook platforms in Shaping Consumer Behavior among the youth in Tamale. ADRRI Journal 
(Multidisciplinary), 34(2 (11), April, 2024-June, 2024), 1-25. 

Zhao, H., Yao, X., Liu, Z., & Yang, Q. (2021). Impact of pricing and product information on consumer buying behavior with 
customer satisfaction in a mediating role. Frontiers in psychology, 12, 720151. 

 

https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6183

