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Abstract. In the current digital environment, digital marketing plays a crucial role in 

shaping and influencing consumer preferences and decision-making processes. 

With the increasing digitalization of society and the abundance of online 

information, digital marketing has become an inseparable part of promotional 

strategies in the field of tourism. This study aims to explore several forms of 

promotion, with an emphasis on digital marketing, and analyze their impact on 

Slovak consumers in the tourism sector. The findings reveal that while traditional 

media, such as television, remain significant in promotional strategies, digital 

marketing is increasingly influencing consumer behavior, particularly among 

younger, digitally active demographics. The study highlights the importance of 

credibility in digital marketing content and the growing consumer interest in 

innovative approaches, such as virtual and augmented reality, for enhancing 

engagement. These insights provide actionable guidance for the development of 
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integrated marketing strategies that combine traditional and digital methods to 

address the evolving needs and expectations of diverse consumer groups in the 

tourism industry. 

Keywords: digital marketing, consumer, tourism, consumer behavior, promotion 

JEL Classification: M3, Z3 

 

1. INTRODUCTION 

Digital marketing and tourism represent two closely interconnected fields that are increasingly merging 

due to advancements in technology and shifting consumer preferences. The analysis of numerous Slovak 

and international studies reveals that digital marketing provides the tourism sector with a wide range of tools 

and communication channels to effectively target, engage, and interact with customers (Gavurova et al., 

2021). These tools include personalized advertising, interactive content, social media platforms, and 

analytical technologies for monitoring consumer behavior. 

One of the principal advantages of digital marketing in this sector is its ability to precisely target specific 

audiences, thereby improving the effectiveness of communication strategies. This capability is critical not 

only for acquiring new customers but also for retaining the loyalty of existing ones. Research shows that 

customer satisfaction with products and services directly influences repeat purchases, which highlights the 

importance of consistent and well-targeted marketing communication. However, the success of such efforts 

requires a comprehensive understanding of consumer purchasing behavior, encompassing needs, 

preferences, and expectations. 

Customers play a decisive role in determining the success of businesses in the tourism sector (But, 

2024). They are at the heart of every organization, and their satisfaction constitutes a primary goal of strategic 

initiatives. Successful businesses not only address customer needs but also actively work to sustain their 

loyalty through continuous improvements in products and services (Kašparová, 2024). Moreover, 

organizations should focus on strategies to attract new customers to ensure continuous growth. In this 

regard, using innovative approaches is essential, for example leveraging artificial intelligence for predictive 

analytics, implementing interactive online campaigns, or adopting tailored solutions (Skare et al., 2023a, b).  

Digital marketing offers the tourism sector unique opportunities to respond to dynamic changes in 

consumer behavior and competitive environments. The key to success lies in thoroughly understanding 

customers, their needs, and expectations, as well as translating these insights into innovative and effective 

marketing strategies that strengthen businesses' positions in a global context. 

1. LITERATURE REVIEW 

Amin and Priansah (2019) explained that the simplicity of marketing communication provided by 

online markets or e-commerce significantly influenced consumer decisions in selecting and choosing to 

purchase products online. 

In recent years, online shopping has become much more convenient and practical. Consumers buy 

various products or services from all over the world, anytime and anywhere, using computers, mobile 

phones, or tablets. Powerful e-commerce platforms have greatly facilitated the creation of e-shops, enabling 

anyone of us to engage in online business (Koch, Frommeyer & Schewe, 2020). However, this also entails 

several risks from the consumer's perspective. 



  
Journal of International Studies 

 
Vol.18, No.1, 2025 

 

 

 
118 

Currently, tourism is experiencing tremendous growth thanks to digital marketing. Whether it's 

booking a hotel, reserving a seat on a plane, or obtaining information about a chosen tourist destination 

(Martín-Martín et al., 2023). We can say that online marketing has the potential for significant expansion in 

the field of tourism in the coming years. Digitization has also made it easier for businesses in the tourism 

and travel sector to connect with potential customers (Erdmann et al., 2024; Gavurova et al. 2023). The 

tourism industry utilizes various forms of online marketing policies and strategies to enhance awareness od 

their products or services. As a result, organizations can easily reach out to their potential customers anytime 

and from anywhere in the world (Negi & Chaurasia, 2021; Vargová et al., 2021). 

In their publication, Jekabson and Gudele (2020) reference an extensive theoretical overview of studies 

highlighting the positive impact of e-commerce on business. They identify economy, efficiency and speed 

as key factors creating a competitive advantage (Birknerová, Ondrijová & Čigarská, 2022; Buvár & Gáti, 

2023). Based on their own empirical findings, they note that significant differences exist among 

entrepreneurs who fully utilize the opportunities of e-commerce and those who do not utilize these 

opportunities at all. Rivza et al. (2020) describe that in the context of globalization, the e-commerce system 

is a generally important research topic. This subject is becoming increasingly pertinent particularly for small 

and medium-sized enterprises. 

While studies on the internet as one of the advertising media (Bruner & Kumar, 2007; Chiagouris & 

Lala, 2009; Birknerová et al., 2018; Cetulean & Stoian, 2024) have examined the combination of channels 

for delivering persuasive advertising messages, the research into their impact on consumers has been 

relatively limited to a few studies (Chang & Thorson, 2023; Drăghici & Constantinescu, 2024; Gremer & 

Diefenbach, 2020; Mensah & Amenuvor, 2021; Zeng et al., 2022). Social media have evolved in the past 

few years to encompass a variety of input capabilities, various features and unlimited Internet access, and 

powerful location awareness function (Civelek et al., 2024; Keller & Ercsey, 2023). Importantly, the 

increased capabilities of the mobile application support thousands of social media which extend the 

functionality of social media to a wide range of information services such as specialized information search 

and marketing (Habes et al., 2018; Alghizzawi, 2019; Dima et al., 2022; Mazare et al., 2024;). For this reason, 

further research is essential to address the gaps in this area of advertising research and to explore the 

potential of both traditional and non-traditional media, such as the internet. Furthermore, the effects of 

media have not been adequately demonstrated, and researchers have mostly focused on individual medium 

and the combination of online and print advertising. Therefore, this gap should be filled with a 

comprehensive study that integrates both traditional and non-traditional media advertising.  

The evolution of the internet and its related technologies has given rise to new forms of interactions 

for acquiring goods and services through social media platforms such as Facebook, Instagram, Twitter, 

WhatsApp, and Telegram. Online shopping has transitioned from being solely on websites to becoming an 

integral part of social media (Fafílek et al.,2024). The process of online shopping now involves engagement 

through social media and is shaped by customer reviews, recommendations from the social community, 

user endorsements, and customer ratings. The rise of social media enables users to share and access 

information within their social community (Avinash et al, 2016; Xu, Chen & Ow, 2023; Matušíková et 

al., 2023).  

The world is witnessing significant development in communication due to the widespread use of 

technology and information dissemination via the internet through various media channels, such as 

smartphones, social media platforms, and electronic word of mouth (Stephen, 2016; Al-Qaysi & Al-Emran, 

2017; Al-Qaysi et al., 2020; Alshurideh et al., 2019.) Digital presence has become essential for every company 

to deliver vital information to their target audience, attract new visitors, and cultivate long-term relationships 

with customers (Pacana et al., 2023). Business and retailers provide information and promote their products 

and services in an efficient and cost-effective manner to attract their target audience, influence their 
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decisions, and thereby expand their customer base. Digital marketing also helps organizations monitor and 

analyze user behavior on their company websites, social media, and other digital platforms in real-time, 

focusing on reach, engagement, and conversion (Al-Maroof & Al-Emran, 2018; Gupta, 2019). 

Social media must be a part of every company's marketing budget because they offer an effective way 

to connect with the target audience. From Instagram to Linkedln, there are virtually limitless ways to interact 

and share market information about products (Petrovký et al., 2023). Social networks enable connecting 

with new customers and maintaining contact with existing ones. Social media enhances customer service by 

providing accessibility for customers who seek instant feedback (Moravec et al., 2024). Consumers rely on 

social pages to learn about products and services from various market companies. Optimized profiles and 

valuable information create a positive first impression of online businesses (Kayumovich & Kamalovna, 

2019). 

Koufaris (2002) found that both the enjoyment of shopping and perceived usefulness (website) 

strongly predict the intention to repurchase though the internet. Conversely, Lee and Lin (2005) discovered 

that shopping pleasure can increase the intention of new customers to purchase, but it does not influence 

customers to return. An e-commerce store utilizing value-added search mechanisms and providing 

customers with a satisfying experience can indeed amplify customers' shopping pleasure. 

Subsequent studies focusing on consumer typologies in the context of online shopping have identified 

factors such as price sensitivity, engagement, purchase intent, and retail channel choice. Online shoppers 

have been grouped based on personal shopping traits and cultural factors into the following categories: 

skeptical risk aversion (reserved and skeptical towards new experiences), open online shoppers (high trust 

in online sellers), and reserved information seekers (primarily use the internet for information search). A 

new aspect of consumer behavior in the realm of social media presents a fresh style of information seeking, 

depicting information-active skilled researchers and information-passive internal users of online content. 

This introduces a new classification of consumer based on their approaches to online information seeking 

about products (Štefko et al., 2023; Civelek et al., 2023). The info-active and passive modes allow for more 

appropriate consumer segmentation concerning their sensitivity and the impact of both marketing-

generated and user-generated content. This novel consumer segmentation type enables marketers to craft a 

marketing mix for each variation of information-seeking style (Nastišin et al., 2022). This new segmentation, 

comprising information-active and passive information-seeking style, assists marketers in devising suitable 

strategies for various market gaps emerging on social media website (Gligorijevic, 2014). 

2. METHODS AND METHODOLOGY 

The aim of the research was to determine the impact of selected forms of promotion and digital 

marketing on the purchasing behavior of Slovak consumers in the field of tourism. The research focused 

on consumers residing in the Slovak Republic. The research sample was chosen randomly. The collected 

data was processed using statistical software Statistic. To test the hypotheses, the Kendall's correlation 

coefficient and the Chi-squared test were employed. The hypotheses in this study were formulated to align 

with the research objective, which aimed to determine the impact of selected forms of promotion and digital 

marketing on the purchasing behavior of Slovak consumers in the field of tourism. Specifically: 

 H1: We assume that there is a statistically significant relationship between the age of respondents 

and their preference for selected forms of digital marketing in the field of tourism. 

 H2: We assume that there are statistically significant differences in the perception of promotions 

by companies operating in the tourism industry based on the gender of the surveyed respondents. 
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3. SURVEY RESULTS 

The research sample consisted of a total of 168 respondents. The sample size of 168 respondents was 

determined using a combination of statistical calculations and practical considerations. For a population of 

approximately 5.4 million (the total population of Slovakia), a sufficient sample size is typically calculated 

based on desired confidence levels and margins of error. Due to resource constraints and the practical 

challenges of data collection, particularly in an online survey format, the final sample size was adjusted to 

168 respondents. Efforts were made to ensure that the sample reflects the diversity of the target population, 

with considerations for key demographic characteristics such as age, gender, and geographic distribution, to 

provide meaningful insights into Slovak consumers in the tourism sector. 

The study included 67.2% women and 32.8% men. The majority of the surveyed respondents were in 

the age groups of 18-29 years (42%), followed by respondents aged 30-39 years (27%). The third group 

comprised respondents aged 40-49 years (19%), while respondents aged 50-59 years accounted for 12% of 

the sample. The smallest group consisted of respondents aged 60-69 years (1%). 

Consumer behavior during the shopping process is changing more and more in today's world, mainly 

due to modern technologies that are more effective than in the past. Consumers pay attention to the origin 

of desired products, their composition, and approach their spending on purchases significantly. Present-day 

consumers, with their unique and specific lifestyle, crave experiences and are saturated with a multitude of 

information obtained from media and the internet (Matiová & Musová, 2018). Various conducted and 

published domestic as well as foreign studies indicate that digital marketing has a significant impact on the 

informational and decision-making processes of consumers in the tourism industry. Consumers are 

increasingly turning to social media to gather information about travel destinations, hotels, restaurants, as 

well as various attractions. Information and photos shared on social media allow them to obtain authentic 

and up-to-date information from fellow travelers. This information directly influences their purchasing 

decisions when selecting a specific destination or service provider. 

Preferred traditional forms of promotion for companies operating in the tourism industry encompass 

various methods and media that effectively reach out to consumers/travelers and encourage their interest 

in traveling. These promotional methods remain important even as digitization become increasingly 

prominent. Selecting suitable promotional methods based on the target audience, budget, and company's 

nature is crucial. Traditional forms of promotion can work well in tandem with modern online and digital 

strategies, achieving a comprehensive and effective approach to promoting the travel company. In the 

context of this issue, our questionnaire survey focused on determining which are the most preferred forms 

of promotion for companies in the tourism industry, according to surveyed consumers. Respondents were 

given the opportunity to choose multiple options that represented selected promotional methods. 

The first option was television promotion, as television promotion in the tourism industry constitutes 

an important tool to capture the attention and interest of potential respondents. This form of promotion 

enables companies in the tourism sector to present their services in a visually rich environment. The second 

option was radio promotion. Although it's a less commonly used form of promotion for companies in the 

tourism industry, it is an intriguing method to engage and grab the attention of potential consumers. While 

often focused on auditory communication, it can have a strong impact on the target audience. Printed 

promotion remains effective in prompting consumers towards purchasing behavior. For this reason, we 

included printed promotion as the third option. Printed promotion in the tourism industry encompasses 

various material used to showcase destinations, attractions, accommodations, and other tourism services. It 

can take various forms and plays a vital role in capturing attention and informing consumers/travelers. 

Online promotion in the tourism industry is a key tool to reach and engage modern consumer. As internet 

accessibility and online communication popularity grow, digital marketing has become an inseparable aspect 
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of promoting companies in the tourism industry. The last option was telemarketing, as telemarketing in the 

tourism industry involves direct communication with customers. This approach allows travel companies to 

personally address potential consumers, answer their queries, and share information about offers and 

services (Table 1).  

 

Table 1 

Most preferred forms of promotion for companies in the tourism industry from the perspective of 

respondents 

Forms of 

promotion 

N % Valid % Cumulative number 

Television 96 57.10 57.10 57.10 

Radio 22 13.10 13.10 70.20 

Print 14 8.30 8.30 78.60 

Internet 29 17.30 17.30 95.80 

Telemarketing 7 4.20 4.20 100.00 

In total 168 100.00 100.00  

Source: Own processing 

 

The first table presents the results of a survey question designed to identify the most preferred forms 

of promotion for companies in the tourism industry. While respondents were able to choose only one 

option, the predominance of television as the most selected form (57.1%) underscores its enduring relevance 

in delivering impactful advertising. The results, though somewhat anticipated, also revealed interesting 

contrasts, particularly the relatively lower preference for digital forms of promotion, which suggests that 

television still plays a vital role in tourism marketing strategies despite the digital shift. These findings 

provide actionable insights for businesses seeking to align their promotional strategies with consumer 

expectations. Based pm the aforementioned results, we can conclude that more than half of the respondents, 

i.e., 63 (57.10%), prefer television promotion as part of various forms of promotion for companies operating 

in the field of tourism. This result surprised us, as digital technologies currently dominate the world. 

However, the results reaffirmed that television promotion remains one of the effective methods for 

presenting companies in the tourism industry. Through television commercials, a wide range of potential 

consumers can be reached, and an emotional connection with the travel brand can be established. In second 

place in terms of respondent preferences is internet promotion (29; 17.30%). 22 (13.10%) surveyed 

respondents indicated a preference for radio promotion, and 14 (8.30%) respondents prefer the printed 

forms of promotion for companies in the tourism sector. 7 (4.20%) surveyed respondents expressed the 

opinion that telemarketing is their preferred form of promotion for companies operating in the tourism 

industry.  

The credibility of content in the digital marketing of companies operating in the tourism sector is a 

significant contribution that influences the decisions of potential customers. With the increasing influence 

of the internet and media on travel selection and planning, companies are increasingly using social media 

and various marketing campaigns. The main aspects of the digital era are incorporated into marketing 

strategies. Consumers expect relevant information about destinations, hotels, attractions, and more. In the 

following questionnaire question, we focused on determining whether the surveyed consumers perceive the 

content of digital marketing by companies in the tourism industry as credible (Table 2). In the selected 

questions, respondents had the opportunity to express their opinions on a five-point Likert scale ranging 

from 1 – agreement to 5 – disagreement. 
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Table 2 

Credibility of content in digital marketing of companies in the tourism industry from the perspective of 

respondents 

Likert scale N % Valid % Cumulative number 

% 

Strongly agree 35 20.80 20.80 20.80 

Agree 75 44.60 44.60 65.50 

I do not know 38 22.60 22.60 88.10 

Disagree 20 11.90 11.90 100.00 

In total 168 100.00 100.00  

Source: Own processing 

 

Based on the results processed in Table 2, we can see that 110 surveyed respondents out of a total of 

168 leaned towards the opinion that they consider the content of any form of promotion by companies in 

the tourism industry to be credible. 20 surveyed respondents do not believe in the content of various forms 

of promotion by companies in the tourism industry, and 38 respondents were unsure whether they find the 

content of digital marketing by companies in the tourism industry to be credible.  

The interest of consumers in new forms of digital marketing in the field of tourism is continuously 

growing, with digital technologies providing new and intriguing ways to provide information and 

experiences to travelers. Some of these forms of digital marketing, form a consumer's perspective, include 

virtual reality and augmented reality. Virtual reality and augmented reality allow consumers to have vivid 

and captivating travel experiences (Lewicki & Florek, 2024). Travelers can engage in virtual tours of 

destinations, hotels, and attractions, which can help them better envision their travel plans. As this is a very 

current issues, we focused on determining, in the following survey question, whether surveyed respondents 

are interested in new forms of digital marketing from companies in the tourism industry (Table 3). Surveyed 

respondents had the opportunity to express their views again on a five-point Likert scale ranging from 1 – 

strongly agree to 5 – strongly disagree. 

 

Table 3 

Interest in new forms of digital marketing in the field of tourism from the perspective of respondents 

Likert scale N % Valid % Cumulative number 

% 

Strongly agree 30 17.90 17.90 17.90 

Agree 82 48.80 48.80 66.70 

I do not know 40 23.80 23.80 90.50 

Disagree 14 8.30 8.30 98.80 

Strongly disagree 2 1.20 1.20 100.00 

Total 168 100.00 100.00  

Source: Own processing 

 

The results processed in Table 3 indicate that almost half of the surveyed respondents, 82 (48.8%), and 

30 (19.9%) would welcome companies in the tourism industry to utilize more new trends and forms of 

digital marketing in their marketing communication. 2 (1.2%) and 14 (8.3%) od the surveyed respondents 

expressed those new forms of digital marketing in the field of tourism would not appeal to them. 45 (26.8%) 

of the surveyed respondents were unsure about this issue. The significance of this questionnaire question 

lied in determining the success or failure of incorporating new forms of digital marketing within the 

promotion and engagement of consumers in the tourism industry. 
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The aim of research hypothesis H1 was to determine whether there is a statistically significant 

relationship between the age of respondents and their preference for selected forms of digital marketing in 

the field of tourism. This hypothesis was examined based on two questionnaire questions. The first question 

was focused on determining whether the form of promotion used by companies in the tourism industry 

influences the choice of the surveyed respondents. The second question aimed to find out whether the 

surveyed respondents would welcome new forms of marketing communication in the promotion of 

companies in the tourism industry. 

 

Table 4 

H1: Kendall's correlation coefficient 

 Question 5 Question 12 

Kendall's tau_b age Correlation coefficient -,020 ,157* 
 

p ,763 ,018 
 

N 168 168 

Source: statistical software SPSS Statistics 20 

 

For the purpose of evaluating H1, the Kendall's correlation coefficient was used (Table 4) to determine 

the intensity and direction of the relationship between two ordinal variables, specifically in this hypothesis 

between age and questions 5 and 12. The values of the correlation coefficient can range from -1 to 1, where 

values closer to these extremes indicate a stronger relationship, and values closer to 0 indicate a weaker 

relationship. Regarding the relationship between age and question 5 (Does the form of promotion used by 

companies in the tourism industry influence your choice?), the coefficient is -0.020 (p=0.763), indicating a 

very weak relationship. Therefore, we reject the stated hypothesis for this question. In relation to question 

12 (Would you welcome new forms of marketing communication in the promotion of companies in the 

tourism industry?), the correlation coefficient is 0.157, which is also a weak relationship, but statistically 

significant (p=0.018). Thus, we can assume that this relationship exists not only in the observed sample but 

also in the entire population. The correlation coefficient is positive, meaning that with increasing age, 

respondents would be less welcoming of new forms of marketing communication. Out of the two 

relationships examined, only one was statistically significant, so hypothesis H1 was not confirmed. 

 

Table 5 

Effectiveness of perceiving promotion of companies in the tourism industry from the perspective of 

respondents 

 
Question 13 

In total Strongly 

agree 
Agree 

I do not 

know 
Disagree 

 

 

Gender 

male 
n 10 19 25 9 63 

% 15.9 30.2 39.7 14.3 100.0 

female 
n 24 43 32 6 105 

% 22.9 41.0 30.5 5.7 100.0 

In total 
n 34 62 57 15 168 

% 20.2 36.9 33.9 8.9 100.0 

Source: statistical software SPSS Statistics 20 
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The aim of research hypothesis H2 was to determine whether there are statistically significant 

differences in the perception of promotion by companies in the tourism industry based on the gender of 

the surveyed respondents. To test this hypothesis, the chi-square test of independence was used, which 

provides a contingency table and evaluates the statistical significance of the relationship. 

 

Table 6 

H2: Chí-square test 

chí-square df p 

6,416a 3 ,093 

Source: statistical software SPSS Statistics 20 

 

Company promotion in the field of tourism was considered definitely effective by 16% of men and 

23% of women, and somewhat effective by 30% of men and 41 of women. The objective was to determine 

whether there are significant differences in this perception between men and women. The obtained results 

showed that there are certain differences in opinions between these two groups of respondents. Women 

exhibited a tendency to have a more positive attitude towards the promotion of companies in the tourism 

industry compared to men. Despite these differences, the statistical analysis did not demonstrate sufficient 

significance in these distinctions (x2=6,416; df=3; p=0,093). This implies that even though there seems to 

be a tendency for differences in the perception of promotion between the genders of the surveyed 

respondents, these differences are not strong enough to become statistically significant. Thus, in this 

context, hypothesis H2 was not confirmed.  

4. DISCUSSION 

This study investigated the impact of selected promotional and digital marketing strategies on Slovak 

consumers' purchasing behavior in the tourism industry. The findings provide valuable insights into 

consumer preferences for traditional and digital advertising, as well as their perceptions of credibility and 

openness to innovation in marketing. The results are contextualized within recent literature and industry 

trends, highlighting their relevance and contribution. 

The study revealed that television promotion remains the most preferred form of advertising among 

respondents, with 57.1% indicating it as their top choice. This finding underscores the continued relevance 

of traditional media in tourism marketing, where visually rich narratives are essential for capturing consumer 

interest. Recent industry reports, such as those by Simulmedia (2022), confirm television’s enduring 

effectiveness, particularly in the travel and tourism sector, where its broad reach and emotional appeal 

resonate with diverse audiences. However, this result contrasts with global trends reported by Nguyen 

(2022), which indicate that digital platforms are increasingly replacing traditional media as the dominant 

marketing channel. This divergence may reflect regional differences, as Slovak consumers appear to maintain 

higher trust in traditional media compared to consumers in markets where digital marketing dominates. 

Internet promotion ranked second in preference, with 17.3% of respondents favoring this form of 

advertising. This aligns with broader global shifts toward digital engagement, as noted by SpringerLink 

(2023), which highlights the pivotal role of online platforms in post-COVID-19 tourism marketing. Digital 

marketing, particularly through social media, has become essential for reaching younger, tech-savvy 

consumers who rely heavily on online content to inform their travel decisions. Despite this, the relatively 

lower ranking of internet promotion compared to television suggests that Slovak consumers may still view 

traditional media as a more credible and effective marketing tool. 
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The study also assessed the credibility of digital marketing content. Approximately 65.4% of 

respondents agreed or strongly agreed that they found the content trustworthy, reflecting the growing 

importance of transparency and authenticity in tourism marketing. This finding is consistent with Statista 

(2023), which notes that credible and informative digital campaigns significantly influence consumer trust. 

However, a notable 22.6% of respondents expressed uncertainty about the reliability of digital marketing, 

echoing concerns raised by Simulmedia (2022), which found that oversaturation of online advertisements 

and lack of personalized content can erode consumer confidence. 

In addition to traditional and digital marketing strategies, the study explored consumer interest in 

innovative methods such as virtual and augmented reality. The findings show that 66.7% of respondents 

were open to these immersive technologies, recognizing their potential to enhance the travel planning 

process by offering vivid, interactive experiences. This aligns with Frontiers in Neuroscience (2021), which 

highlighted the effectiveness of virtual reality in engaging consumers and providing a realistic preview of 

destinations, accommodations, and attractions. Such technologies not only capture attention but also build 

confidence in purchasing decisions by offering consumers a tangible sense of their prospective travel 

experiences. 

The analysis of hypotheses provided further insights into the relationship between demographic factors 

and marketing preferences. The first hypothesis (H1), which posited a relationship between age and 

preferences for digital marketing, was only partially supported.  A statistically significant but weak positive 

correlation was observed between age and openness to new forms of marketing communication, suggesting 

that younger consumers are more receptive to innovative methods, while older consumers are less 

enthusiastic. This aligns partially with Zhou et al. (2021), who identified age as a significant factor in digital 

engagement, although the correlations observed in this study were weaker, reflecting potential cultural or 

regional nuances. 

The second hypothesis (H2) explored gender-based differences in perceptions of promotional 

effectiveness. Although women demonstrated a slightly more positive attitude toward tourism promotions 

than men, the differences were not statistically significant.                   This finding contrasts with Johnson 

et al. (2020), who reported pronounced gender-based variations in marketing responses globally. The lack 

of significant differences in this study suggests that gender may not play as pivotal a role in shaping 

consumer perceptions within the Slovak context as it does in other regions, though further research is 

warranted. 

This study contributes to the existing body of knowledge by addressing a gap in research on Slovak 

consumers in the tourism sector. It highlights the continued importance of traditional media, particularly 

television, in a rapidly digitizing world, while also emphasizing the growing influence of digital and 

immersive technologies. These findings provide actionable insights for marketers in the tourism industry, 

advocating for a hybrid approach that leverages the strengths of both traditional and digital media while 

incorporating emerging trends like virtual and augmented reality to enhance consumer engagement. 

5. CONCLUSION 

This study was conducted to examine the impact of traditional and digital marketing strategies on 

Slovak consumers' purchasing behavior in the tourism sector, with a focus on demographic influences such 

as age and gender. The findings underscore the continued relevance of traditional media, such as television, 

while highlighting the growing importance of digital marketing and the potential of innovative technologies 

like virtual and augmented reality. 

One of the main findings is that television remains the most preferred promotional method among 

Slovak consumers, with 57.1% of respondents favoring this medium. This reflects television’s ability to 
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deliver visually compelling narratives and foster emotional connections with audiences. However, the study 

also reveals that internet promotion, although ranked second (17.3%), plays an increasingly significant role, 

particularly for younger and more digitally engaged consumers. These results suggest that a hybrid approach 

combining the strengths of traditional and digital marketing is essential for effectively engaging diverse 

consumer groups in the tourism sector. 

The study also highlights the critical importance of credibility in digital marketing. Approximately 

65.4% of respondents consider digital content credible, emphasizing that high-quality, transparent, and 

authentic communication is vital for building consumer trust. This trust is a key determinant of purchasing 

behavior and loyalty, particularly in an industry where consumers rely heavily on online information to make 

decisions. Companies in the tourism sector must carefully manage their digital content to ensure it aligns 

with consumer expectations, thereby enhancing trust and driving both immediate and long-term 

engagement. 

The analysis of demographic variables, particularly age, reveals nuanced insights. Younger generations, 

such as Millennials and Generation Z, are more open to innovative digital marketing strategies, including 

social media campaigns, influencer partnerships, and immersive technologies like virtual reality. In contrast, 

older generations demonstrate a preference for more traditional promotional methods and are less receptive 

to emerging digital trends. This age-related variation underscores the need for tailored marketing strategies 

that resonate with specific demographic groups. 

Although the study found slight gender-based differences in the perception of promotional 

effectiveness, these were not statistically significant. This finding suggests that gender may not play a pivotal 

role in shaping marketing preferences in the Slovak context, but further research could explore this aspect 

in more depth across different regions and cultural contexts. 

Overall, this study contributes valuable insights into the interplay between traditional and digital 

marketing in the tourism industry. By addressing age-related differences and emphasizing the importance 

of credible digital content, businesses can design more precise and effective marketing campaigns. 

Furthermore, the findings highlight the growing role of innovative technologies in engaging consumers and 

shaping their purchasing decisions. Continuous monitoring of consumer preferences and emerging trends 

will be critical for companies seeking to maintain competitiveness and foster stronger connections with their 

target audiences in this dynamic industry. 

In conclusion, digital marketing is a powerful yet multifaceted tool for influencing consumer behavior 

in the tourism sector. By understanding and leveraging demographic insights, businesses can optimize their 

marketing efforts to meet the unique needs of diverse consumer groups. This research-driven approach 

ensures that marketing strategies remain relevant, impactful, and capable of driving growth in the ever-

evolving landscape of tourism. 

This study provides valuable insights into the influence of traditional and digital marketing on Slovak 

consumers in the tourism sector. However, certain limitations must be acknowledged. The use of an online 

questionnaire may have introduced a bias toward younger, more digitally active participants, potentially 

excluding perspectives from less digitally engaged demographics, such as older consumers or those in rural 

areas. Additionally, the study focuses exclusively on Slovak consumers, limiting the applicability of findings 

to other cultural or geographical contexts where consumer behavior and marketing practices may differ. 

Future research should aim to address these limitations by incorporating more diverse data collection 

methods to capture a wider range of perspectives, including those less active online. Comparative cross-

cultural studies could provide broader insights into how cultural and technological factors influence 

consumer behavior. Furthermore, deeper exploration of gender dynamics and longitudinal studies tracking 

changes in consumer preferences over time would enrich the understanding of evolving trends in tourism 

marketing. 



Radovan Bacik, Jaroslava Gburova, 
Stefan Gavura, Barbora Iannaccone 

Impact of digital marketing on the purchasing 
behavior of modern consumers … 

 

 

 
127 

ACKNOWLEDGEMENT 

This research was funded by the Ministry of Education, Research, Development and Youth of the Slovak 

Republic and the Slovak Academy of Sciences, VEGA No. 1/0700/25 and VEGA No. 1/0488/22. 

REFERENCES 

Alghizzawi, M. (2019). The role of digital marketing in consumer behavior: A survey. International Journal of Information 

Technology and Language Studies, 3(1), 24-31. 

Alshurideh, M., Salloum, S. A., Al Kurdi, B., & Al-Emran, M. (2019). Factors affecting the Social Networks 

Acceptance: An Empirical Study using PLS-SEM Approach. In 8th International Conference on Software and Computer 

Applications. ACM, 414-418. 

Amin, M., & Priansah, P. (2019). Marketing communication strategy to improve tourism potential. Budapest International 

Research and Critics Institute-Journal (BIRCI-Journal), 2(4), 160-166. 

Avinash, S., Manjunath, K. and Kumar, S.S. (2016). An improved image processing analysis for the detection of lung 

cancer using Gabor filters and watershed segmentation technique. In 2016 International Conference on Inventive 

Computation Technologies (ICICT), IEEE, 3,  1-6.  

Al-Maroof, R. A. S. & Al-Emran, M. (2018). Students acceptance of Google classroom: An exploratory study using 

PLS-SEM approach. International Journal of Emerging Technologies in Learning (IJET), 13(6), 112–123. 

Al-Qaysi, N. & Al-Emran, M. (2017). Code-switching Usage in Social Media: A Case Study from Oman. International 

Journal of Information Technology and Language Studies, 1(1), 25–38. 

Al-Qaysi, N., Nordin, N. M., & Al-Emran, M. (2020). A Systematic Review of Social Media Acceptance from the 

Perspective of Educational and Information Systems Theories and Models. Journal of Educational Computing 

Research, 57 (8), 2085-2109.  https://doi.org/10.1177/0735633118817879 

Birknerová, Z., Frankovský, M., Zbihlejová, L., & Parová, V. (2018). Perception of Advertising and Expectations of 

Advertising in terms of Gender Differences. Marketing and Branding Research, 5, 92-99. 

Birknerová, Z., Miško, D., Ondrijová, I., & Čigarská, B. N. (2022). Analysis of Consumer Awareness of 

Neuromarketing. TEM Journal, 11(2), 870. 

Buvár, Á. & Gáti, M. (2023). Digital marketing adoption of microenterprises in a technology acceptance approach. 

Management & Marketing, Sciendo, 18(2), 127-144. https://doi.org/10.2478/mmcks-2023-0008. 

Bruner, G. C., & Kumar, A. (2007). Attitude toward location-based advertising. Journal of interactive advertising, 7(2), 3-

15. 

Cetulean, M., Stoian, M. (2024). The Evolution of Business Communication in the Digital Age. In Proceedings of the 

International Conference on Economics and Social Sciences. The International Conference on Economics and Social 

Sciences. Editura ASE. https://doi.org/10.24818/icess/2024/073. 

Civelek, M., Hruška, R., Svetlík, J., Vavrečka, V. & Vincurová, Z. (2023). Strategic Marketing Communication for 

Sustainable Growth: Examining the Influence on Export Intentions and Financial Performance in Iron and 

Mining SMEs. Acta Montanistica Slovaca, 28 (4), 850-862.  

Civelek, M., Ključnikov, A., Hruška, R., Světlík, J. & Vavrečka, V. (2024). Global Competitive Strategies: Assessing the 

Role of Marketing Tools in SME Internationalization and Financial Performance. Journal of Competitiveness, 16(1), 

3-25. 

Dima, A. M., Busu, M., & Vargas, V. M. (2022). The mediating role of students' ability to adapt to online activities on 

the relationship between perceived university culture and academic performance. Oeconomia Copernicana, 13(4), 

1253-1281. 

Drăghici, D. E., Constantinescu, M. (2024). Understanding Consumer Behaviour in the Digital Era: A Literature 

Review. In Proceedings of the International Conference on Economics and Social Sciences. The International Conference 

on Economics and Social Sciences. Editura ASE. https://doi.org/10.24818/icess/2024/088. 

Erdmann, A. & Eizaguirre, M. (2024). Let's (re)locate digitally: spatial competition for users' engagement in the social 

media space. Journal of Competitiveness, 16(1), 184-206. 

Fafílek, M., Rybová, M., & Kramoliš, J. (2024). The Influence of Audio Marketing on Fashion Stores Among 

Generation Z: Case Study in the Highly Competitive Environment of the V4 Group. Journal of Competitiveness, 

16(3), 122-136.  

https://doi.org/10.1177/0735633118817879


  
Journal of International Studies 

 
Vol.18, No.1, 2025 

 

 

 
128 

Fauzi, D., & Sumirat, P. A. (2023). Evaluation of Indonesian Tourism Marketing towards Quality 

Tourism. Evaluation, 1(2). 

Frontiers in Neuroscience. (2021). Metaphorical or straightforward? Comparing the effectiveness of different types of tourism 

advertising on social media. Retrieved from https://www.frontiersin.org/articles/10.3389/fnins.2022.851729/full 

Gavurova, B., Skare, M., Belas, J., Rigelsky, M., & Ivankova, V. (2023). The relationship between destination image 

and destination safety during technological and social changes COVID-19 pandemic. Technological forecasting and 

social change, 191, 122488.  

Gavurova, B., & Privara, A., Janikova, J., & Kovac, V. (2021). Quantification of Tourism Sector Parameters Related 

to Competitiveness of Countries According to Macroeconomic Indicators. Journal of Competitiveness, 13(3), 56-

72.  

Gligorijevic, B. (2014). Info-active and Info-passive: The new type of consumer classification. Proceedings of the 2014 

Australian and New Zealand Marketing Academy Conference (ANZMAC), 1172-1178. 

Grebmer, C., & Diefenbach, S. (2020). The challenges of green marketing communication: Effective communication 

to environmentally conscious but skeptical consumers. Designs, 4(3), 25. 

Gupta, G. (2019). Inclusive use of digital marketing in tourism industry. In Information Systems Design and Intelligent 

Applications: Proceedings of Fifth International Conference INDIA 2018, Springer Singapore, 1, 411-419. 

Habes, M., Alghizzawi, M., Khalaf, R., Salloum, S.A. and Ghani, M.A. (2018) The relationship between social media 

and academic performance: Facebook perspective. International Journal of Information Technology and Language 

Studies, 2(1), 12-18. 

Chang, Y. & Thorson, E. (2023). Media multitasking, counterarguing, and brand attitude: Testing the mediation effects 

of advertising attention and cognitive load. Computers in Human Behavior, 139, 107544. 

Jekabsone, I., & Gudele, I. (2020). Application of AHP Method for Factors Analysis Influencing E-Commerce: Case 

Of Latvia. International Multidisciplinary Scientific GeoConference: SGEM, 20(5.2), 59-66. 

Johnson, H., Smith, P., & Taylor, R. (2020). Gender dynamics in tourism marketing: A systematic review of global 

trends. Annals of Tourism Research, 40(5), 225-240. 

Lewicki, M., & Florek, M. (2024). Non-immersive forms of virtual reality (NIVR) and attitudes towards travel 

destinations in the era of COVID-19 self-isolation. Human Technology, 20(3), 592–610. 

https://doi.org/10.14254/1795-6889.2024.20-3.9 

Kayumovich, K. O., & Kamalovna, S. F. (2019). Social media-marketing-a forceful tool for tourism industry. European 

science, 7(49), 41-43. 

Keller, V., & Ercsey, I. (2023). Thematic analysis of google play reviews of lifestyle apps. Human Technology, 19(1), 82–

102. https://doi.org/10.14254/1795-6889.2023.19-1.6 

Khodadadi, M. (2019). Challenges of branding Iran: Perspectives of Iranian tourism suppliers. Tourism Planning & 

Development, 16(1), 112-117. 

Koch, J., Frommeyer, B., & Schewe, G. (2020). Online shopping motives during the COVID-19 pandemic—lessons 

from the crisis. Sustainability, 12(24), 10247. 

Malik, I.A., Raza, M.A., Hadi, N.U., Khan, M.J.. & Hameed, F. (2023). Social commerce constructs and purchase 

intention on social commerce sites: investigating the role of affective and cognitive attitudes in managing digital 

marketing challenges. Management & Marketing, Sciendo, 18(1), 474-495. https://doi.org/10.2478/mmcks-

2023-0026. 

Martín-Martín, J. M., Guaita-Martínez, J.M., Solano-Sánchez, M.A., & Prados-Castillo, J.F. (2023). Virtual tourism: A 

new way of travelling and a new traveller profile. Journal of Competitiveness, 15(4), 134-153. 

Matušíková, D., Vargová, T. D., Lukáč, M., & Scholtz, E. (2023). Perception of the necessity of digital innovaions 

applicaion as an element of health protecion and sustainable hospitality sector futere. Geo Journal of Tourism and 

Geosites, 47(2), 397-406.  

Mensah, K., & Amenuvor, F. E. (2021). The influence of marketing communications strategy on consumer purchasing 

behaviour in the financial services industry in an emerging economy. Journal of Financial Services Marketing, 27 (1), 

191-205. 

Mohamed, G. A., Alakhras, H. A., Khalil, R. A., & Mohamed, M. A. (2022). Role of tourism advertising campaigns in 

improving destination image. Journal of Sustainable Tourism and Entrepreneurship, 3(2), 91-104. 

Moravec, V., Hynek, N., Gavurova, B., & Kubak, M. (2024). Everyday artificial intelligence unveiled: Societal awareness 

of technological transformation. Oeconomia Copernicana, 15(2), 367-406. 



Radovan Bacik, Jaroslava Gburova, 
Stefan Gavura, Barbora Iannaccone 

Impact of digital marketing on the purchasing 
behavior of modern consumers … 

 

 

 
129 

Nastisin, L., Korba, P., & Pisar, O. (2022). Consumer's online brand-related activities on the social network Instagram: 

An analytical view of the motivation for these activities. Marketing and Management of Innovations, 4, 164-172. 

Negi, S. M., Chaurasia, A. (2021). The role of online marketing in the travel & tourism industry. Journal of University of 

Shanghai for Science and Technology, 23 (7), 301-308. 

Nguyen, U. (2022). The importance of digital marketing to customers' behaviour in tourism during and after COVID-19. [Bachelor's 

thesis, Haaga-Helia University of Applied Sciences]. Theseus Repository. Retrieved from 

https://www.theseus.fi/ handle/10024 /755760 

Pacana, A., Swiec, D., Stolarik, P., Ključnikov, A., Vozňáková, I. (2023). Comparative analysis of the current approach 

of customers and SMEs from the V4 countries to proenvironmental improving products´ quality. Acta 

Montanistica Slovaca, 28(3), 696-708.  

Palatkova, M. (2012). Travel and tourism marketing–Review. Czech Journal of Tourism, 1(1), 30-52. 

Petrovský, J., Klenová, L., Petrovský, R., Krajňáková, I. And Bortáková, K. (2023). Role of Information 

Communication Technologies Regarding Employment Aspect in Mining Industry. Acta Montanistica Slovaca, 28 

(1), 113-122. 

Rivza, B., Kruzmetra, M., Rivža, P., Miceikiene, A., Balezentis, A., & Jasaitis, J. (2020). E-commerce as a Consequence 

of Innovation and the Cause of New Innovations for SMEs: the Perspectives of Latvia and Lithuania. 

Comparative Economic Research. Central and Eastern Europe, 23(3), 7-20. 

Rossidis, I., Belias, D., Varsanis, K., Papailias, S., Tsiotas, D., Vasiliadis, L., & Sdrolias, L. (2019). Tourism and 

destination branding: The case of Greek Islands. In Strategic Innovative Marketing and Tourism: 7th ICSIMAT, 

Athenian Riviera, Greece, 2018 (pp. 93-100). Springer International Publishing. 

Simulmedia. (2022). Journey to success: How streaming and CTV advertising can help travel marketers. Retrieved from 

https://www.simulmedia.com/blog/journey-to-success-how-streaming-and-ctv-advertising-can-help-travel-

marketers 

SpringerLink. (2023). Digital marketing role in the tourism sector in post-COVID-19. Retrieved from 

https://link.springer.com 

Statista. (2023). TV advertising worldwide - statistics & facts. Retrieved from 

https://www.statista.com/topics/5952/television-advertising-worldwide/ 

Stephen, A. T. (2016). The role of digital and social media marketing in consumer behavior. Current Opinion in Psychology, 

10, 17–21. 

Skare, M., Gavurova, B., & Polishchuk, V. (2023). A large‐scale decision‐making model for the expediency of funding 

the development of tourism infrastructure in regions. Expert Systems, e13443. 

Skare, M., Gavurova, B., & Polishchuk, V. (2023). A fuzzy multicriteria model of sustainable tourism: Examples from 

the V4 countries. IEEE Transactions on Engineering Management, 71, 12182-12193. 

Štefko, R., Nastišin, L., Nebeský, L., & Fedorko, R. (2023). Consumers’ Online Brand-Related Activities on Facebook 

as a Competitive E-Commerce Channel. Journal of Competitiveness, 15(1), 91-112. 

Vargová, T. D., Šenková, A., Matušíková, D., & Švedová, M. (2021). Quality management in tourism services. Calitatea, 

22(183), 130-135. 

Xu, Y., Chen, W., & Ow, T. T. (2023). How does an enterprise use social media posts to acquire online social capital? 

A measuremnt perspective based on wechat users'digital footprints. Journal of Organizational Computing and 

Electronic Commerce, 32(3-4), 175-195. 

Zeng, F., Wang, R., Li, S. Y., & Qu, Z. (2022). Social media advertising through private messages and public feeds: A 

congruency effect between communication channels and advertising appeals. Information & Management, 59(4), 

103646.  

Zhou, P., Huang, W., & Li, X. (2021). Age and digital engagement in tourism: A comparative study across demographics. Journal 

of Consumer Behavior in Tourism, 22(3), 89-105. 

https://www.theseus.fi/
https://www.simulmedia.com/blog/journey-to-success-how-streaming-and-ctv-advertising-can-help-travel-marketers
https://www.simulmedia.com/blog/journey-to-success-how-streaming-and-ctv-advertising-can-help-travel-marketers
https://link.springer.com/
https://www.statista.com/topics/5952/television-advertising-worldwide/

	1. Introduction
	1. Literature review
	2. Methods and methodology
	3. Survey results
	4. Discussion
	5. Conclusion
	Acknowledgement
	REFERENCES

