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Abstract. The fundamental insight behind marketing segmentation is consumer diversity. Ignoring 
digital tourist heterogeneity can disadvantage tourism businesses and destinations. Using a multidi-
mensional framework, this study segments digital tourists based on their perceptions, preferences, 
and motivations for digital marketing. Based on a survey administered to tourists (n=401), findings 
revealed two factors, each for perceptions and preferences and one factor for motives as the segmen-
tation basis. Cluster analysis revealed three segments (the tech-savvy digital tourists, sceptical digital 
users, and balanced digital enthusiasts). Through the findings in terms of the identified segments, 
the study’s contribution extends the segmentation theory by demonstrating the diversity of digital 
tourists, especially in digital engagement and trust in digital marketing, while enriching the under-
standing of digital consumer behaviour. The implications include advancing the understanding of 
tourist behaviour in the digital era. The study recommends incorporating demographic insights into 
digital marketing strategies to enhance tourist engagement and satisfaction.
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1. Introduction

Tourism, a cornerstone of the global economy, has suffered several crises during 
the last decades (Gössling et al., 2020). The industry urgently needs a transforma-
tion towards a new paradigm based on sustainability, a task in which technology 
is bound to play a fundamental role in revolutionising the tourism industry. Tech-
nological innovations have a long-standing history of supporting tourism develop-
ment (Deb et al., 2022), promoting innovative marketing techniques (Chou et al., 
2022), and creating new marketing avenues (Koohang et al., 2023). The tourism 
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industry’s reliance on information presents a significant opportunity for digitalisa-
tion (Zillinger, 2020), with digital marketing effectively facilitating communica-
tion between tourists, tourism stakeholders, and destination marketers (Trunfio 
& Della-Lucia, 2019). Successful marketing relies on market segmentation, which 
is the process of dividing a heterogeneous market into homogeneous groups of 
tourists with similar needs or characteristics (Dolnicar, 2022).

The importance of analysing market segments has been acknowledged for sev-
eral decades as a crucial tool that can guarantee the success of tourist organisations 
in the competitive and complex global environment (Dyk et al., 2020; Kotler, 1983). 
The widespread and fast-paced development, adoption, and use of digital tech-
nologies after the Covid-19 pandemic have changed tourists’ behaviours, particu-
larly when it comes to their preferences for digital marketing tools and platforms, 
motivations for use, and perceptions of digital marketing platforms (Chamboko-
Mpotaringa & Tichaawa, 2021; Şchiopu et al., 2016). Wearable and mobile devices, 
accompanied by advances in ICT infrastructure have given tourists instant access to 
information (Mirzaei et al., 2024), enabling personalised experiences through im-
mersive content and providing 24/7 customer support (Tsai, 2022). The technology 
has presented tourism stakeholders and destination marketers with unprecedented 
opportunities to target specific market segments more effectively and efficiently 
to optimise their marketing efforts (Natocheeva et al., 2020). By understanding 
tourists’ changing needs and preferences businesses can adjust marketing strategies 
to improve customer satisfaction and loyalty (Pandey et al., 2023). Consequently, 
tourism stakeholders increasingly invest in diversifying their offerings to cater to 
tourists’ changing needs and expectations.

Through a comprehensive review of existing studies, we have identified signifi-
cant research gaps. Previous studies mainly focus on the impact of digital mar-
keting channels on customer purchasing behaviour in the tourism industry (see 
Dastane, 2020; Mathew & Soliman, 2021), managing digital campaigns for sustain-
able tourism destinations (Rodrigues et al., 2023), the effect of digital marketing 
tools on low-density tourism regions and demarketing tourism for sustainability 
(Hall & Wood, 2021). While these studies acknowledge that digital marketing is 
a necessary instrument for survival, they do not offer useful insights into tourist 
behaviour and different segments of tourists that destinations and marketers could 
benefit from. Although a few other studies (see Agyeiwaah & Bangwayo-Skeete, 
2023; Jackman & Naitram, 2023; Li et al., 2023; Zhou & Chen, 2023) have attempted 
to close this gap, we argue that they failed to consider the progress that has been 
made in the field of digital technologies. In addition, tourist behaviour patterns 
keep changing under the influence of various factors such as experiences, technol-
ogy, changing demographic profiles, preferences, sustainability concerns, evolving 
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travel motivations and perceptions (Chamboko-Mpotaringa & Tichaawa, 2023b; 
Nandasena et al., 2022; Santos et al., 2016).

One of the most salient gaps in segmentation research is failure to account for 
tourists’ preferences, perceptions, motivations, socio-demographics and digital 
marketing strategies preferences. In an effort to bridge this gap, we set ourselves 
three specific objectives. The first was to explore tourists’ perceptions of digital 
marketing, digital marketing preferences and motivations for using digital mar-
keting services. The second was to segment digital tourists based on their per-
ceptions, preferences, and motivations. The third was to identify differences in 
socio-demographic and digital marketing strategy preferences among segments 
of digital tourists.

2. Literature Review

2.1. Digital Marketing in Tourism

Technological advances have led to an increasingly competitive global marketplace 
(Solomon et al., 2022), in which many products and services can be obtained any-
where in the world, 24/7 (Stylos et al., 2021). The practical disappearance of ter-
ritorial boundaries thanks to the internet has created a worldwide market and has 
levelled the playing field for all marketers. Online presence achieved through web-
sites, travel applications, and social media platforms can stimulate brand aware-
ness, boost sales and improve competitive advantage (Bassano et al., 2019). These 
developments have eliminated intermediaries, enabling marketers and customers 
to engage directly in real-time communications.

Digital platforms (e.g. websites and social media) enable tourists to give feed-
back and eliminate barriers like time, distance and location (Leung et al., 2019). 
Online information can be updated quickly, efficiently and at any time. Blogs, travel 
reviews and social media allow tourists to communicate with each other (Chen & 
Law, 2016; Molina et al., 2020). Consequently, it is increasingly difficult for service 
providers to deceive customers without being exposed online (Rao, 2021). Thanks 
to data mining, marketers can analyse tourists’ travel behaviour history, profile 
tourists and recommend tourism destinations in order to offer tourists serviced 
that are mor personalised (Leal et al., 2018). Artificial intelligence (AI), such as 
chatbots and text messaging customer support services, can provide fast, accurate, 
and 24/7 customer assistance. Given the growing variety of digital technologies, 
marketers need to keep up-to-date on tourists’ changing digital marketing percep-
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tions, preferences, and motivations in order tyo be able to provide online content 
when and where customers need it.

2.2. Digital Tourists

Insights from the literature documenting how information technology develop-
ments have changed the way tourists use technology during their trips have given 
rise to new conceptual frameworks for defining tourists in this context (Gajdošík, 
2020). Previously, the focus was on the informed tourist, who was characterised 
as more demanding, experienced, and empowered, thanks to the possibilities of-
fered by ICT. More recently, the proliferation of smartphones in everyday life and 
travel has been associated with the concept of the digital tourist, described as well-
travelled and expecting personalised experiences. Digital tourists continue to play 
an increasingly important role as new technologies become available (immersive 
technologies, such as virtual reality, augmented reality, Metaverse, IoT, and cloud 
computing) (Gajdošík, 2022).

The concept of digital tourists has been identified as a distinct social category 
of sophisticated customers (González-Reverté & Liviano-Solís, 2019). They are 
defined as hybrid tourists who use different technologies and channels (Tiwari & 
Tripathi, 2023). Digital tourists own various digital devices, which allow them to 
engage at multiple digital touchpoints to purchase travel products. As a result, they 
are often literally a ‘click away’ from information (Moutinho & Vargas-Sanchez, 
2018), which they can use to plan their trips independently without the help of 
agents (Gajdošík, 2022). Digital tourists do not shy away from sharing information 
and views (Alghizzawi et al., 2020) as they look for diverse tourism experiences. 
The availability of travel blogs and social media platforms, such as Facebook, Insta-
gram, TikTok, and Twitter, has made it easy for digital tourists to access customer 
reviews before using a digital marketing platform (Tran, 2020). Online reviews 
are now the first source of information for many digital tourists. They play a role 
in content generation and are highly interactive (Starcevic & Konjikusic, 2018), 
forcing marketers to engage with them (Buhalis, 2021). As digital tourists become 
more informed, they are also eager to adopt and learn any new technology they 
perceive as useful (Gajdošík, 2022).

2.3. Theoretical framework

Since digital marketing platforms are now such a popular tool that tourists use to 
search for information about tourism services and share their opinions, market seg-
mentation theory (MST) can be used to enhance the use of digital platforms and im-
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prove the overall tourist experience, while the technology acceptance model (TAM) 
and updated DeLone and McLean Information System Success Model (DMISSM) 
(See Figure 1) can be applied to explain the dynamics and complexity of the use of 
technology in terms of tourists’ perceptions, preferences and motivations.

Theoretical framework
Profiling digital tourists

Market Segmentation 
Theory (MST)

Sociodemographic 
characteristics

Behavioural characteristics 
such as motivation, 

perceptions and 
preferences

Technology Acceptance 
Model (TAM)

Perceived ease of use

Perceived usefulness

Attitude

Updated DeLone and 
McLean Information 

System Success Model 
(DMISSM)

Information quality
System quality
Service quality

Use
User satisfaction

Benefits

Fig. 1. Theoretical framework
Source: Authors

The existence of interrelationships between the theories, which are depicted by 
the arrows in Figure 1, means that different market segments may differ in their 
attitudes towards digital platforms and their perceptions regarding their ease of 
use and usefulness. While segmentation helps to tailor information systems, such 
as travel apps, to meet specific tourist needs and enhance the success of the system, 
knowledge about the information-seeking behaviour of different types of tourists 
can provide insights into preferences of different tourist segments regarding digi-
tal platforms (Chamboko-Mpotaringa & Tichaawa, 2023a). The success of digital 
marketing platforms depends on the extent to which they are widely recognised, 
accepted, adopted, and utilised, which in turn depends to the extent to which they 
meet and exceed tourists’ expectations (Khasawneh et al., 2023).

2.4. Market Segmentation Theory (MST)

Introduced in 1956 by Wendell R. Smith, market segmentation has served as a tool 
to gain an in-depth understanding of the systematic heterogeneity of tourists (Dol-
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nicar, 2022), which is used for targeted marketing and personalisation. The knowl-
edge gained as a result of market segmentation helps marketers identify marketing 
opportunities and develop tailor-made products and services (Jeong et al., 2018). In 
the context of tourism, segmenting digital tourists involves analysing individuals’ 
characteristics, behaviours, preferences, and needs with respect to various digital 
channels and platforms that tourist use to search, plan, and book travel-related 
products and services (Tiwari & Tripathi, 2023). Segmentation criteria can include 
sociodemographic and behavioural characteristics (like motivation, perceptions 
and preferences).

Previous segmentation studies have relied on geographic characteristics (Zhou 
& Chen, 2023), socio-demographic variables (Alén et al., 2017), psychological and 
behavioural factors, including motivation (Kruger et al., 2016; Nagy et al., 2021) 
and the benefit sought (Myburgh and Kruger, 2024). Technology has not only 
transformed tourists’ expectations of destinations by providing them with a wealth 
of information and freedom from traditional rules (Tirado-Morueta et al., 2018) 
but also given rise to the emergence of different types of tourists (Gajdošík, 2020; 
Guerard et al., 2024). Visser (2021) argues that no single segmentation base is 
sufficient to accurately predict market behaviour (Visser, 2021). This is why the 
following study relies on multiple segmentation bases to profile digital tourists.

2.5. Technology Acceptance Model (TAM)

The technology acceptance model (Davis, 1989) is the most widely adopted and 
practical approach to investigate tourists’ acceptance and usage of new technology 
(Liu & Zheng, 2023). TAM maps out two cognitive factors — perceived usefulness 
and ease of use — that determine how users form beliefs about potential ben-
efits and challenges of a given technology. These factors shape tourists’ attitudes 
and adaptive behaviours and ultimately determine the level of acceptance. TAM 
provides insights into how digital tourists’ acceptance of technology influences 
their engagement and satisfaction. The easier and more useful technology is per-
ceived to be, the more likely it is to be accepted, and consequently, be used more 
frequently.

Previous tourism studies have applied TAM in different contexts, e.g. to inves-
tigate the use of health QR codes in pandemic travel, (Liu & Zheng, 2023), social 
media for outbound leisure travel (Singh & Srivastava, 2019), tourist behaviour and 
perceptions of digital technology platforms (Chamboko-Mpotaringa & Tichaawa, 
2023; Soto et al., 2020) and sustainable marketing (Chou et al., 2022). Other schol-
ars have applied TAM to explore tourists’ motivations for using online streaming 
services (Camilleri & Falzon, 2021), investigate hyper-personalisation through 
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digital clienteling (Elsawy, 2023) and the effects of digital content marketing on 
tourism consumer behaviour (Mathew & Soliman, 2021).

2.6. Updated DeLone and McLean Information 
System Success Model (DMISSM)

The updated DMISSM provides a theoretical foundation for a customer satisfaction 
philosophy, which seeks to identify the needs and expectations of customers and 
measure their perceptions. Based on six factors (information quality, system qual-
ity, service quality, system use / usage intention, user satisfaction, and net system 
benefit), the updated DMISSM is an extension of the original DeLone and McLean 
model, which measures the success of information systems (DeLone & McLean, 
2003). In the context of tourism, the updated DMISSM can provide insight into how 
digital tourism platforms can successfully deliver value and satisfaction to tourists. 
The greater the overall quality of technologies, the more likely they are to mirror 
users’ preferences and motivations (Isaac, 2019).

The updated DMISSM has been applied to evaluate e-commerce websites (Yel 
et al., 2020), investigate tourists’ intention to use new technology (Albaom et al., 
2021) and digital marketing’s impact on destination image, sustainability and in-
tention to visit (Rodrigues et al., 2023). All of these authors agree that the quality of 
the system, information, and service significantly influences system use (or usage 
intention) and user satisfaction.

3. Methods

Segmentation of digital tourists was conducted using quantitative data about tour-
ists’ perceptions, preferences, and motivations regarding digital marketing, which 
were collected in a face-to-face survey involving domestic tourists visiting South 
African tourist attractions as overnight tourists. Respondents were asked to com-
plete the questionnaire in the presence of the researcher. Respondents had to be 
familiar with and have experience using or be influenced by digital marketing plat-
forms such as social media (like Facebook, Twitter, TikTok and Instagram), web-
sites and travel applications in their travel decisions. A non-probability convenience 
sample of tourists was selected to represent domestic tourist arrivals at major tourist 
attractions in each province, as identified by South African Tourism (South African 
Tourism, 2024). Figure 1 shows a map of provinces, together with a list of the main 
attractions and the counts of completed questionnaires in each province.



8 Mavis Chamboko-Mpotaringa, Tembi M. Tichaawa 2071

Province and targeted attractions
Completed questionnaires

n=401 in %

■ Western Cape (Table Mountain, False Bay and Cape Point 89 22.2

■ Gauteng (National Botanical Gardens, Soweto and Apartheid Museum) 73 18.2

■ KwaZulu Natal (Durban Beaches and Umhlanga Coast) 68 17.0

■ Limpopo (Mapungubwe) 53 13.2

■ Mpumalanga (Kruger National Park) 44 11.0

■ Eastern Cape (Nelson Mandela Museum) 26 6.5

■ Free State (Clarens and National Botanical Gardens) 22 5.5

■ North West (Sun City) 18 4.4

■ Northern Cape (The Big Hole) 8 2.0

Fig. 1. Distribution of completed questionnaires
Source: Authors

A questionnaire consisting of 37 items designed to measure perceptions, prefer-
ences, and motivations was developed following a comprehensive literature review 
(Breda et al., 2019; Davis, 1989; González-Reverté & Liviano-Solís, 2019; Jeng et 
al., 2017; Singh & Srivastava, 2019). The degree of agreement with each statement 
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was measured on a five-point Likert scale (1 = “strongly disagree”, 2 = “disagree”, 
3 = “neutral”, 4 = “agree”, and 5 = “strongly agree”).

After calculating descriptive statistics, the survey data were subjected to factor 
analysis, cluster analysis, Chi-square tests and ANOVA. Factor analysis was per-
formed to identify factors underlying these dimensions. Reliability and mean val-
ues for the extracted factors were checked. Hierarchical and K-cluster analysis was 
performed to identify similar segments of tourists. The resulting cross-tabulations 
were analysed using chi-square tests and phi-values to determine if the differences 
between the segments were statistically significant. Finally, ANOVA was conducted 
to analyse differences between the three segments of respondents taking into ac-
count the identified factors, respondents’ socio-demographic characteristics and 
their preferences regarding digital marketing strategies.

4. Results

4.1. Profile of the Respondents

Table 1. Description of the sample (n=401)

Demographic characteristics n %

Sex Female
Male

222
179

55.3
44.7

Age 18–30
31–40
41–50
51–60

≥61

144
131
67
31
28

35.9
32.7
16.7
7.7
7.0

Monthly 
income

≤R1000
R1001–5000

R5001–10000
R10001–15000
R15001–20000

≥R20001

93
61
43
55
52
97

23.3
15.3
10.7
13.7
12.9
24.1

Note: Exchange rate as of 12 May 2025: 1 USD = 18.31 ZAR
Source: Authors

4.2. Results of Factor Analysis (Segmentation Variables)

Factor analysis has been widely used to identify underlying dimensions or con-
structs and calculate factor scores. Principal component analysis (PCA) was first 
applied to classify and identify three dimensions of the data: perceptions of digital 
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marketing, digital marketing preferences, and motives for using digital marketing. 
The results of principal component analysis and factor analysis are presented in 
Tables 2 and 3.

As for perceptions of digital marketing, Barlett’s test of sphericity (8657.997, 
p=.000) and the KMO measure of sampling adequacy (.961) confirmed the validity 
of the constructs and adequacy of the sample size. Twenty-two items were reduced 
to two factors with an Eigenvalue greater than 1.0; no items were removed. The two 
factors — digital convenience and engagement and digital information credibility 
and accuracy — had an average inter-item correlation of 0.638 and 0.722 and mean 
scores of 4.0 and 3.9, respectively, accounting for about 70% of the variance. The 
factors were internally consistent since the Cronbach Alpha’s were greater than the 
threshold of 0.70 (Nunnally, 1978).

Table 2. PCA results

Dimensions / Factors / Items Item 
loadings

PERCEPTIONS OF DIGITAL MARKETING

Factor 1: Digital convenience and engagement

Digital marketing tools and platforms enhance the quality of my trips 0.861

The information provided is easy to understand 0.858

Digital marketing tools and platforms are flexible 0.857

I find that digital marketing tools and platforms are user-friendly 0.852

Digital marketing tools and platforms are useful on my trips 0.848

Digital marketing tools and platforms enable me to have more convenient trips 0.838

I am familiar with using digital marketing platforms and tools 0.836

Content can be reached quickly and easily on digital marketing tools and platforms 0.819

Digital marketing tools are part of my lifestyle 0.797

There is a high chance of getting a response to an inquiry 0.792

I can access the information on digital marketing platforms anywhere in the world 0.791

Learning to use digital marketing tools and platforms would be easy for me 0.789

I feel involved when using interactive digital marketing tools 0.786

Digital marketing tools and platforms allow for instant feedback 0.778

Digital marketing platforms are available 24 hours per day 0.774

Digital marketing platforms have a high level of creativity (e.g., high visual media) 0.773

The information about tourism destinations, attractions, products and 
services, and recommendations is usually based on my interests 0.768

Digital marketing tools and platforms give me ideas about possible next trips 0.679

Factor 2: Digital information credibility and accuracy

The information provided is trustworthy 0.419

The information provided is accurate and reliable 0.378

The information provided is comprehensive 0.312
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Dimensions / Factors / Items Item 
loadings

The information provided is updated 0.302

DIGITAL MARKETING PREFERENCES

Factor 1: Digital tourism planning and research

When planning my holiday, I prefer using/readings comments on consumer review sites 0.733

When planning my holiday, I prefer using/readings comments on blogs 0.725

When planning my holiday, I prefer using/readings comments on tourism 
destination websites and tourism businesses websites. 0.703

When planning my holiday, I prefer using/readings comments on online sharing economy platforms 0.656

When planning my holiday, I prefer using/readings comments on specialized search engines 0.641

Travel Applications 0.605

Factor 2: Social media engagement

When planning my holiday, I prefer using/readings comments on social network sites 0.568

When planning my holiday, I prefer using/readings comments on video sharing sites 0.496

When planning my holiday, I prefer using/readings comments on photo-sharing sites 0.445

MOTIVES FOR USING DIGITAL MARKETING

Factor 1: Digital marketing effectiveness

Benefits derived from using digital marketing platforms 0.901

The ease at which I can use digital marketing platforms 0.909

The quality of information provided on digital marketing platforms 0.860

The quality of the digital marketing platforms 0.882

The quality of the service I receive when using digital marketing tools. 0.865

Source: Authors

Table 3. FA results

Dimension Factors

Perceptions of digital marketing Digital convenience 
and engagement

Digital information 
credibility and accuracy

Eigenvalue 14.196 1.96

Variance explained 64.526 5.438

Average inter-item correlation 0.638 0.722

Reliability coefficient (Cronbach’s alpha) 0.969 0.912

Mean 4.0 3.9

Digital marketing preferences Digital tourism 
planning and research

Social media 
engagement

Eigenvalue 4.056 1.250

Variance explained 45.063 13.889

Average inter-item correlation 0.427 0.552

Reliability coefficient (Cronbach’s alpha) 0.817 0.788

Mean 3.4 3.7
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Dimension Factors

Motives for using digital marketing Digital marketing 
effectiveness

Eigenvalue 3.902

Total variance explained 78.037

Average inter-item correlation 0.725

Reliability coefficient (Cronbach’s alpha) 0.929

Mean (x̄) 4.0

Notes: Items were measured on a 5-point Likert-type scale  
(1 = strongly disagree, 3 = neutral, 5 = strongly agree).

Source: Authors

In the case of digital marketing preferences, the factor model also consists of two 
factors, each with an Eigenvalue greater than 1.0. Results of Barlett’s test of sphe-
ricity (1228.304, p= .000) and the KMO measure of sampling adequacy (.848) con-
firmed the model’s validity. The average inter-item correlation for factor 1 (digital 
tourism planning and research) was 0.427, and for factor 2 (social media engage-
ment) — 0.552. The two factors had mean scores of 3.4 and 3.7, respectively, and 
accounted for about 59% of the variance. Values of Cronbach’s Alpha were greater 
than the threshold of 0.70, confirming the factors’ internal consistency.

As regards the last dimension, motives for using digital marketing, the mod-
el’s validity and sampling adequacy were confirmed by Barlett’s test of sphericity 
(1554.824, p= .000) and the KMO measure (.881), respectively. The corresponding 
five items were reduced to a model with one factor (digital marketing effective-
ness), whose eigenvalue was greater than 1 and the mean score was 4.0. The average 
inter-item correlation was 0.725. The factor accounted for 78% of the variance and 
Cronbach Alpha’s coefficient was greater than the threshold of 0.70.

4.3. Results of Cluster Analysis

Cluster analysis involving Ward’s method with squared Euclidean distance revealed 
three clusters (segments) of tourists. Although there is no commonly accepted 
standard of cluster size, the number of respondents per cluster was significant 
(Sarstedt & Mooi, 2019). Results of ANOVA indicated that all five factors contributed 
to the differentiation between the three segments (p < 0.001) (Table 4).

The correlation was also tested between the socio-demographic variables and 
digital marketing strategy preferences of respondents in each segment. Age was 
found to make a statistically significant difference (χ2=24.553; p=.001) but had 
a small effect size (φ=0.248), while no statistical significance could be established 
for sex (χ2=4.590; p=.101), which also had a small effect size (φ=0.108). Digital 
marketing strategy preferences were also found to make a statistically significant 
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difference (χ2=9.386; p=.045) but had a small effect size (φ=0.153). It can therefore 
be concluded that segmentation was based on the factors underlying respondents’ 
perceptions, preferences, and motivations regarding digital technologies.

Table 4. Results of ANOVA, Chi-square and Phi-value multiple comparisons 
for the three segments of digital tourist based on perceptions, preferences, 

motivations, socio-demographics, and digital marketing strategies.

Segment characteristics S1:
Tech-savvy 

digital 
tourists 
(n=253)

S2: Sceptical 
digital users 

(n=47)

S3: 
Balanced 

digital 
enthusiasts 

(n=101)

F-ratio Sig. Chi-
square 

(χ2)

Phi-
value

(φ)

Perceptions

Digital convenience and engagement 4.35 1.91 3.96 289.560 0.001*** 456.685 1.069

Digital information credibility and accuracy 4.26 1.93 3.84 178.226 0.001*** 302.000 0.869

Preferences

Digital tourism planning and research 3.94 2.38 2.46 224.084 0.001*** 317.852 0.891

Social media engagement 4.31 2.08 3.04 215.957 0.001*** 299.035 0.865

Motivations

Digital marketing effectiveness 4.36 1.87 4.06 263.270 0.001*** 352.197 0.938

Socio-demographic characteristics

Age 6.676 0.001*** χ2=24.553 0.248

18–30 66.7% 11.8% 21.5%

31–40 72.5% 9.2% 18.3%

41–50 58.2% 10.4% 31.4%

51–60 35.5% 12.9% 51.6%

Over 60 44.4% 22.3% 33.3%

Sex 2.304 0.101 χ2=4.590 0.108

Female 63.6% 14.3% 22.1%

Male 62.5% 8.5% 29.0%

Monthly income 0.990 0.373 χ2=10.191 0.167

≤R1000 55.3% 14.1% 30.6%

R1001–R5000 67.9% 8.9% 23.2%

R5001–10000 74.4% 10.3% 15.3%

R10001–R15000 68.0% 6.0% 26.0%

R15001–R20000 76.6% 6.4% 17.0%

≥R20001 62.5% 9.1% 28.4%

Digital marketing strategy preferences 3.134 0.045* χ2=9.386 0.153

Image-based marketing strategies 57.1% 18.1% 24.8%

Text-based marketing strategies 62.1% 9.3% 28.6%

Video-based marketing strategies 71.4% 8.9% 19.7%

Notes: S1=Segment 1; S2=Segment 2; S3=Segment3; ***p<.001; **p<.01; *p<.05; 
Phi-value: small effect=0.1 Medium effect=0.3 and large effect=0.5;

Source: Authors
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4.4. Segments of Digital Tourists

As can be seen in Table 4, the segment labelled ‘Tech-savvy digital tourists’ has 
a higher proportion of younger people, heavily clustered with more than 65% in 
the 18–30 and 31–40 age groups, who are highly engaged and responsive to digital 
content and marketing, as evidenced by relatively high mean scores on digital con-
venience and engagement (4.35), social media engagement (4.31), credibility and 
accuracy of digital information (4.26) and digital marketing effectiveness (4.36). 
The difference is statistically significant. This segment has a more balanced sex 
distribution (63.6% female, 62.5% male) and is well-represented across the various 
income levels. Tech-savvy digital tourists have a higher proportion of video-based 
(71.4%) marketing strategies.

The second segment, labelled ‘Sceptical digital users’, though diverse in age, is 
characterised by a relatively higher share of older people (22.2% of those aged over 
60), who are considerably less responsive to digital marketing, as evidence by low 
mean scores for digital convenience and engagement (1.91), credibility and accuracy 
of digital information (1.93), digital tourism planning and research (2.38) and social 
media engagement (2.08). They are less influenced by digital marketing efforts (1.87). 
More sceptical digital users are females (14.3% vs 8.5%) and have lower income 
levels: a third of the respondents in this group report incomes that do not exceed 
R10000 (~546 USD). The scores for digital marketing preferences are generally low.

The third segment, labelled ‘Balanced digital enthusiasts’, is characterised by 
moderate mean scores for digital convenience and engagement (3.96) and digital 
information credibility and accuracy (3.84); they are reasonably engaged in digi-
tal tourism planning and research (2.46) and social media (3.04) and have high 
scores for digital marketing effectiveness (4.06). Relatively the largest share of bal-
anced digital enthusiasts, with statistically significant difference are aged 51–60 
and have the lowest income (31% of all respondents reporting monthly income 
below R1000). Their marketing preferences are varied and have no single format 
dominating (28.6% for text-based, 24.8% for image-based and 19.6% for video-
based marketing preferences).

5. Discussion

The study’s first objective was to explore tourists’ perceptions of digital marketing, 
their digital marketing preferences and their motivations for using digital market-
ing. The results show that digital convenience, engagement, and digital information 
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credibility and accuracy are important attributes of tourists’ perceptions of digital 
marketing platforms. This is consistent with the findings reported by Stylos et al. 
(2021), Zhou and Chen (2023) and Zillinger (2020), who emphasise the impor-
tance of information quality, highlighting the importance of digital tourists’ per-
ceptions of information quality. Our findings also align with those of Trunfio and 
Della-Lucia (2019), who emphasise the importance of engagement in the digital 
era. With respect to preferences, the respondents valued platforms that enable tour-
ism planning, research and social engagement. These findings correlate with previ-
ous studies (Estriegana et al., 2019; Leung et al., 2019; Singh & Srivastava, 2019), 
which indicate that tourists use digital platforms to search for travel information to 
enhance their travel experiences. According to our study, the effectiveness of digital 
marketing is an important motivation factor for using digital marketing, which is 
a useful insight for managers (Camilleri & Falzon, 2021). In summary, the results 
of factor analysis justify the use of the identified factors as criteria for segmentation.

The second objective was to segment digital tourists based on the five factors un-
derlying their perceptions, preferences, and motivations regarding digital market-
ing. As a result of cluster analysis three segments were identified: ‘Tech-savvy digital 
tourists,’ (by far the largest one) ‘Sceptical digital users’ (the smallest), and ‘Balanced 
digital enthusiasts.’ Figure 3 shows the main characteristics of each segment.

Tech-savvy digital tourists

High engagement with 
digital content and find it 

convenient and useful.

High trust in the credibility 
and accuracy of digital 

information.

Respond positively to digital 
marketing efforts.

The lowest share of 51-60 
year olds (35%)

Balanced sex distribution

Various income levels

Relatively the highest 
preference for video-based 

strategies.

Sceptical digital users

Low engagement with digital 
content.

Low trust in the credibility 
and accuracy of digital 

information.

Sceptical about the 
usefulness and accuracy of 

digital content.

Less responsive to marketing

Relatively higher proportion 
of older individuals.

Relatively larger 
representation of women.

Relatively larger share of 
people reporting lower 

incomes

Relatively the highest 
preference for image-based 

strategies

Balanced digital enthusiasts

Moderate engagement with 
digital content.

Moderate trust in the 
credibility and accuracy of 

digital information.

Balanced engagement within 
digital tourism planning and 

research and social media 

Respond positively to digital 
marketing efforts.

Relatively the highest share of 
people aged 51–60 (51.6%)

Balanced gender distribution.

Relatively the highest share of 
people reporting the lowest 

income (30%).

Balanced preferences, 
though slightly tilted towards 
text-based and image-based 

preferences.

Fig. 3. Characteristics of three segments of digital tourists
Source: Authors
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The third objective of the study was to identify differences in socio-demograph-
ic variables and preferences regarding digital marketing strategies among the three 
segments. Socio-demographic variables have been demonstrated as useful crite-
ria for segmentation (Alén et al., 2017).Tech-savvy digital tourists are mainly the 
younger generation, while the sceptical digital tourists are predominantly older. 
This is consistent with previous studies, which have found age differences in the 
adoption and the use of technology resulting from the way users view technology 
(González-Reverté & Liviano-Solís, 2019). Marketers can increase the sophistica-
tion of their digital platforms to accommodate both digital natives and immigrants 
without complicating their use (Dhaigude et al., 2016).

Unlike the segments of ‘tech-savvy digital tourists’ and ‘balanced digital en-
thusiasts’, which are roughly balanced in terms of sex, the share of women among 
‘sceptical digital users’ is s larger, which may be a reflection of a digital divide 
between the sexes reported by Singh and Srivastava (2019) but is more likely to 
be due to sampling error. Income was found to have no effect on the use of digi-
tal technologies, which could be the result of their relative affordability (Chen & 
Lin, 2019). Some differences between the segments were identified with respect 
to digital marketing strategy preferences. Relatively more tech-savvy tourists were 
found to prefer video-based and digital marketing strategies, sceptical digital users 
showed a relatively greater preference for image-based digital marketing strategy 
and the relatively largest group of balanced digital enthusiasts (28.6%) preferred 
text-based strategies, which is not surprising given that this segment includes the 
relatively largest share of people aged 51–60. These findings highlight the impor-
tance of adapting messaging strategies to different market segments for optimal 
effectiveness (Molina et al., 2020). It should be pointed out, however, that Guerard 
et al. (2024) cautioned against overreliance on demographic variables for the pur-
pose of segmentation.

6. Implications and Conclusion

The major theoretical contribution of the study is the use of a multidimension-
al theoretical framework involving segmentation theory, TAM and the updated 
DMISSM in the field of tourism. While previous literature has explored digital tech-
nology in tourism (Mirzaei et al., 2024) and in marketing (Pandey et al., 2023), 
there was a lack of segmentation based on tourists’ perceptions, preferences, mo-
tivations and the level of engagement with digital marketing tools and platforms. 
Most studies segment users based on demographic or behavioural factors, neglect-
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ing perceptions, preferences and motivational factors that influence the adoption, 
use and acceptance of technology and systems success. Our findings demonstrate 
the diversity of digital tourists, especially with respect to the level of digital engage-
ment and trust in digital marketing. As regards TAM and DMISSM, the study refines 
their original assumptions by revealing segment-specific drivers of technology 
acceptance and system success. The identified segments: ‘Tech-savvy digital tour-
ists’, ‘Sceptical digital users’, and ‘Balanced digital enthusiasts’ represent different 
perceptions, preferences and motivations regarding digital marketing, which in-
fluence digital content consumption and responsiveness to digital marketing. The 
study enriches existing knowledge about digital consumer behaviour.

On a more practical level, the findings emphasise the importance of applying 
differentiated digital marketing strategies to reach distinct heterogeneous seg-
ments that use digital platforms. For example, ‘tech-savvy digital tourists’ respond 
well to image and video-based strategies, have high levels of engagement with 
digital platforms and prioritise digital convenience. Marketers can use platforms 
with interactive features that offer immersive experiences, such as gamified digital 
communication strategies, virtual tours or artificial intelligence (AI)-enhanced 
itinerary builders. Marketing strategies for this segment should emphasise innova-
tion, implying the need for investments in high-quality visual content. ‘Sceptical 
digital users’ show much less trust towards digital marketing. Given that digital 
tourists in this segment are more cautious and more concerned about data pri-
vacy, ethical issues, trust-building strategies are needed to attract them. This can 
be achieved through transparent, accurate information, user-friendly interfaces 
and hybrid marketing campaigns. Since the relatively largest share of ‘balanced 
digital enthusiasts’ are older, they tend to prefer of text content, which is some-
thing that study marketers need to take into account when design digital content. 
The digital marketing strategies should be more personalised and resonate with 
specific segments.

The study findings suggest the need to prioritise investment in digital platforms 
that yield the highest return on investment based on the behaviours and prefer-
ences of high-potential user segments. Tourism businesses such as accommoda-
tion providers, restaurants and tour operators should work with digital platform 
developers to improve their usability and flexibility in order to cater for the needs 
of ‘balanced digital enthusiasts’, to increase engagement and conversion rates.

Tourism businesses should ensure that they support efficient booking and real-
time updates, while maintaining personal customer service. Thinking about the 
needs of tech-savvy tourists, accommodation businesses should prioritise self-
service digital kiosks, mobile integration and chatbots, while providing an option 
for in-person, telephone or online assistance for sceptical digital users.
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Policymakers should also consider the sex digital divide, some evidence of 
which was found to exist among sceptical digital users. Implementing policies 
promoting digital literacy and trust in digital information is critical to bridge the 
gap in this area. Furthermore, regulations ensuring the accuracy and credibility of 
digital content are crucial in maintaining consumer trust and engagement across 
all segments, fostering inclusivity in the digital tourism marketing environment.

7. Study Limitations

The study described in this article has certain limitations. Since it was based on data 
from a non-random sample of domestic tourists, its findings cannot be generalized 
to the population of all South African tourists, let alone to international tourists. 
Secondly, it must be remembered that the provinces differ considerably in terms of 
area, the number and type of major tourist attractions, which means they receive 
different numbers of tourist arrivals.
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Segmentacja turystów na podstawie ich percepcji, preferencji 
i motywacji dotyczących technologii cyfrowych

Streszczenie. Głównym założeniem segmentacji rynku jest lepsze poznanie specyfiki różnych grup 
konsumentów. Ignorowanie różnic występujących wśród turystów korzystających z narzędzi cy-
frowych może być niekorzystne dla przedsiębiorstw i destynacji turystycznych. Opierając się na 
wielorakich założeniach teoretycznych, autorzy badania dokonali klasyfikacji  turystów korzysta-
jących z technologii cyfrowych na potrzeby marketingu cyfrowego, biorąc pod uwagę ich percep-
cje, preferencje i motywacje dotyczące technologii cyfrowych. Na podstawie analizy czynnikowej 
danych ankietowych zebranych od 401 turystów z RPA, zidentyfikowano trzy czynniki związane 
z percepcją, preferencjami i motywacją. Czynniki te posłużyły jako kryteria segmentacji. W wyniku 
analizy skupień wyodrębniono trzy grupy turystów: biegle posługujących się technologią cyfrową, 
sceptycznie nastawionych i umiarkowanych entuzjastów. Przedstawione wyniki stanowią wkład 
do badań w dziedzinie segmentacji rynku poprzez wskazanie różnic między turystami, jeśli chodzi 
o ich postawy wobec technologii cyfrowych, zwłaszcza pod względem stopnia ich wykorzystania 
i zaufania do marketingu cyfrowego.

Słowa kluczowe: marketing cyfrowy, turyści cyfrowi, segmentacja
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