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Abstract

The use of mobile applications in the Jordanian tourism industry sector as a digital marketing instrument
has catalyzed a notable transition towards customized experiences, targeted marketing, and sophisticated
functionalities like as augmented reality (AR), virtual reality (VR), push notifications, and in-App messaging.
these innovations allow tourism industry enterprises to connect with prospective clients through accessible
information, tailored suggestions, and prompt promotions. this study utilizes a descriptive analytical
methodology to analyses prior research on mobile applications in the tourism industry in 2020 to 2023.
research indicates a significant, direct influence of mobile applications on improving digital tourism industry
services, allowing for personalized ads and enabling rapid, direct engagement with travelers. This study
highlights the necessity for continuous research to adapt to the persistent advancement of digital tools and
their implementation in digital marketing within the service sector, in light of the fierce global competition in
tourism, the challenges presented by the covid-19 pandemic, and the swift evolution of mobile and digital
services.

Keywords: Digital Transformation, Seamless Booking, Tourist Engagement, Real-time Information,
Enhanced Accessibility.

1. INTRODUCTION

Mobile applications in the tourism industry sector have augmented digital marketing
potential by integrating rich media components, such as text, audio, and video, alongside
diverse interactive, pull-based features that improve user engagement. These
applications engage users by providing useful, entertaining, and customizable
experiences customized to individual requirements, enabled by features and programs
expressly developed for personalization (Albattat, 2022).

In the tourism sector, experience-filtering techniques and travel recommendations are
increasingly accessible in real-time, frequently combined with mapping services, utilizing
extensive personal data for customized user experiences (Alafi, 2024).

Mobile app marketing in tourism industry is distinct from conventional online marketing
due to its omnipresence, allowing users to access and interact with material at any time
and from any location [7, 8].

The prevalent use is defined by continuity and immediacy, signifying a transition in
tourism industry marketing from simply integrating mobile technology for client
engagement to prioritizing post-adoption behaviors that promote sustained usage [9, 10].
Behaviors such as app "stickiness" and good word-of-mouth (WoM) are essential for user
retention and sustained engagement, as evidenced by prior research (Nofal, 2020).
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Tourism industry marketing initiatives encompass the development of comprehensive
programs that direct visitors from initial engagement through the complete experience,
attracting both domestic and international tourists to discover national locations. This
study seeks to examine the influence of mobile marketing on tourism industry in Jordan
by conducting a systematic assessment of existing research on digital marketing in
tourism, particularly focusing on mobile applications. The study employs secondary
sources to develop a theoretical framework on tourism industry and electronic marketing
via mobile phones, emphasizing the characteristics that appeal to tourists and their impact
on the expansion of Jordan's tourism industry in the context of rising competition. The
study will finish with discussions on findings, implications, and contributions to future
research aimed at advancing digital marketing in tourism industry (Alghizzawi, 2018).

2. LITERATURE REVIEW

Mobile applications have become essential instruments in the Jordanian tourism industry
sector, utilizing user data such as search history and location to deliver tailored content
and offers. This may encompass suggestions for local attractions, hotel promotions, and
airfare discounts. Moreover, functionalities like Augmented reality (AR) and virtual reality
(VR) enrich user experiences, rendering mobile applications indispensable for enterprises
aiming to engage with clients and provide convenient, customized services. Given the
growing dependence on smartphones for travel research and reservations, it is imperative
for tourism industry enterprises to have a robust presence on mobile platforms (Al-
Weshah, 2018).

Researchers have extensively acknowledged the significance of digital marketing in
tourism, emphasizing its impact on globalization, economic growth, and the advancement
of health tourism. This study is thus highly pertinent for marketing firms and stakeholders
in both the private and public sectors of tourism. Mobile marketing, leveraging the unique
benefits of smartphone applications, allows tourist enterprises to access more audiences,
comprehend target demographics, and tackle the critical elements affecting the efficacy
of digital marketing for diverse products and services (alqudah, 2022). It also aids in
alleviating difficulties presented by the competitive tourism industry environment. This
research will offer significant insights for the formulation of mobile app-based marketing
strategies within the Jordanian tourism industry sector, tackling both opportunities and
problems in a competitive worldwide marketplace (Sulieman, 2024).

Jordanian researchers have focused their attention on the significance of digital marketing
in the development of the tourist industry. They have highlighted the role that digital
marketing plays in fostering globalization, economic progress, and the development of
medical tourism. The study of the impact of employing artificial intelligence technologies
in personalizing tourist experiences and the analysis of user behavior in relation to
multilingual tourism apps are two examples of research fields that still require additional
attention. Another example is the investigation of the impact of using these technologies.
Furthermore, it is recommended that the primary focus be placed on the development of
digital marketing strategies that are based on data pertaining to international tourists, as
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well as the analysis of cybersecurity concerns and the influence that these challenges
have on user confidence in Jordanian tourism applications.

2.1 Mobile Apps in Tourism

The development of tourism industry programs, from early agreements with visitors to the
program's conclusion, demonstrates a thorough endeavor to entice both domestic and
foreign tourists to national sites. The utilization of smartphone applications for trip
bookings has markedly enhanced online travel sales, coinciding with the swift expansion
of the worldwide digital tourism industry business due to technical progress. Figure 1
delineates the principal motivations for the adoption of smartphone-based tourist
applications. Mobile applications in tourism industry augment customer post-purchase
brand interaction and product utilization, hence fostering loyalty, product value, and user
pleasure, as noted in. The efficacy of mobile marketing in tourism industry is contingent
upon the caliber of the visitor demographic, which can directly affect tourist experiences
and their selection of attractions. Tourists frequently depend on recommendations from
acquaintances and online reviews for activities and sightseeing suggestions (Sulieman,
2024).

Figure 1 illustrates the utilization of electronic devices and mobile applications in global
tourism industry during 2020, emphasizing trends in app usage for locating tourist
amenities. Mobile applications have become essential instruments in the Jordanian
tourism industry sector by providing effortless access to booking and information services,
thereby augmenting the overall digital marketing strategy to appeal to a diverse array of
travelers (Algatan, 2020).

Mobile App Usage in Tourism: Global vs Jordan (2020)
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Figure 1: Demonstrates the Use of Electronic Devices and Mobile Applications in
Tourism Industry Worldwide in 2020 Compared to their Usage in Jordan

Domestic and international tourists are encouraged to visit the country's tourist
destinations. tourism industry marketing commences with an analysis of export tourism
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industry markets, delineating their requirements for tourism industry products,
recognizing possible opportunities, examining tourist characteristics, and fulfilling their
needs. This differs from merely supplying tourism industry services and programs, both
nationally and internationally. It seems that the motivations for using mobile apps in
tourism had not been changed since 2020. (Albahrat and others, 2024) have addressed
the motivation of using mobile apps from tourist’s point of view who visited Petra. They
found that the majority use them for reservations, reduce expenses and time and for
transportation. Additionally, by formulating innovative techniques for promoting
smartphones and other applications, alongside the advancement of modern technology
according table 1 (Aloun, 2024).

Table 1. Key Findings on Mobile App Adoption and Usage Across Different
Contexts

No. Author Finding Society
96% of respondents agree that the mobile app helps
Riri Safitri and Riri | promote Indonesian tourism industry hotspots, attracting | 50

1 Fitri Sari tourists; 93.6% find it provides a new approach to respondents
obtaining tourism industry information in Indonesia.
Seeun Kim, Tae Perceived ubiquity, in formativeness, and personalization | 503
Hyun Baek, Youn- . o . .
2 : of mobile apps are positively correlated with their respondents
Kyung Kim, and .
usefulness. in the USA

Kyunga Yoo

Vita Briliana and Findings show that only PEX and performance

. expectancy do not impact adoption decisions; gender 474
3 | Arton Briyan . . o
. moderates the relationship between social influence and | respondents
Prasetio . :
intention.
Wajeeha Aslam, . . . . 914
’ : Timeshare owners' intentions to use a mobile app are
Imtiaz Arif, . : respondents
4 . influenced by technology adoption antecedents such as . .
Zeeshan Atiq, and : . in Florida
: experience, usefulness, and attitude.
Faraz Hussain (USA)

Mobile apps play a significant role in various industries, as highlighted by several studies.
Riri Safitri and Riri Fitri Sari found that mobile apps enhance Indonesian tourism by
attracting tourists, with 96% of respondents agreeing on their usefulness in promoting
hotspots and 93.6% acknowledging their innovative approach to accessing tourism
information. Seeun Kim, Tae Hyun Baek, Youn-Kyung Kim, and Kyunga Yoo revealed
that features such as ubiquity, in formativeness, and personalization positively correlate
with the perceived usefulness of mobile apps.

Similarly, Vita Briliana and Arton Briyan Prasetio noted that while performance
expectancy and perceived enjoyment have minimal impact on adoption decisions, gender
significantly moderates the relationship between social influence and intention.
Additionally, Wajeeha Aslam, Imtiaz Arif, Zeeshan Atiq, and Faraz Hussain emphasized
that timeshare owners’ intentions to use mobile apps are driven by their experience,
perceived usefulness, and attitude, showcasing the diverse applications and influences
of mobile technology.
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2.2 Mobile Application Usage Intention

Mobile app users are more inclined to utilize services in diverse environments and
throughout the day, hence broadening the spectrum of available services to meet various
needs [28, 29]. Commercial services encompass ticket purchase, commodities shopping,
reservation making, financial activities, and electronic payments, which are characteristic
of functional applications. This category also encompasses informative content services
such as news, stock quotes, shopping information, maps, and location-based services.
Consumer responses to advertising initiatives have evolved due to the pervasive use of
mobile phones as a communication medium. The timely and locationally appropriate
delivery of mobile advertising might enhance perceived value and augment customer
receptivity to promotions (Alqudah, A. Z., 2022). The range of applications for mobile apps
has expanded from solely utilitarian purposes to predominantly encompass non-utilitarian
objectives. Mobile applications have evolved into interactive systems that emphasize
hedonic needs such as socialization, enjoyment, and interaction, rather than utilitarian
objectives like enhanced productivity or performance. The integration of intrinsic motives
for using mobile applications with social influences, shown as subjective norm and social
image, illustrates the social motivations of mobile app users (Mobydeen, 2021). Table (2)
shows a Systematic Review on the Significance of Mobile Applications in Tourism.

Table 2: Insights on Factors Influencing Mobile App Adoption and Continued Use

No. Author Finding Society
Vita Briliana and Findings indicate that PEX and performance expectancy
. (PE) are not significant in relation to adoption intention; 474
1 | Arton Briyan ; . X
. gender moderates the relationship between social Respondents
Prasetio : . ;
influence (SI) and intention.
The study reveals that users do not always act on
Venkatesh positive intentions. While intention aligns with UTAUT 637
2 f variables, it does not consistently predict usage. There is
Thong, and Xu : Respondents
a weak correlation between self-reported usage and log
data.
Continued use of M-library apps is strongly tied to
Bhattacherjee and perceptions of ut!llty, expectation confirmation, _and 396
3 . satisfaction. Habit has negative effects on continued
Lin ; : o Respondents
intention and behavior, influenced by system,
information, and service quality.

Several studies provide insights into factors influencing mobile app adoption and usage.
Vita Briliana and Arton Briyan Prasetio observed that performance expectancy (PE) and
perceived enjoyment (PEX) are not significant predictors of adoption intentions, though
gender moderates the relationship between social influence (SI) and intention.

Venkatesh, Thong, and Xu highlighted a gap between users’ positive intentions and
actual usage, noting that while intention aligns with Unified Theory of Acceptance and
Use of Technology (UTAUT) variables, it does not consistently predict behavior, as
evidenced by a weak correlation between self-reported usage and log data.
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Bhattacherjee and Lin demonstrated that the continued use of mobile library (M-library)
apps is primarily influenced by perceptions of utility, expectation confirmation, and
satisfaction, whereas habit negatively affects continued intention and behavior, driven by
system, information, and service quality. These findings emphasize the complex
dynamics of mobile app adoption and sustained usage.

2.3 Mobile Apps as Digital Marketing Tools

Tourism industry constitutes one of the major sectors, as numerous countries have
strategized for its development and the diversification of tourism industry initiatives. To
bolster the national economy and enhance economic prosperity, particularly in developing
nations. These countries have diversified their tourism industry marketing strategies
through mobile applications and e-marketing, as noted in (Alghizzawi, 2019), which also
indicated that enterprises utilize mobile applications to attract tourists. The utilization of
mobile applications might alter tourist behavior and their desires, while also offering timely
information regarding the challenges that tourists may encounter. Technology
significantly influences the tourism industry sector, necessitating that future innovations
mostly fulfil the demands and expectations of travelers via smartphones (Habes, 2018).

3. DISCUSSION AND CONCLUSIONS

The emergence of mobile technology has enabled corporations to provide more tailored
content, as smartphones can effectively gather personal information. This does not
conclude with mobile. The Internet of Things enhances the potential for effortless data
collection and marketing through these devices. Market smartphones initially from a
minimal foundation Initially, marketers have commenced the exploration of several
strategies to leverage the smartphone medium, encompassing those specifically
designed for smartphones as well as adaptations from other domains such as the Internet
(Aziz, 2024). Marketers have undertaken various initiatives, both significant and minor,
and have experienced promising first successes as well as informative failures. It is
universally acknowledged as the direct and straight relationship between Digital
Marketing and Sustainable Businesses. Mobile applications in tourism, a continuation of
traditional advertising methods directed at consumers, have evolved into the industry
standard for direct marketing to visitors in mobile marketing.

The prevalent adoption of mobile devices and the minimal expense associated with
mobile advertising have prompted hotels and tourist stakeholders to participate in this
medium. The tourism industry sector has significantly profited from digital advertising and
marketing through smartphones, enabling the transmission of personalized messages to
travelers based on their preferences and interests via SMS, dedicated applications, and
social media. Both visitors and marketers must recognize these advantages, such as
engagement, cost-effectiveness, and personalization (Ismaeel, 2024). Nonetheless,
there has been scant research on indirect marketing strategies or the various
manifestations of smartphone marketing. Alongside the industry's evolution, a prevalent
consensus regarding the smartphone advertising trend has surfaced. In principle,
advocating for smartphones can significantly benefit tourists. Smartphone applications
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offer exceptional convenience and functionality by assisting individuals in locating
essential resources and key information promptly and efficiently. Recent years have
witnessed a notable transformation in the evolution of digital marketing in tourism,
particularly from the standpoint of mobile applications. Mobile applications have become
an essential instrument for tourism industry organizations to connect with prospective
clients, as an increasing number of individuals using their smartphones for travel planning
and reservations. The increasing prevalence of personalization and targeting in mobile
app marketing has emerged as a significant trend in this domain. This may entail providing
tailored information and offers derived from a user's search history and geographical
location, in addition to leveraging social media and customer testimonials to build
credibility and trust. The incorporation of augmented reality (AR) and virtual reality (VR)
technology in travel-oriented smartphone applications represents a notable advancement
(Aloun, 2024). This may involve employing augmented reality to deliver immersive,
interactive experiences for users, such as virtual tours of locations, or utilizing virtual
reality to create activities like scuba diving or skydiving. Moreover, there has been a rise
in the utilization of mobile-specific functionalities, such push notifications and in-app
messaging, to convey pertinent information and offers to users at the appropriate time
and location. The utilization of mobile applications in digital marketing for tourism industry
has become integral to the sector, and enterprises that adeptly harness these tools and
technology will be strategically positioned for success in the digital era.

3.1 Contributions and Future Research

Notwithstanding the advancements achieved globally in several domains, there remains
a deficiency of discourse regarding digital tourism industry and its advantages, both for
individuals and the nation's economic condition. The universal possession of mobile
phones within the family facilitates the dissemination of tourist information to individuals
across many nations. This study concentrates on the influence of mobile phones on
tourism industry and digital marketing. Consequently, in consideration of the global
tourism industry competition, future research must be conducted to align with the
advancement of digital tools and their application in digital marketing within the service
sectors, particularly in response to the challenges faced during the COVID-19 pandemic
and the swift evolution of smartphone applications and digital services.

3.2 Recommendations

As technology advances and influences the business landscape and environment,
competition has intensified across all sectors. Analyzing the tourism industry sector,
which has faced numerous crises recently due to the COVID-19 pandemic, underscores
the necessity for decision-makers from international tourism industry authorities,
ministries, and all private sector stakeholders, including investors, to priorities the support
of this sector. Ensuring its continuity and growth requires the integration of modern
technology via smartphone applications that create an electronic tourist destination,
leveraging the advantages these applications offer for service delivery. Hotels and tourist
locations must consider the opinions shared through these applications due to their
significant influence on tourists. Currently, investment in the tourism industry sector must

Mar 2025 | 139



Tianjin Daxue Xuebao (Ziran Kexue yu Gongcheng Jishu Ban)/
Journal of Tianjin University Science and Technology

ISSN (Online):0493-2137

E-Publication: Online Open Access

Vol: 58 Issue: 03:2025

DOI: 10.5281/zenodo.15023389

priorities the allocation of adequate financial resources for technology to engage with
visitors, attract them, and consider their feedback seriously. Sustainable growth in the
tourism industry sector will be achieved through investments in smart tourism industry
apps due to their benefits, particularly as this sector bolsters the economy, mitigates
unemployment, and generates substantial financial inflows.
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