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ABSTRACT 
This study explores the intricate relationships among digital marketing, cultural tourism, behavioral 
intention and the legal-ethical challenges facing social entrepreneurship in Malaysia and Indonesia, 

employing Partial Least Squares Structural Equation Modeling (PLS-SEM) for analysis. With an emphasis 
on small sample sizes, the efficacy of PLS-SEM is leveraged to assess the proposed relationships between 
constructs related to digital marketing strategies, cultural tourism appeal, behavioral intention and the 
legal-ethical frameworks impacting social entrepreneurial activities. A survey was administered to gather 
quantitative data from 132 respondents, comprising traveler within both nations. The analysis reveals 
significant positive associations between effective digital marketing practices and increased cultural 
tourism engagement, while also identifying legal-ethical challenges as critical mediator influencing social 
entrepreneurial success factor. The findings highlight the need for improved regulatory frameworks and 

ethical guidelines to bolster the effectiveness of digital marketing efforts in cultural tourism. Moreover, 
these insights offer implications for policymakers, educators, and practitioners aiming to enhance the 
sustainability of entrepreneurship within the tourism sector. This study adds to the growing body of 
literature on social entrepreneurship and underscores the vital role of digital marketing amidst evolving 
legal and ethical considerations, thereby contributing to academic discourse in the fields of marketing and 
entrepreneurship. 
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INTRODUCTION 

Social entrepreneurship in the realm of intangible 

cultural heritage is a complex field that encompasses 

resilience, innovation, and sustainability. External 

factors such as the COVID-19 pandemic have 

highlighted the need for creativity and reinvention in 

preserving intangible heritage (Roigé et al., 2021). 

Intangible cultural heritage plays a vital role in 

understanding cultural characteristics, traditional culture 
inheritance, and cultural protection, making it essential 

for tourism development (Zhang, 2023). 

Entrepreneurship education that emphasizes the 

protection and development of intangible cultural 

heritage is crucial, particularly in art colleges, to ensure 

its continuity (Zhou et al., 2022). Due to its appeal to the 

public, intangible cultural heritage can strengthen 

people's spiritual connection to a place, enhance urban 

vitality, and contribute to sustainable development 

(Zhao & Zhou, 2018). Museums can form partnerships 

with practicing communities to interpret and exhibit 
cultural objects related to intangible heritage, thereby 

deepening the connection between intangible heritage 
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and cultural institutions ("Museums and Intangible 

Heritage: The Dynamics of an 'Unconventional' 

Relationship", 2006). The transfer of knowledge and 

skills through generations in intangible cultural heritage 

traditions underscores their social, economic, and 

environmental value (Ounanian & Howells, 2022). 

 

The rich cultural and artistic value of intangible cultural 

heritage makes it well-suited for tourism development, 

influencing tourists' perception of authenticity, 

satisfaction, and loyalty (Tian et al., 2020). Research on 
intangible cultural heritage has broadened to encompass 

theoretical frameworks, protection systems, economic 

and social impacts, innovation, tourism, and education, 

reflecting a growing interest in its diverse aspects (Liu 

et al., 2022). The application of spatial information 

technology and big data analysis can enhance the 

management and protection of intangible cultural 

heritage, addressing the evolving needs of its 

development (Sun, 2022; Zhang, 2024). Integrating 

intangible cultural heritage with other industries, such as 

artificial intelligence and digital marketing, can unlock 

its market value and drive cultural design innovation, 
reinforcing traditional culture while advancing cultural 

design practices (Xie, 2022). Intangible cultural heritage 

serves as a crucial resource for nurturing national 

identity, promoting cultural integration, and 

strengthening modern societies (Chmil et al., 2021). 

Public participation is essential for the conservation, 

inheritance, and sustainable development of cultural 

heritage, including intangible cultural heritage (Wang, 

2023). 

 

In addition, social media's explosive expansion has 
drastically altered how people live their lives (Liu & 

Zhang, 2019). Social media and other communication 

tools are widely used in this age of technological 

disruption to engage, communicate, and gather 

information that is necessary for everyone. Through 

social media, tourists can also share their experiences 

and serve as a resource for prospective tourists seeking 

information about tourism attractions (Gohil, 2015). In 

this regard, the promotion of tourist destinations is 

carried out through official online platforms (for 

example, the Web and social media). From a tourist 

destination trade perspective, tourists need space for 
dialogue and relationships in the form of social media as 

a means of sensory (multi-sensory) stimulation. Through 

social media platforms, tourists can capture travel story 

moments while visiting tourist destinations (Hays, 

2013). Therefore, the success of social entrepreneurship 

in intangible cultural heritage hinges on its resilience, 

innovation, and sustainability, supported by 

entrepreneurship education, tourism development, and 

the integration of modern technologies. Harnessing the 

cultural, economic, and social value of intangible 

cultural heritage can lead to its effective preservation, 
transmission, and promotion for future generations. 

 

PROBLEM STATEMENT 
The intersection of social entrepreneurship and cultural 

heritage presents a significant research gap that merits 

further exploration. Social entrepreneurship, defined as 

the pursuit of social value creation through 

entrepreneurial principles, has gained traction in various 

sectors, including tourism and cultural heritage. 

However, the specific dynamics of how social 

entrepreneurship can enhance the preservation and 

promotion of cultural heritage remain under-researched. 

One of the primary areas of interest is the role of 

community participation in cultural heritage 

preservation. Research indicates that community 

involvement is crucial for mobilizing resources 

necessary for the conservation of cultural heritage sites 
(Sari et al., 2018). This aligns with findings that 

highlight the importance of social entrepreneurship in 

fostering community engagement and social innovation 

(Scuotto et al., 2022). The existing literature suggests a 

need for more empirical studies that explore how social 

entrepreneurship initiatives can effectively engage local 

communities in heritage preservation efforts, 

particularly in regions where cultural heritage is at risk 

(Li et al., 2022). Moreover, the impact of digital tools 

and social media on cultural heritage education and 

awareness is another under-explored area. Recent 

studies have shown that social media can significantly 
enhance public awareness and interest in cultural 

heritage, thereby promoting cultural tourism (Shao, 

2023). However, there is a knowledge gap regarding the 

effectiveness of these digital platforms in fostering 

social entrepreneurship within the cultural heritage 

sector. Understanding how digital tools can be leveraged 

to create social value through cultural heritage initiatives 

could provide valuable insights for practitioners and 

policymakers (Sančanin, 2023). 

 

Furthermore, the sustainability of intangible cultural 
heritage through social entrepreneurship is an emerging 

field that requires more attention. The literature suggests 

that cultural entrepreneurs must embrace creativity and 

innovation to sustain their practices (Tan et al., 2019). 

However, there is limited research on the specific 

entrepreneurial skills and motivations that drive cultural 

entrepreneurs in preserving intangible heritage. 

Investigating these aspects could illuminate pathways 

for enhancing the sustainability of cultural practices 

while fostering social entrepreneurship (Nocca, 2017). 

Finally, the relationship between cultural heritage and 

economic viability poses another critical research gap. 
Balancing heritage protection with economic 

development is a complex challenge that requires 

innovative solutions (Qi, 2023). Studies have indicated 

that cultural heritage can serve as a form of capital that 

contributes to local economies, yet empirical evidence 

supporting this relationship is scarce (Pfeilstetter, 2014). 

Future research could explore how social 

entrepreneurship can bridge the gap between cultural 

heritage preservation and economic sustainability, 

providing a framework for integrating cultural values 

into economic development strategies (Barba-Sánchez 
& Molina-Ramírez, 2016). 

 

In conclusion, the research gaps identified in the 

intersection of social entrepreneurship and cultural 

heritage encompass community engagement, the role of 

digital tools, the sustainability of intangible heritage, and 
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the balance between heritage preservation and economic 

development. Addressing these gaps through empirical 

research could significantly contribute to the 

understanding and practice of social entrepreneurship in 

the cultural heritage sector. 

 

Research Questions 

i. What is the impact of cultural tourism to the success 

factors of Social Entrepreneurship? 

ii. What is the impact of behavioral intention to visit on 

the success factors of Social Entrepreneurship? 
iii. What is the impact of digital marketing – Influencer 

to the success factors of Social Entrepreneurship? 

iv. What is the impact of digital marketing – social 

media to the success factors of Social 

Entrepreneurship? 

v. What is the impact of digital marketing - Website to 

the success factors of Social Entrepreneurship? 

vi. What is the impact of digital marketing - YouTube 

to the success factors of Social Entrepreneurship? 

vii. What is the impact of digital marketing – Vlog to the 

success factors of Social Entrepreneurship? 

viii. Is legal-ethics mediating the impact of cultural 
tourism, behavioral intention to visit, and digital 

marketing (Influencer, social media, website, 

YouTube, Vlog) to the success factors of Social 

Entrepreneurship? 

 

Research Objectives 

i. To investigate the impact of cultural tourism as the 

success factors of Social Entrepreneurship. 

ii. To identify the impact of intention to visit as the 

success factors of Social Entrepreneurship. 

iii. To investigate the impact of digital marketing – 
Influencer to the success factors of Social 

Entrepreneurship. 

iv. To investigate the impact of digital marketing – 

social media to the success factors of Social 

Entrepreneurship. 

v. To investigate the impact of digital marketing – 

Website to the success factors of Social 

Entrepreneurship. 

vi. To investigate the impact of digital marketing – 

YouTube to the success factors of Social 

Entrepreneurship. 

vii. To investigate the impact of digital marketing – Vlog 
to the success factors of Social Entrepreneurship. 

viii. To investigate whether legal- ethics mediates the 

impact of cultural tourism, behavioral intention to 

visit, and digital marketing (Influencer, social media, 

website, YouTube, Vlog) to the success factors of 

Social Entrepreneurship. 

 

LITERATURE REVIEW 

Social Entrepreneurship in Cultural Heritage 

The field of social entrepreneurship in cultural heritage 

is an emerging area of research that highlights the 
potential for innovative solutions to address the 

challenges of preserving and promoting cultural assets. 

This synthesis will explore several key themes within 

this domain, including community engagement, the role 

of technology, and the balance between economic 

viability and cultural preservation. 

 

Community engagement is a critical component of 

successful social entrepreneurship initiatives in cultural 

heritage. Research indicates that community-based 

cultural heritage tourism can provide meaningful and 

socially responsible experiences, which are essential for 

sustainable tourism development Sakdiyakorn & 

Sivarak (2015). This approach emphasizes the need for 

innovations that mitigate the negative impacts of tourism 

while fostering local participation (Stanikzai, 2024). 

Furthermore, the integration of local communities in the 
preservation process not only enhances the social fabric 

but also strengthens the economic viability of cultural 

heritage initiatives (Wang, 2024). By involving local 

stakeholders, social entrepreneurs can create a sense of 

ownership and pride, which is vital for the sustainability 

of cultural practices (Calabrò & Spina, 2013). 

 

The role of technology, particularly digital tools, is 

increasingly significant in the preservation and 

promotion of cultural heritage. The use of artificial 

intelligence and innovative design can enhance the 

marketability of intangible cultural heritage products, 
thus broadening their appeal and accessibility (Xie, 

2022). Additionally, mobile technology and digital 

storytelling have been identified as effective means of 

engaging younger audiences and fostering cultural 

knowledge (Tzima et al., 2020). The application of 

virtual reality and other immersive technologies can also 

play a pivotal role in making cultural heritage more 

accessible and engaging, thereby attracting a wider 

audience (Selmanović et al., 2020). However, it is 

crucial to ensure that these technological advancements 

are implemented in a culturally sensitive manner that 
respects the integrity of the heritage being represented 

(Savva et al., 2019). 

 

Balancing economic viability with cultural preservation 

presents another significant challenge in the realm of 

social entrepreneurship. Sustainable tourism has been 

recognized as a potential driver for economic growth 

while simultaneously preserving cultural heritage 

(Stanikzai, 2024). However, the literature suggests that 

there is often an imbalance in how economic, social, and 

environmental dimensions are addressed in cultural-led 

projects (Nocca, 2017). This necessitates a more 
integrated approach that considers the multifaceted 

impacts of cultural heritage initiatives on local 

communities and economies. For instance, the 

valorization of cultural assets can lead to job creation 

and community development, but it must be managed 

carefully to avoid commodification and loss of cultural 

significance (ELYASİ, 2023). 

 

In conclusion, the intersection of social entrepreneurship 

and cultural heritage offers a rich area for further 

research. Key themes such as community engagement, 
the role of technology, and the balance between 

economic viability and cultural preservation underscore 

the complexity of this field. Addressing these themes 

through empirical studies and innovative practices can 

contribute significantly to the sustainable development 

of cultural heritage initiatives. 
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Behavioral Intentions 
In the context of the travel and tourism industry, the 

analysis of the factors influencing the behavioral 

intention is significant for DMOs to increase the tourist 

flow. The knowledge helps to address the need to target 

and promote relevant travel marketing communications 

in an appropriate manner so as to leading to travelers 

making the right decision to travel to a particular 

destination. In the case of destination marketing, 

behavioral intention defines the propensity of a potential 
traveler to visit a particular destination (Chen et al., 

2023). It serves as an indication of how mentally 

prepared, willing and ready they are to undertake that 

travel experience. It enables the DMOs to anticipate 

travel decisions and come up with appropriate marketing 

strategies. Next, in identifying the behavioral intention 

in DMCM, there are some determinants that should not 

be overlooked. Hsu et al., (2005) established that the 

primary antecedent was the destination image Hsu et al 

(2005). This is a general view or feel of a destination by 

travelers through the appeal of the physical features, the 

type of facilities, its ambiance and people’s culture. 
Perceived destination image is a strong determinant of 

attitude because it leads to positive expectations and 

hence positive attitude towards the destination. This 

included the debate on the antecedents of behavioral 

intention towards a destination which was a constant 

discussion. Hsu et al. (2020) highlighted perceived value 

as the primary factor, with role characteristics being 

secondary. The impression formed by the traveler 

regarding the benefits of a location vis-a-vis cost, 

involving money, time, or effort, will determine the 

marketing communication behavior of a tourist 
destination. Tourists are more inclined to visit and 3 stay 

in places that have higher perceived value, for instance, 

low cost, culturally authentic and experiential tourism 

(Hsu et al. , 2020). 

 

Apart from that which has already been addressed, since 

the emotive aspect of a traveler is involved, that implies 

that an assessment of the degree to which the experience 

met his/her expectation, is a measure of satisfaction. 

High satisfaction results in positive Recommendations, 

repeat patronage and increased consumption (Taneja et 

al., 2023). The satisfaction will not only instill positive 
travel motivation but will also encourage further use of 

the service. Knowing the travelers’ needs enables 

marketers to target their Digital Marketing messages and 

products appropriately. Therefore, it is hypothesized 

that: 

 

H1: Behavioral Intentions has positive impact on the 

social entrepreneur success factor. 

 

Cultural tourism 

Cultural tourism has emerged as a significant area of 
interest within the broader tourism industry, 

characterized by its focus on the exploration and 

appreciation of cultural heritage, traditions, and artistic 

expressions. This literature review synthesizes key 

findings from various studies to provide a 

comprehensive understanding of cultural tourism, its 

challenges, and its potential for sustainable 

development. 

 

One of the primary themes in the literature is the 

relationship between cultural tourism and sustainable 

development. Kuo and Wu highlight the potential of 

cultural heritage tourism to promote sustainable urban 

development, particularly in cities like Tainan, where 

the integration of cultural values into tourism strategies 

can enhance both visitor experiences and local 

community benefits Kuo & Wu (2013). This aligns with 
the findings of Stratan et al., who emphasize the 

importance of identifying cultural tourism potentials 

through cultural consumption among tourists, 

suggesting that a deeper understanding of tourist 

preferences can lead to more effective tourism 

development strategies (Stratan et al., 2015). The 

interplay between cultural heritage and sustainable 

tourism practices is crucial, as it fosters economic 

growth while preserving cultural identities and 

environments (Arkhypova, 2023). 

 

Moreover, the quality of the tourist experience is a 
critical factor influencing the success of cultural 

tourism. Chen and Chen argue that experience quality, 

perceived value, and satisfaction are interlinked, with 

tourists seeking a holistic experience that encompasses 

leisure, culture, education, and social interaction (Chen 

& Chen, 2010). This notion is further supported by 

Muka and Cinaj, who assert that heritage tourism is 

driven by visitors' motivations and perceptions, 

highlighting the need for heritage managers to align their 

offerings with visitor expectations to enhance 

satisfaction and loyalty (Muka & Cinaj, 2015). The 
emphasis on creating memorable experiences is echoed 

in the work of Chen and Rahman, who discuss the role 

of cultural tourism in shaping destination loyalty 

through engaging and immersive experiences (Chen & 

Rahman, 2018). 

 

The integration of creative elements into cultural 

tourism is another emerging trend. Sun and Shu explore 

the concept of creative cultural tourism, which involves 

the innovation of tourism products and the integration of 

cultural resources to create unique experiences for 

visitors (Sun & Shu, 2023). This perspective is 
supported by Al-Ababneh, who notes that creative 

cultural tourism can transform destinations that may lack 

traditional competitive advantages into attractive 

cultural hubs by leveraging their unique cultural assets 

(Al-Ababneh, 2020). The shift towards creative tourism 

reflects a broader trend in the industry, where the focus 

is not only on cultural heritage but also on the innovative 

presentation and engagement of that heritage. 

 

Challenges in cultural tourism development are also 

prominent in the literature. Arkhypova identifies various 
obstacles faced by cultural tourism in the Carpathian 

region, including inadequate infrastructure and a lack of 

support for cultural heritage initiatives (Arkhypova, 

2023). Similarly, Sakolnakorn et al. discuss the impact 

of poor transportation systems on tourism in Phuket, 

emphasizing the need for improved infrastructure to 
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enhance the overall tourist experience (Sakolnakorn et 

al., 2013). Addressing these challenges is essential for 

fostering a robust cultural tourism sector that can thrive 

in a competitive global market. 

 

Furthermore, the role of technology in enhancing 

cultural tourism experiences cannot be overlooked. The 

application of digital tools and platforms has been 

shown to improve accessibility and engagement with 

cultural heritage. For example, Yang et al. discuss the 

use of digital twin technology in creating smart cultural 
tourism services, which can enhance visitor experiences 

and streamline tourism management processes (Yang et 

al., 2021). This technological integration can facilitate a 

more immersive and interactive approach to cultural 

tourism, appealing to a tech-savvy audience. 

 

In summary, the literature on cultural tourism 

underscores its potential as a driver of sustainable 

development, the importance of visitor experience, the 

integration of creative elements, and the challenges that 

must be addressed for effective growth. As cultural 

tourism continues to evolve, ongoing research is 
essential to explore innovative practices and strategies 

that can enhance its impact on local communities and 

economies while preserving cultural heritage. Therefore, 

it is hypothesized that: 

 

H2: Cultural tourism has positive impact on the social 

entrepreneur success factor. 

 

Influencer as a tool for digital marketing in tourism 

In recent years, influencer marketing has emerged as a 

significant tool in the digital marketing strategies of the 
tourism sector. Influencers, particularly on social media 

platforms like Instagram, have the capability to shape 

brand images, promote sustainable tourism, and enhance 

tourist engagement. This literature review synthesizes 

the existing research, offering insights into the evolving 

role of influencers in tourism marketing and proposes a 

hypothesis statement to guide future research. Studies 

indicate that the use of social media influencers 

significantly enhances the attractiveness of tourism 

destinations. Kilipiri et al. assert that influencer 

marketing on Instagram plays a pivotal role in 

promoting sustainable tourism, highlighting how 
influencers can leverage their reach to bolster the brand 

image of tourism destinations (Kilipiri et al., 2023). 

Additionally, Zhou emphasizes the importance of data-

driven strategies in tourism marketing, which influencer 

campaigns can effectively exploit by targeting specific 

demographics and maximizing engagement through 

tailored content (Zhou, 2024). Kumar and Barua further 

explore digital innovations that facilitate audience 

engagement, revealing how influencers can utilize 

augmented reality and other digital tools to create 

immersive experiences for potential visitors (Kumar & 
Barua, 2024). 

Moreover, the effectiveness of influencer marketing is 

underscored by its impact on consumer behavior. 

Studies show that social media interactions positively 

influence tourists' satisfaction and their subsequent 

decisions (Ai, 2024). For instance, Mallick discusses the 

necessity for tourism businesses to harness the 

capabilities of digital platforms, asserting that 

influencers can effectively enhance consumer 

engagement by fostering a sense of community and trust 

(Mallick, 2023). This echoes findings from Deb et al., 

who highlight the critical factors of perceived usefulness 

and social media marketing in driving tourism business 

performance, suggesting that influencer marketing can 

significantly elevate the perceived value of tourism 

products (Deb et al., 2022). 

 
The integration of influencer marketing with emerging 

digital technologies is vital for shaping the future of 

tourism marketing. As highlighted by Kerdpitak, 

leveraging digital strategies to promote tourism 

significantly enhances marketing effectiveness, as 

influencers can provide content that resonates more 

deeply with their audience than traditional marketing 

formats (Kerdpitak, 2022). This is echoed in the work of 

Zheng, which argues that social media innovations 

necessitate that marketers adopt new strategies that 

incorporate influencers as central figures in their 

promotional efforts (Zheng, 2023). Based on these 
syntheses, the hypothesis can be stated as follows: 

 

H3: Digital marketing- influencer has positive impact on 

the social entrepreneur success factor. 

 

Social media as a tool for digital marketing in 

tourism 

The advent of social media has revolutionized the 

landscape of digital marketing, particularly within the 

tourism sector. As a platform with unique 

characteristics, social media offers tourism marketers 
the ability to engage with their audience on an 

unprecedented scale, fostering interactive 

communication and facilitating real-time feedback. The 

critical function of social media in tourism marketing 

can be encapsulated in its dual role as an information 

dissemination tool and a promotional platform that 

influences customer decision-making processes. Social 

media platforms such as Facebook, Instagram, and 

Twitter have become essential for tourism businesses, 

acting as primary channels for information flow and 

engagement. Sasana et al. emphasize that social media 

serves as a discussion forum that allows potential 
tourists to research destinations, thus aiding in their 

decision-making (Sasana et al., 2020). Alnajim and 

Fakieh further build on this by advocating for a 

structured approach in utilizing social media to enhance 

digital marketing strategies tailored for small and 

medium-sized enterprises (SMEs) in tourism (Alnajim 

& Fakieh, 2023). Their framework underscores the 

importance of understanding user behaviors and 

preferences derived from social media interactions. 

 

Additionally, the experiential nature of travel makes 
social media a powerful medium for showcasing tourist 

experiences. Muskananfola and Tawami highlight the 

pivotal role of official accounts in capturing and sharing 

user-generated content, which significantly aids 

prospective travelers in their planning endeavors 

(Muskananfola & Tawami, 2020). Furthermore, the 
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study by Alzaydi and Elsharnouby illustrates how social 

media influences destination attractiveness, suggesting 

that effective social media strategies can enhance 

travelers' perceptions and intentions to visit (Alzaydi & 

Elsharnouby, 2023). 

 

Evidence suggests that the personalized experiences 

shared via social media also play a crucial role in 

shaping the reputation and appeal of tourist destinations. 

Hartanto et al. note that effective digital marketing 

through social media enhances destination visibility and 
brand image, reinforcing the importance of consistent 

and engaging content (Hartanto et al., 2022). This 

finding is corroborated by Zhang and Dai, who 

emphasize the critical role of social media analytics in 

understanding market trends within rural tourism 

(Zhang & Dai, 2024). From these insights, it becomes 

clear that a comprehensive understanding of social 

media dynamics is essential for tourism marketers 

aiming to enhance their digital strategies. Therefore, the 

hypothesis can be stated as follows: 

 

H4: Digital marketing- social media has positive impact 
on the social entrepreneur success factor. 

 

Website as a tool for digital marketing in tourism 

The integration of effective digital marketing strategies, 

particularly website optimization, has been evidenced in 

recent literature. Haedar observes that targeted email 

marketing and website optimization significantly 

enhance tourism engagement (Haedar, 2023), while Deb 

et al. validate the substantial impact of perceived 

usefulness and website design on the overall success of 

tourism businesses (Deb et al., 2022). Furthermore, the 
study conducted by Wibawa et al. elucidates that 

employing digital platforms is not only effective for 

marketing but vital for sustaining the operation of 

tourism destinations (Wibawa et al., 2022). 

 

In discussing website effectiveness, it is crucial to 

consider website quality factors that directly affect 

potential tourists' decision-making processes. Research 

by Mandal et al. suggests that website attractiveness—

comprising analytical and interactive components—is 

fundamental for retaining user interest and facilitating 

bookings in the tourism sector (Mandal et al., 2016). 
This is further reinforced by findings from Alianto et al., 

who argue that website quality significantly shapes 

potential tourists' perceptions and expectations (Alianto 

et al., 2021). Therefore, optimizing these websites to 

improve user experience remains crucial for tourism 

marketing efforts. Ultimately, the cumulative 

perspectives presented in contemporary literature 

strongly support the hypothesis H5. 

 

H5: Digital marketing- website has positive impact on 

the social entrepreneur success factor. 
 

YouTube content as a tool for digital marketing in 

tourism 

YouTube has emerged as a powerful tool in digital 

marketing, particularly within the tourism sector. It 

transcends traditional marketing mechanisms, making it 

a preferred platform for reaching potential tourists 

through engaging visuals and user-generated content. Its 

significance is particularly evident in developing 

countries, where YouTube’s influence can dramatically 

reshape perceptions of lesser-known destinations (Alam 

& Aqeel, 2025). This platform not only enhances brand 

recognition but also contributes to the construction of 

destination images, ultimately influencing travelers’ 

intentions and behaviors (Chung & Kwon, 2024). 

 

Recent studies have highlighted the essential role of 
YouTube as a marketing channel, where social media 

influencers play a vital role in promoting tourism. These 

influencers bridge the gap between travel experiences 

and consumer expectations, crafting narratives that 

resonate with followers. The emotional connections they 

forge through storytelling enhance the credibility of the 

content they produce, affecting travelers' perceived 

enjoyment and satisfaction (Choi, 2020; Ju, 2023). 

Additionally, the interplay of content characteristics, 

such as entertainment value and credibility, can 

significantly influence viewers’ decision-making 

processes regarding travel destinations (Batzaya & Kim, 
2023; Babalou et al., 2025). Engagement with YouTube 

content correlates positively with tourism intent. 

Research indicates that higher levels of engagement and 

interaction with YouTube tourism content led to greater 

intentions to visit featured destinations (Maral-Od et al., 

2024). Successful marketing strategies often leverage 

this engagement, creating content that not only informs 

but also invites viewers to participate in the journey of 

exploration (Coronel, 2023). Furthermore, the 

application of strategic models such as the AIDA 

(Attention, Interest, Desire, Action) model to YouTube 
content illustrates how effective marketing can drive 

user behavior toward tourism consumption (Chung & 

Kwon, 2024). Therefore, a hypothesized statement could 

be formulated as follows: 

 

H6: Digital marketing- YouTube has positive impact on 

the social entrepreneur success factor. 

 

Vlog as a tool for digital marketing in tourism 

The emergence of vlogs has transformed digital 

marketing in tourism, illustrating their multifaceted 

influence on destination promotion and tourist behavior. 
As user-generated content, vlogs provide authentic 

insights and narratives that traditional marketing 

channels often lack. A significant body of literature 

highlights the effectiveness of platforms like YouTube 

and TikTok in shaping destination images and driving 

tourist engagement (Alam & Aqeel, 2025), (Datu et al., 

2025). Alam and Aqeel emphasize that YouTube vlogs 

have outperformed conventional marketing tactics, 

particularly for lesser-known destinations, owing to their 

capacity for personal storytelling and visual engagement 

(Alam & Aqeel, 2025). This assertion aligns with Li et 
al., who propose a Stimulus-Organism-Response (SOR) 

theoretical framework to analyze how travel vlogs 

impact potential tourists’ decisions and perceptions (Li 

et al., 2022). The study suggests that the emotional 

responses elicited by vlogs serve as critical stimuli 
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influencing tourist behavior, further substantiating the 

power of vlogs in tourism marketing. 

 

Moreover, the rise of TikTok has reshaped direct 

consumer engagement, where Datu et al. highlight the 

platform's role as a source of grassroots travel advice 

that enhances trust among viewers (Datu et al., 2025). 

This phenomenon is pivotal in adapting marketing 

strategies to broaden visibility and attract a younger 

audience, thereby reflecting a clear shift in how 

destinations can leverage modern digital platforms to 
attract tech-savvy travelers. The innovative use of 

multilingual content in vlogs, as explored by 

Katahenggam et al., highlights how diverse linguistic 

approaches can cater to different market segments, 

enhancing a destination’s appeal beyond local audiences 

(Katahenggam et al., 2025). Evolving digital marketing 

practices necessitate that tourism stakeholders embrace 

these modern forms of content. Singgalen's research 

corroborates this by identifying vlogs as essential tools 

that can effectively drive tourism intentions through 

strategic placements and relevant content delivery 

(Singgalen, 2024). Furthermore, with consumers 
increasingly influenced by digital narratives, as noted by 

Bačík et al., the integration of traditional and digital 

marketing methods becomes crucial for enhancing 

engagement, particularly among younger demographics 

(Bačík et al., 2025). As a hypothesis, it can be posited 

that: 

 

H7: Digital marketing- Vlog has positive impact on the 

social entrepreneur success factor. 

 

Legal-Ethical in digital tourism marketing 
The interplay between legal and ethical considerations 

in digital tourism marketing is an increasingly relevant 

topic as the industry evolves in response to the growing 

influence of digital technologies. This literature review 

synthesizes key studies that explore various dimensions 

of legal ethics within the realm of digital tourism 

marketing. Digital marketing is recognized as a 

transformative force in the tourism sector, driving not 

only engagement but also sustainability. Aman and 

Papp-Váry Aman & Papp-Váry (2022) emphasize that 

while digital marketing has garnered significant 

attention, there remains a gap in theoretical frameworks 
that guide its ethical implementation in sustainable 

tourism development. Their systematic literature review 

identifies 83 studies between 2015 and 2021, 

highlighting a need for ethically-oriented digital 

marketing strategies that align with sustainable 

practices. 

 

Moreover, the ethical dimensions of digital marketing 

strategies in medical tourism further illustrate the 

importance of ethical guidelines, as observed by Ocak 

(Ocak, 2023). This comprehensive review underscores 
the significant influence of digital marketing on 

performance metrics in the medical tourism sector, 

prompting a dialogue on the responsibility of marketers 

to adhere to ethical standards in promoting health 

services across borders. Legal frameworks governing 

digital practices in the tourism industry also warrant 

critical attention. In addressing the legal shifts prompted 

by technological innovations, Tassikas Tassikas (2021) 

investigates data protection and privacy concerns, which 

have become paramount in modern contract practices. 

The rapid rise of digital data processing calls for 

enhanced legal protection mechanisms to safeguard 

consumer rights and ensure compliance with regulatory 

frameworks. The article posits that the legal landscape is 

evolving to keep pace with technological advancement, 

thereby suggesting that ongoing research and adaptation 

of laws are essential. 
 

The need for a structured legal approach is echoed in the 

findings of Slipetskyi (Slipetskyi, 2025), who examines 

the role of legal regulation in fostering resilient tourism 

practices. This research suggests that harmonizing 

national and local legislation is critical to boost regional 

competitiveness. The integration of digital tools and 

regulatory responses in regional tourism development 

also highlights a concerted effort towards legal synergy 

in the governance of tourism. On another note, ethical 

considerations in digital marketing extend into the 

domain of consumer behavior. Zaman Zaman (2024) 
posits that integrating climate advocacy with privacy-

conscious marketing significantly influences consumer 

decision-making in regenerative tourism, underlining 

the ethical imperative for marketers to consider the 

social and environmental consequences of their 

strategies. This perspective is vital for fostering 

responsible tourism practices that resonate with 

environmentally-aware consumers. 

 

Furthermore, the complexity of contracts arising from 

digital tourism marketing necessitates a thorough 
understanding of the legal intricacies involved. Chibac 

Chibac (2024) explores the implications of digitalization 

on travel package contracts, framing the necessity for 

adaptive legal frameworks that reflect the evolving 

digital landscape. The study argues that digitalization 

should not merely be perceived as a trend, but as a 

critical component of the tourism economy that 

necessitates robust legal framing to protect consumer 

rights and foster ethical interactions. In conclusion, the 

ethical and legal landscapes of digital tourism marketing 

present critical facets that demand ongoing scholarly 

attention. The synthesis of these varied studies indicates 
a growing acknowledgment of the importance of legal 

and ethical frameworks in navigating digital marketing 

challenges, fostering sustainable practices, and ensuring 

consumer protection in the fast-evolving digital tourism 

environment. Based on the literature, it hypothesised 

that: 

 

H8: Legal- ethics mediates the impact of cultural 

tourism, behavioral intention to visit, and digital 

marketing (Influencer, social media, website, YouTube, 

Vlog) to the success factors of Social Entrepreneurship. 

 

THEORETICAL FRAMEWORK 



How to cite:  Ahmad R, Aziz NA, Rahman AA, Yusuf M, Ismail H, Tan SY, et al. Digital marketing, cultural tourism, and legal-ethical 
challenges: implications for social entrepreneurship in Malaysia and Indonesia. Adv Consum Res. 2025;2(4):5144–5159. 

Advances in Consumer Research                            5150 

 
Figure 1: Theoretical Framework 

 

RESEARCH METHODOLOGY 

Research Design 

This study is a quantitative method study and used a 

questionnaire to get input from respondents. The data 
from a traveler who are eighteen years old and above and 

at least once have visited Malaysia or Indonesia is 

selected for the analysis. The questionnaire has been 

developed in Google Form and been distributed to the 

respondents by adapting the convenient sampling 

method. Due to its long history as a globally renowned 

tourist destination, in Malaysia, Penang, Malacca, and 

Pulau Langkawi, and in Indonesia, Medan, Pontianak 

and Lampung are comprise the geographical area 

included in this study. The researcher shared the link of 

the questionnaire to the hotels in the areas stated above 
for the hotel management to share to their guest. The 

questionnaire comprised of ten sections. The detail of 

the section is as in the Table 1. 

 

Table 1 Summary of Questionnaire Section 

Section Details Scale Source 

1: 

Demographic 

seven close 

ended 

questions   
2: Social 

entrepreneur 

success factor 

five close 

ended 

questions 

5 
Likert 

Scale 

Li et al., 

2022 

3: Cultural 

Tourism 

eight close 

ended 

questions 

Li et al., 

2022 

4: Behavioural 

Intentions 

four close 

ended 

questions 

Praswati et 

al., 2021 

5: Digital 

Marketing 
website 

eight close 

ended 
questions 

Sumantri 

and Rahmat, 
2023 

6: Digital 

Marketing 

Social Media 

eight close 

ended 

questions 

Sumantri 

and Rahmat, 

2024 

7: Digital 

Marketing 

Influencer 

five close 

ended 

questions 

Sumantri 

and Rahmat, 

2025 

8: Digital 

Marketing 

Vlog 

five close 

ended 

questions 

Sumantri 

and Rahmat, 

2026 

9: Digital 

Marketing 

YouTube 

five close 

ended 

questions 

Yaqub et al., 

2022 

10: Legal - 

ethic 

nine close 

ended 

questions 

Limbu et al 

(2011) 

 

The determination of sample size is a critical element in 

quantitative research as it directly influences the power 

of the study to detect significant relationships and 

effects. Research conducted by Priyanath et al. 

highlights that there is considerable variability in 

recommendations for minimum sample sizes, 

particularly when employing structural equation 

modeling (SEM) as the primary analytic tool Priyanath 
et al. (2020). It is often suggested that researchers adhere 

to rules of thumb, such as the necessity of a minimum of 

100 to 200 samples for studies utilizing SEM to ensure 

robust analytical outcomes. Additionally, studies 

illustrate the increasing reliance on judgmental sampling 

techniques in situations where the target population is 

well-defined, making it feasible to use 100-200 

respondents effectively. For instance, the research by 

Bachri et al. demonstrates this practice by utilizing a 

sample size of 100 respondents to examine the influence 

of digital marketing on customer satisfaction (Bachri et 

al., 2023). Such methods allow for a focused analysis 
while maintaining a level of representational validity. 

Therefore, for this study the target respondents are 

between 100-200 respondents.  After the screening, 132 

respondents were used for data analysis. 

 

Analysis Technique 

In this study, data analysis will use the Partial Least 

Square (PLS) approach. PLS is a constituent or version-

based Structural Equation Modeling (SEM). PLS-SEM 

was established to appraise the study framework through 

two steps. First, the external model (measurement) is run 
for reliability and validity, including the appraisal of 

indicator reliability, inside consistency reliability, 

convergent validity, and discriminant validity. Second, 

the inner (structural) design will be appraised, and the 

hypothesis will be tested (Hair et al., 2017). Path 

analysis is conducted by comparing the theoretical and 

empirical models. The compatibility will result in the 

acceptance of the theoretical model as an alternative 

policy that can revise the empirical model. PLS will be 

used to describe the relationship between dimensions 

(Parmawati et al., 2018). 

 

Data Analysis 

To assess the hypotheses in this study, the SmartPLS 4.0 

software used partial least square-structural equation 

modelling (PLS-SEM). According to Fornell and 

Larcker (1981), PLS-SEM is a statistical analysis 

method for data exploration in the field of quantitative 

research that measures the observed variables obtained 

from instruments to ascertain their impact on latent or 

unseen variables. PLS-SEM was suggested by Hair et al. 

(2014) because it is a useful analysis tool for bolstering 

prediction models based on empirical data. Additionally, 
Vuong and Giao (2019) argued that PLSSEM can 

compute p-values using a bootstrapping strategy if 

samples are independent and the data does not need to 

be regularly distributed. 
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Descriptive Analysis 

Out of the 132 participants, there were 57 male 

participants (43.2%) and 75 female participants (56.8%). 

In terms of age, participants were classified based on 

five broad age cohorts; 15-20, 21-30, 31-40, 41-50, ≥51. 

The majority (49.4%) of the participants were within the 

ages 21-30, followed by those within 31-40 years 

(25.7%,), 41-50 years were 14.9% and 5% for 15-20 & 

51 years old and above. For the marital status, married 

recorded 75.6% and single 24.4%. In term of nationality, 

52.5% Malaysian and 47.5% Indonesian. 
 

Reliability and Validity of Constructs 

Measurement Model 

To assess convergent and discriminant validity, 

confirmatory composite analysis was used to examine 

item loadings, Cronbach's alpha, average variance 

extracted (AVE), and composite reliability (CR) (Hair et 

al., 2020, Fornell & Larcker, 1981). The factor loadings 

for every item with a value larger than 0.7 are shown in 

Table 3. It indicates that all indicators loaded 

significantly on their respective constructs. Every 

construct has AVE values that are significantly higher 

than 0.5 and Cronbach's alpha and CR values that are 

larger than 0.7. It indicates adequate convergent validity 

and strong internal consistency. 

 

Hair et al. (2020) defined discriminant validity as the 

“the extent to which a construct is truly distinct from 

other constructs by empirical standards”. To evaluate 
discriminant validity and make sure that every construct 

in the measurement model is distinct from others, the 

Hetrotrait-Monotrait (HTMT) correlation ratio approach 

is employed. All of the resulting values are below 0.9, as 

shown in Tables 4, suggesting that each construct is 

distinct from the others. The findings of the study show 

that discriminant validity is completely attained. 

 

Table 2. Reliability and convergent reliability 

Construct Item Factor loading Cronbach’s αlpha CR AVE   

  

BE BE 1 0.91 0.95 0.97 0.88   

BE 2 0.96   

BE 3 0.95   

BE 4 0.93   

CT CT 1 0.89 0.97 0.98 0.83   

CT 2 0.95   

CT 3 0.96   

CT 4 0.64   

CT 5 0.95   

CT 6 0.96   

CT 7 0.94   

CT 8 0.94   

CT 9 0.94   

DM Ifl DM Ifl 1 0.97 0.97 0.98 0.94   

DM Ifl 2 0.98   

DM Ifl 3 0.97   

DM SocM DM SocM 1 0.93 0.97 0.98 0.87   
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DM SocM 2 0.93   

DM SocM 3 0.94   

DM SocM 4 0.95   

DM SocM 5 0.92   

DM SocM 6 0.90   

DM SocM 7 0.94   

DM Web DM Web 1 0.88 0.97 0.97 0.88   

DM Web 2 0.93   

DM Web 3 0.93   

DM Web 4 0.92   

DM Web 5 0.91   

DM Web 6 0.93   

DM Web 7 0.92   

DM Web 8 0.91   

DMVlog DMVlog 1 0.93 0.92 0.95 0.86   

DMVlog 2 0.95   

DMVlog 3 0.92   

DMVlog 4 0.95   

DMVlog 5 0.95   

DMYtube DMYtube 1 0.94 0.97 0.98 0.84   

DMYtube 2 0.90   

DMYtube 3 0.95   

E E 1 0.91 0.97 0.98 0.80   

E 2 0.80   

E 3 0.89   
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E 4 0.94   

E 5 0.93   

E 6 0.89   

E 7 0.93   

E 8 0.93   

E 9 0.90   

E 10 0.84   

SE SE 1 0.91 0.95 0.96 0.78   

SE 2 0.91   

SE 3 0.84   

SE 4 0.86   

SE 5 0.89   

SE 6 0.88   

SE 7 0.91   

Note: BE = Behavioural Intention, CT= Cultural Tourism, DM Ifl = Digital Marketing Influencer, DM SocM = Digital 

Marketing Social Media, DM Web = Digital Marketing Website, DM Vlog = Digital Marketing Vlog, DM YTube = Digital 

Marketing Youtube, E = Ethic and SE = Social Entrepreneurship. 
 

Table 3. HTMT criterion 

Construct BE CT DM Ifl DM 
SocM 

DM Web DM 
Vlog 

DM 
Ytube 

E SE 

BE 
         

CT 
0.87         

DM Ifl 
0.84 0.82        

DM SocM 
0.83 0.83 0.85       

DM Web 
0.87 0.85 0.85 0.89      

DMVlog 
0.86 0.84 0.87 0.85 0.82     

DMYtube 
0.89 0.86 0.89 0.81 0.83 0.82    

E 
0.88 0.84 0.89 0.87 0.85 0.83 0.86   

SE 
0.59 0.60 0.63 0.63 0.66 0.60 0.67 0.68  

 

Hypotheses testing 

First, the effects of behavioural intention, cultural 

tourism, digital marketing influencer, digital marketing 

social media, digital marketing website, digital 
marketing vlog, digital marketing youtube, ethic to 

social entrepreneurship has been analyzed. A 

bootstrapping with a sample size of 5000 and a 

significance level of 5% was applied to assess the path’s 

significance. Further, the authors investigated the 
structural model’s parameters. The coefficient of 
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determination (R2) quantifies the variation in the 

endogenous variable that is explained by the 

independent variable constructs (Breiman & 

Friedman,1985). Chin (1998) demonstrated that R2 

values of approximately 0.19, 0.33, and 0.67, are 

generally considered as indicating weak, moderate, and 

substantial relationships, respectively. In the current 

study, the adjusted R2 values for ethics and social 

entrepreneurship are 0.369, and 0.619, respectively, 

indicating that the structural model has an adequate 

prediction ability for these constructs. 
 

Table 4 presents the results of the current study’s 

proposed model, including standard deviations and t-

values. The findings indicate that behavioral intention (t 

= 1.231, p<0.001), cultural tourism (t = 1.221, p<0.009), 

digital marketing social media (t = 0.272, p<0.005), 

digital marketing Vlog (t = 1.218, p<0.023), digital 

marketing website (t = 2.215, p<0.027) has a 

significantly positive impact on social entrepreneurship. 

Hence, H1, H2, H4, H5, and H7 are supported. However, 

digital marketing influencer (t= 0.536, p = 0.592) and 

digital marketing YouTube (t= 0.724, p=0.469) have an 

insignificantly positive impact on social 

entrepreneurship. Hence, H3 and H6 are not supported. 
Lastly, the finding indicates that legal-ethic (t=7.813, p= 

0.000) has positive impact on social entrepreneurship 

and this support the H8. 

 

 
Fig 1. Measurement model (Source: Own elaboration based on smart PLS4). 

 

Table 4. Hypothesis Testing 

Path Standard 

deviation T values P values Result 

BE -> SE 0.068 1.231 0.001 Significant 

CT -> SE 0.072 1.121 0.009 Significant 

DM Inf -> SE 0.187 0.536 0.592 Insignificant 

DM SocM -> SE 0.221 0.272 0.005 Significant 

DM Vlog -> SE 0.166 1.218 0.023 Significant 

DM YTube -> SE 0.207 0.724 0.469 Insignificant 

DMWeb -> SE 0.201 2.215 0.027 Significant 

E -> SE 0.063 7.813 0.000 Significant 

 

DISCUSSION AND CONCLUSION 

Based on the analysis outcome, in the context of 

Malaysia and Indonesia, the social entrepreneur success 

factor in tourism is influence by traveler behavioral 

intention, cultural tourism and the implementation of 

social media, website and Vlog as a tool of tourism 

digital marketing. In contrast, the YouTube content and 

Influencer as a tool of digital marketing is not significant 

to ensure the success of social entrepreneur in tourism. 

Legal-ethic element also mediate the relationship 

between the social entrepreneur success factor and 

behavioral intention, cultural tourism and digital 

marketing (social media, Vlog, website, influencer & 

YouTube).   In conclusion, the exploration of digital 

marketing, cultural tourism, and their associated legal 

and ethical challenges presents a compelling narrative 

for the future of social entrepreneurship in Malaysia and 

Indonesia. The dynamic interplay between these 

elements necessitates a nuanced understanding that can 

foster sustainable development, enhance cultural 
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preservation, and ensure ethical practices in the rapidly 

evolving digital landscape. 

 

The integration of digital marketing strategies into 

cultural tourism has shown to significantly enhance 

visibility and accessibility for local cultural assets, 

thereby opening new avenues for economic 

empowerment within rural communities. As highlighted 

by Imanuella et al. Imanuella et al. (2024), social 

entrepreneurship plays a pivotal role in rural 

development, particularly in post-independence 
Indonesia, where leveraging cultural heritage can drive 

local economic growth. By engaging in responsible 

digital marketing practices, social enterprises can 

stimulate interest in cultural tourism, fostering a sense of 

community while forging significant economic 

pathways. However, the ethical and legal frameworks 

governing this digital engagement are paramount. As 

observed by Madaoui Madaoui (2024) and Jing-Jing et 

al. (Jing-jing et al., 2023), challenges surrounding data 

privacy, algorithmic bias, and accountability demand 

rigorous oversight and ethical guidelines to navigate the 

complexities introduced by technology. The necessity 
for transparent legal frameworks is further emphasized 

by Piva et al. (Piva et al., 2024), who discuss how ethical 

dilemmas in healthcare require careful navigation to 

safeguard patients and maintain integrity within any 

entrepreneurial venture. These frameworks must not 

only adapt to technological advancements but also 

remain sensitive to cultural and local contexts, ensuring 

that the unique attributes of Malaysian and Indonesian 

societies are respected and upheld. 

 

Moreover, findings from Amran et al. Amran et al. 
(2017) indicate a growing recognition of the importance 

of ethical practices in business operations across 

Indonesia and Malaysia, suggesting that ethical 

orientations can significantly enhance corporate 

credibility and customer trust. Integrating these insights 

into the operational ethos of social enterprises involved 

in tourism will be crucial to their success and 

sustainability. In summary, the legal and ethical 

challenges posed by digital marketing in cultural tourism 

necessitate a proactive, integrated approach by social 

entrepreneurs in Malaysia and Indonesia. This includes 

developing knowledge and strategies that ensure 
compliance with evolving regulations while fostering 

ethical practices that respect cultural integrity. By doing 

so, social enterprises can not only thrive but also 

contribute meaningfully to the socio-economic 

development of their communities, ultimately creating a 

more equitable and inclusive environment for future 

generations. 

 

REFERENCE 

1. Affan, B., Suryanto, A., & Arfriandi, A. (2018). 

Implementation of augmented reality as information 
and promotion media on dieng tourism area. 

Telkomnika (Telecommunication Computing 

Electronics and Control), 16(4), 1818. 

https://doi.org/10.12928/telkomnika.v16i4.7759 

2. Ai, X. (2024). Research on optimization strategy of 

new media marketing of rural tourism under the 

background of “internet+”. Applied Mathematics 

and Nonlinear Sciences, 9(1). 

https://doi.org/10.2478/amns-2024-1036 

3. Alam, M. and Aqeel, M. (2025). The effects of 

youtube video on the tourism destination image (case 

study of tourism in shogran, pakistan). J Rural 

Tourism, 4(2). 

https://doi.org/10.70310/jrt.2025.04021262 

4. Alianto, C., Semuel, H., & Wijaya, S. (2021). 

Website quality and the role of travel perceived risk 

in influencing purchase intention: a study on bali 
tourism board’s official website.. 

https://doi.org/10.2991/aebmr.k.210510.044 

5. Alnajim, R. and Fakieh, B. (2023). A tourist-based 

framework for developing digital marketing for 

small and medium-sized enterprises in the tourism 

sector in saudi arabia. Data, 8(12), 179. 

https://doi.org/10.3390/data8120179 

Alzaydi, Z. and Elsharnouby, M. (2023). Using 

social media marketing to pro-tourism behaviours: 

the mediating role of destination attractiveness and 

attitude towards the positive impacts of tourism. 

Future Business Journal, 9(1). 
https://doi.org/10.1186/s43093-023-00220-5 

6. Aman, E. and Papp-Váry, Á. (2022). Digital 

marketing as a driver for sustainable tourism 

development. Multidiszciplináris Kihívások 

Sokszínű Válaszok, (2), 3-33. 

https://doi.org/10.33565/mksv.2022.02.01 

Amran, A., Fauzi, H., Purwanto, Y., Darus, F., 

Yusoff, H., Zain, M., … & Nejati, M. (2017). Social 

responsibility disclosure in islamic banks: a 

comparative study of indonesia and malaysia. 

Journal of Financial Reporting and Accounting, 
15(1), 99-115. https://doi.org/10.1108/jfra-01-2015-

0016 

7. Anh, P. and Anh, H. (2023). Evaluating tourism 

digital marketing activities: case study of moc chau, 

son la, viet nam. International Journal of Social 

Science and Human Research, 6(09). 

https://doi.org/10.47191/ijsshr/v6-i9-39 

8. abalou, Y., Maleki, A., & Gibson, H. (2025). Social 

media influencers as catalysts for transforming risk 

perception, crafting destination image, and elevating 

culinary tourism in iran. Journal of Vacation 

Marketing. 
https://doi.org/10.1177/13567667241306428 

Bachri, S., Putra, S., Farid, E., Darman, D., & 

Mayapada, A. (2023). The digital marketing to 

influence customer satisfaction mediated by 

purchase decision. Jurnal Aplikasi Manajemen, 

21(3). https://doi.org/10.21776 

/ub.jam.2023.021.03.03 

Chen, S., Tian, D., Law, R., & Zhang, M. (2021). 

Bibliometric and visualized review of smart tourism 

research. International Journal of Tourism Research, 

24(2), 298-307. https://doi.org/10.1002/jtr.2501 
9. Bačík, R., Gburová, J., Gavura, Š., & Iannaccone, B. 

(2025). Impact of digital marketing on the 

purchasing behavior of modern consumers in the 

field of tourism. Journal of International Studies, 

18(1), 116-129. https://doi.org/10.14254/2071-

8330.2025/18-1/7 

https://doi.org/10.12928/telkomnika.v16i4.7759
https://doi.org/10.2478/amns-2024-1036
https://doi.org/10.70310/jrt.2025.04021262
https://doi.org/10.2991/aebmr.k.210510.044
https://doi.org/10.3390/data8120179
https://doi.org/10.1186/s43093-023-00220-5
https://doi.org/10.33565/mksv.2022.02.01
https://doi.org/10.1108/jfra-01-2015-0016
https://doi.org/10.1108/jfra-01-2015-0016
https://doi.org/10.47191/ijsshr/v6-i9-39
https://doi.org/10.1177/13567667241306428
https://doi.org/10.21776
https://doi.org/10.1002/jtr.2501
https://doi.org/10.14254/2071-8330.2025/18-1/7
https://doi.org/10.14254/2071-8330.2025/18-1/7


How to cite:  Ahmad R, Aziz NA, Rahman AA, Yusuf M, Ismail H, Tan SY, et al. Digital marketing, cultural tourism, and legal-ethical 
challenges: implications for social entrepreneurship in Malaysia and Indonesia. Adv Consum Res. 2025;2(4):5144–5159. 

Advances in Consumer Research                            5156 

10. Barba-Sánchez, V. and Molina-Ramírez, E. (2016). 

Social entrepreneurship in mexico.. 

https://doi.org/10.5772/62744 

Batzaya, B. and Kim, Y. (2023). The influence of 

tourism content characteristics of youtube on 

destination visit intentions. The Institute of 

Management and Economy Research, 14(2), 141-

151. https://doi.org/10.32599 /apjb.14.2.202306.141 

11. Bautista, J., Vizmanos, A., Maria, R., & Mercado, J. 

(2022). Ijuanderer: an augmented reality-based 

gamified local tourism and cultural heritage 
promotion and preservation. International 

Multidisciplinary Research Journal, 4(2), 73-84. 

https://doi.org/10.54476/s260287 

12. Boboc, R., Băutu, E., Gîrbacia, F., Popovici, N., & 

Popovici, D. (2022). Augmented reality in cultural 

heritage: an overview of the last decade of 

applications. Applied Sciences, 12(19), 9859. 

https://doi.org/10.3390/app12199859 

13. Chibac, N. (2024). Digitalization in tourism and the 

travel package contract: necessity or fashion trend?., 

16-26. https://doi.org/10.59295/daj2022.02 

Chotpittayanon, N. (2023). Development of a 
guideline for otop nawatwithi tourism community 

enterprises in udon thani, thailand. Kasetsart Journal 

of Social Sciences, 44(4). 

https://doi.org/10.34044/j.kjss.2023.44.4.28 

14. Choi, S. (2020). Influence of tourism contents 

quality on youtube and source credibility on 

perceived enjoyment, user satisfaction and 

behavioral intention. Tour Sci Soc Kor, 44(3), 123-

145. https://doi.org/10.17086 /jts.2020.44.3.123.145 

15. Chung, J. and Kwon, K. (2024). The structural 

relationship between social realism of youtube 
tourism content and tourism behavior intention: 

application of the aida model. Tour Sci Soc Kor, 

48(8), 151-167. 

https://doi.org/10.17086/jts.2024.48.8.151.167 

16. Cibilić, I., Poslončec-Petrić, V., & Tominić, K. 

(2021). Implementing augmented reality in tourism. 

Proceedings of the Ica, 4, 1-5. 

https://doi.org/10.5194/ica-proc-4-21-2021 

17. Coronel, M. (2023). Destination promotional videos 

on youtube: assessing audience engagement. 

Deturope - The Central European Journal of Tourism 

and Regional Development, 15(1), 47-65. 
https://doi.org/10.32725/det.2023.003 

18. Datu, A., Layug, E., Ramirez, L., Lajom, C., Martin, 

E., Sytingco, A., … & Ignacio, M. (2025). Tiktok 

tourist vlogs: their impact on travel decisions in 

manila. PEMJ, 40(3), 407-417. 

https://doi.org/10.70838/pemj.400307 

19. Deb, S. and Mallik, N. (2023). Effects of social 

media in tourism marketing: outlook on user 

generated content. Journal of Digital Marketing and 

Communication, 3(2), 49-65. 

https://doi.org/10.53623/jdmc.v3i2.316 
20. Deb, S., Nafi, S., & Valeri, M. (2022). Promoting 

tourism business through digital marketing in the 

new normal era: a sustainable approach. European 

Journal of Innovation Management, 27(3), 775-799. 

https://doi.org/10.1108/ejim-04-2022-0218 

21. Evagelou, A. (2024). Creating location-based mobile 

applications for tourism: a virtual ar guide for 

western macedonia. Digital, 4(1), 271-301. 

https://doi.org/10.3390/digital4010014 

22. Fajri, D., Damanik, J., Priyambodo, T., & Sutikno, 

B. (2022). Actor’s role in developing creative rural 

tourism marketing in the digital era: a case study in 

ponggok, central java., 278-292. 

https://doi.org/10.2991/978-2-494069-73-2_21 

23. Faul F, Erdfelder E, Buchner A, Lang A-G.(2009). 

Statistical Power Analyses Using G*Power 3.1: 
Tests for Correlation and Regression Analysis. 

Behavior Research Methods,  1149–1160.  

24. https://doi.org/10.3758/BRM.41.4.1149 

25. Fornell, C., & Larcker, D. F. (1981). Evaluating 

structural equation models with unobservable 

variables and measurement error. Journal of 

Marketing Research, 18(1), 39-50. 

26. Gao, Z. and Gui, S. (2023). The digital 

empowerment promotion way of jiangxi red culture 

tourism.. https://doi.org/10.4108/eai.19-5-

2023.2334310 

27. Gelaw, M., Berhan, E., & Tesfaye, G. (2023). 
Determinants of consumers’ purchase intention on 

digital business model platform: evidence from 

ethiopia using partial least square structural equation 

model (pls-sem) technique. Journal of Innovation 

and Entrepreneurship, 12(1). 

https://doi.org/10.1186/s13731-023-00323-x 

28. Haedar, A. (2023). Digital marketing strategies in the 

public sector of tourism: enhancing promotion and 

engagement in the tourism industry. Jurnal Ilmiah 

Ilmu Administrasi Publik, 13(1), 343. 

https://doi.org/10.26858/jiap.v13i1.47689 
29. Hair, J. F., Hult, G. T. M., Ringle, C. M., et al. 

(2014). A primer on partial least squares structural 

equation H. N. K. Giao et al. /Uncertain Supply 

Chain Management 8 (2020) 369 modeling (PLS-

SEM). Thousand Oaks: Sage Publication, Inc. 

30. Hartanto, Y., Firmansyah, M., & Adhrianti, L. 

(2022). Implementation digital marketing pesona 88 

curup in to build image for the decision of visit 

tourist attraction.. 

https://doi.org/10.2991/assehr.k.220407.121 

31. Herawati, A., Sarwani, S., Lestari, D., Listyawati, L., 

& Raharja, A. (2023). Sequential explanatory 
approach: digital marketing implementation 

acceleration programme that supports the marketing 

performance of msme actors. Economic and 

Regional Studies / Studia Ekonomiczne I 

Regionalne, 16(4), 567-597. 

https://doi.org/10.2478/ers-2023-0036 

32. Imanuella, S., Idris, A., & Kamaruddin, N. (2024). 

Social entrepreneurship and rural development in 

post-independence indonesia. Social Enterprise 

Journal, 21(1), 46-66. https://doi.org/10.1108/sej-

12-2023-0155 
33. ing-jing, W., Mao, W., & Wenjie, W. (2023). The 

ethics of artificial intelligence: sociopolitical and 

legal dimensions. ISSLP, 2(2), 27-32. 

https://doi.org/10.61838/kman.isslp.2.2.6 

34. Ju, A. (2023). The effect of youtube tourism 

influencer content viewing motivation on tourism 

https://doi.org/10.5772/62744
https://doi.org/10.32599%20/apjb.14.2.202306.141
https://doi.org/10.54476/s260287
https://doi.org/10.3390/app12199859
https://doi.org/10.34044/j.kjss.2023.44.4.28
https://doi.org/10.17086%20/jts.2020.44.3.123.145
https://doi.org/10.17086/jts.2024.48.8.151.167
https://doi.org/10.5194/ica-proc-4-21-2021
https://doi.org/10.32725/det.2023.003
https://doi.org/10.70838/pemj.400307
https://doi.org/10.53623/jdmc.v3i2.316
https://doi.org/10.1108/ejim-04-2022-0218
https://doi.org/10.3390/digital4010014
https://doi.org/10.2991/978-2-494069-73-2_21
https://doi.org/10.3758/BRM.41.4.1149
https://doi.org/10.4108/eai.19-5-2023.2334310
https://doi.org/10.4108/eai.19-5-2023.2334310
https://doi.org/10.1186/s13731-023-00323-x
https://doi.org/10.26858/jiap.v13i1.47689
https://doi.org/10.2991/assehr.k.220407.121
https://doi.org/10.2478/ers-2023-0036
https://doi.org/10.1108/sej-12-2023-0155
https://doi.org/10.1108/sej-12-2023-0155
https://doi.org/10.61838/kman.isslp.2.2.6


How to cite:  Ahmad R, Aziz NA, Rahman AA, Yusuf M, Ismail H, Tan SY, et al. Digital marketing, cultural tourism, and legal-ethical 
challenges: implications for social entrepreneurship in Malaysia and Indonesia. Adv Consum Res. 2025;2(4):5144–5159. 

Advances in Consumer Research                            5157 

behavioral intention: focusing on the mediating 

effect of content flow. The Convergence Tourism 

Contents Society, 9(1), 21-40. 

https://doi.org/10.22556/jctc.2023.9.1.21 

35. Judijanto, L. (2024). A bibliometric analysis of the 

use of augmented reality technology in enhancing 

cultural tourism experience. West Science 

Interdisciplinary Studies, 2(01), 216-225. 

https://doi.org/10.58812/wsis.v2i01.610 

36. Kang H. (2021). Sample Size Determination and 

Power Analysis Using the G*Power Software. 
Journal of Educational Evaluation for Health 

Professions. 17-18. 

https://doi.org/10.3352/jeehp.2021.18.17 

37. Katahenggam, N., Ch’ng, C., & Siow, Y. (2025). 

Multilinguistic exploration of travel vlogs: 

unravelling heritage tourism marketing dynamics in 

malaysia. Worldwide Hospitality and Tourism 

Themes, 17(3), 385-392. 

https://doi.org/10.1108/whatt-02-2025-0059 

38. Kečkeš, A. and Tomičić, I. (2017). Augmented 

reality in tourism - research and applications 

overview. Interdisciplinary Description of Complex 
Systems, 15(1), 157-167. 

https://doi.org/10.7906/indecs.15.2.5 

39. Kerdpitak, C. (2022). Marketing effectiveness model 

of tourism business in thailand. Journal of Hunan 

University Natural Sciences, 49(4), 77-85. 

https://doi.org/10.55463/issn.1674-2974.49.4.9 

40. Kilipiri, E., Παπαϊωάννου, Ε., & Kotzaivazoglou, I. 

(2023). Social media and influencer marketing for 

promoting sustainable tourism destinations: the 

instagram case. Sustainability, 15(8), 6374. 

https://doi.org/10.3390/su15086374 
41. Kock, N. and Hadaya, P. (2016). Minimum sample 

size estimation in pls‐sem: the inverse square root 

and gamma‐exponential methods. Information 

Systems Journal, 28(1), 227-261. 

https://doi.org/10.1111/isj.12131 

42. Kounavis, C., Kasimati, A., & Zamani, E. (2012). 

Enhancing the tourism experience through mobile 

augmented reality: challenges and prospects. 

International Journal of Engineering Business 

Management, 4, 10. https://doi.org/10.5772/51644 

43. Kumar, A. and Barua, C. (2024). Leveraging digital 

innovations in tourism marketing: a study of 
destination promotion strategies. International 

Journal of Business and Management Research, 

12(1), 08-12. https://doi.org/10.37391 /ijbmr.120102 

44. Li, W., Kim, Y., Scarles, C., & Liu, A. (2022). 

Exploring the impact of travel vlogs on prospect 

tourists: a sor based theoretical framework., 486-

491. https://doi.org/10.1007/978-3-030-94751-4_45 

45. Li, X., Abbas, J., Dongling, W., Baig, N., & Zhang, 

R. (2022). From cultural tourism to social 

entrepreneurship: role of social value creation for 

environmental sustainability. Frontiers in 
Psychology, 13. https://doi.org/10.3389 

/fpsyg.2022.925768 

46. Madaoui, N. (2024). The impact of artificial 

intelligence on legal systems: challenges and 

opportunities. Problems of Legality, 1(164), 285-

303. https://doi.org/10.21564/2414-

990x.164.289266 

47. Mallick, S. (2023). Promoting tourism through 

digital marketing. The American Journal of 

Management and Economics Innovations, 5(10), 62-

85. 

https://doi.org/10.37547/tajmei/volume05issue10-

06 

48. Mandal, S., Roy, S., & Raju, A. (2016). Exploring 

the role of website attractiveness in travel and 

tourism: empirical evidence from the tourism 
industry in india. Tourism Planning & Development, 

14(1), 110-134. 

https://doi.org/10.1080/21568316.2016.1192058 

49. Maral-Od, L., Roh, H., & Lee, G. (2024). The 

impacts of youtube tourism content and youtuber 

attributes on tourists’ destination images and 

behavioral intentions: focusing on potential korean 

tourists to mongolia. The Tourism Sciences Society 

of Korea, 48(1), 147-164. 

https://doi.org/10.17086/jts.2024.48.1.147.164 

50. Muskananfola, Y. and Tawami, T. (2020). The role 

of official account on social media toward attracting 
tourism sector. Proceeding of International 

Conference on Business Economics Social Sciences 

and Humanities, 1, 319-325. 

https://doi.org/10.34010/icobest.v1i.54 

51. Nasir, A., Layaman, L., Busthomi, A., & Rismaya, 

E. (2022). Shariah tourism based on local wisdom: 

religious, income, motivation, demand and value of 

willingness to pay (wtp). International Journal of 

Social Science and Human Research, 05(08), 3811-

3816. https://doi.org/10.47191/ijsshr/v5-i8-58 

52. Nocca, F. (2017). The role of cultural heritage in 
sustainable development: multidimensional 

indicators as decision-making tool. Sustainability, 

9(10), 1882. https://doi.org/10.3390/su9101882 

53. Nyimbi, H., Komba, C., & Mwakujonga, J. (2024). 

Effect of value-added tax (vat) on the demand for 

tourism services: evidence from tanzania. JPDS, 

15(2), 76-88. https://doi.org/10.4314/jpds.v15i2.6 

54. Ocak, A. (2023). The influence of digital marketing 

strategies on medical tourism company performance: 

a literature review.. 

https://doi.org/10.58830/ozgur.pub257.c1287 

55. Özkul, E. and Kumlu, S. (2019). Augmented reality 
applications in tourism. International Journal of 

Contemporary Tourism Research, 107-122. 

https://doi.org/10.30625/ijctr.625192 

56. Perera, P., Jayasinghe, J., Nanayakkara, N., & 

Mahaliyanaarachchi, R. (2023). Exploring the 

potential to promote ayurvedic tourism post-covid-

19 pandemic in western province, sri lanka. South 

Asian Journal of Tourism and Hospitality, 3(1), 77-

113. https://doi.org/10.4038/sajth.v3i1.58 

57. Pfeilstetter, R. (2014). Heritage entrepreneurship. 

agency-driven promotion of the mediterranean diet 
in spain. International Journal of Heritage Studies, 

21(3), 215-231. 

https://doi.org/10.1080/13527258.2014.930502 

58. Piva, M., Kurtz, C., Galiassi, G., Almeida, J., 

Castanha, J., Castro, L., … & Nezu, V. (2024). 

Ethical and legal challenges in the medical clinic. 

https://doi.org/10.22556/jctc.2023.9.1.21
https://doi.org/10.58812/wsis.v2i01.610
https://doi.org/10.3352/jeehp.2021.18.17
https://doi.org/10.1108/whatt-02-2025-0059
https://doi.org/10.7906/indecs.15.2.5
https://doi.org/10.55463/issn.1674-2974.49.4.9
https://doi.org/10.3390/su15086374
https://doi.org/10.1111/isj.12131
https://doi.org/10.5772/51644
https://doi.org/10.37391%20/ijbmr.120102
https://doi.org/10.1007/978-3-030-94751-4_45
https://doi.org/10.3389%20/fpsyg.2022.925768
https://doi.org/10.3389%20/fpsyg.2022.925768
https://doi.org/10.21564/2414-990x.164.289266
https://doi.org/10.21564/2414-990x.164.289266
https://doi.org/10.37547/tajmei/volume05issue10-06
https://doi.org/10.37547/tajmei/volume05issue10-06
https://doi.org/10.1080/21568316.2016.1192058
https://doi.org/10.17086/jts.2024.48.1.147.164
https://doi.org/10.34010/icobest.v1i.54
https://doi.org/10.47191/ijsshr/v5-i8-58
https://doi.org/10.3390/su9101882
https://doi.org/10.4314/jpds.v15i2.6
https://doi.org/10.58830/ozgur.pub257.c1287
https://doi.org/10.30625/ijctr.625192
https://doi.org/10.30625/ijctr.625192
https://doi.org/10.30625/ijctr.625192
https://doi.org/10.4038/sajth.v3i1.58
https://doi.org/10.1080/13527258.2014.930502


How to cite:  Ahmad R, Aziz NA, Rahman AA, Yusuf M, Ismail H, Tan SY, et al. Digital marketing, cultural tourism, and legal-ethical 
challenges: implications for social entrepreneurship in Malaysia and Indonesia. Adv Consum Res. 2025;2(4):5144–5159. 

Advances in Consumer Research                            5158 

International Journal of Health Science, 4(20), 2-4. 

https://doi.org/10.22533/at.ed.1594202415029 

59. Pollák, F. and Markovıč, P. (2021). Size of business 

unit as a factor influencing adoption of digital 

marketing: empirical analysis of smes operating in 

the central european market. Administrative 

Sciences, 11(3), 71. 

https://doi.org/10.3390/admsci11030071 

60. Priatna, D. and Roswinna, W. (2023). The model of 

digital communication and supply chains for the 

tourism industry. GIJTM, 1(3), 267-275. 
https://doi.org/10.38035/gijtm.v1i3.97 

61. Priyanath, H., Ranatunga, R., & RGN, M. (2020). 

Methods and rule-of-thumbs in the determination of 

minimum sample size when appling structural 

equation modelling: a review. Journal of Social 

Science Research, 15, 102-107. 

https://doi.org/10.24297/jssr.v15i.8670 

62. Qi, F. (2023). Balancing cultural heritage 

preservation and cultural industry development: the 

role and challenges of museums. Highlights in 

Business Economics and Management, 21, 1071-

1073. https://doi.org/10.54097/hbem.v21i.14961 
63. Sančanin, B. (2023). The importance of the 

digitization process for the promotion of cultural 

heritage of the republic of serbia: empirical and 

statistical findings. International Journal of 

Cognitive Research in Science Engineering and 

Education, 11(2), 221-229. 

https://doi.org/10.23947/2334-8496-2023-11-2-221-

229 

64. Santoso, B. and Lestari, W. (2023). The effect of 

digital marketing on purchase loyalty with customer 

satisfaction as an intervening variable on products 
starbucks in sukoharjo. Al-Kharaj Journal of Islamic 

Economic and Business, 5(2). 

https://doi.org/10.24256/kharaj.v5i2.3986 

65. Sari, S., Harani, A., & Wibowo, S. (2018). The role 

of gemaspekola in supporting the preservation of 

semarang old town&lt;b&gt; &lt;/b&gt;. 

International Review for Spatial Planning and 

Sustainable Development, 6(4), 51-61. 

https://doi.org/10.14246/irspsd.6.4_51 

66. Sasana, H., Novitaningtyas, I., & Panjawa, J. (2020). 

Does social media improve the welfare of tourism 

businesses?. Trikonomika, 19(1), 36-42. 
https://doi.org/10.23969/trikonomika.v19i1.2035 

67. Scuotto, A., Cicellin, M., & Consiglio, S. (2022). 

Social bricolage and social business model in 

uncertain contexts: insights for the management of 

minor cultural heritage in italy. Measuring Business 

Excellence, 27(1), 89-106. 

https://doi.org/10.1108/mbe-09-2021-0116 

68. Shao, Y. (2023). A study on the influencing factors 

of social media in the communication of cultural 

heritage education: a systematic literature review. 

Studies in Media and Communication, 11(7), 90. 
https://doi.org/10.11114/smc.v11i7.6296 

69. Siddiqui, M., Syed, T., Nadeem, A., Nawaz, W., & 

Alkhodre, A. (2022). Virtual tourism and digital 

heritage: an analysis of vr/ar technologies and 

applications. International Journal of Advanced 

Computer Science and Applications, 13(7). 

https://doi.org/10.14569/ijacsa.2022.0130739 

70. Singgalen, Y. (2024). Implementation of crisp-dm 

for social network analysis (sna) of tourism and 

travel vlog content reviews. Jurnal Media 

Informatika Budidarma, 8(1), 572. 

https://doi.org/10.30865/mib.v8i1.7323 

71. Slipetskyi, M. (2025). Legal mechanisms for the 

management of tourism activities in the regional 

context. Actual Problems of Innovative Economy, 

2025(3), 6-11. https://doi.org/10.36887/2524-0455-
2025-3-1 

72. Sumantri, D. and Rahmat, T. (2023). Increasing 

tourist intention to visit of coastal and marine 

tourism visits through digital marketing. Jurnal 

Manajerial, 10(01), 81. 

https://doi.org/10.30587/jurnalmanajerial.v10i01.46

51 

73. Tan, S., Lim, H., Tan, S., & Kok, Y. (2019). A 

cultural creativity framework for the sustainability of 

intangible cultural heritage. Journal of Hospitality & 

Tourism Research, 44(3), 439-471. 

https://doi.org/10.1177/1096348019886929 
74. Tassikas, A. (2021). Data processing and legal 

protection in contracts in the technologically 

innovative tourism sector. European Journal of 

Tourism Hospitality and Recreation, 11(1), 77-90. 

https://doi.org/10.2478/ejthr-2021-0008 

75. Tran T. T., Le M. T., & Nguyen T. Q. (2022). Power 

analysis in quantitative research using G*Power. 

European Journal of Science and Theology, 18(3), 

203–211. 

76. Vecchio, P., Mele, G., Ndou, V., & Secundo, G. 

(2018). Open innovation and social big data for 
sustainability: evidence from the tourism industry. 

Sustainability, 10(9), 3215. 

https://doi.org/10.3390/su10093215 

77. Vuong, B. N., & Giao, H. N. K. (2019). The impact 

of perceived brand globalness on consumers’ 

purchase intention and the moderating role of 

consumer ethnocentrism: An evidence from vietnam. 

Journal of International Consumer Marketing, 1-22. 

doi:10.1080/08961530.2019.1619115 

78. Wibawa, I., Astawa, I., Sukmawati, N., Arjana, I., & 

Sutarma, I. (2022). Digital marketing and sustainable 

tourism for tourist villages in bangli regency. 
International Journal of Glocal Tourism, 3(2), 88-99. 

https://doi.org/10.58982 /injogt.v3i2.209 

79. Xu, Y., Stojanovic, N., Stojanovic, L., Cabrera, A., 

& Schuchert, T. (2012). An approach for using 

complex event processing for adaptive augmented 

reality in cultural heritage domain.. 

https://doi.org/10.1145/2335484.2335500 

80. Zaman, U. (2024). Guardians of the green: exploring 

climate advocacy, data privacy-conscious 

marketing, and social moral licensing in regenerative 

tourism in hawaii. Sustainability, 16(23), 10297. 
https://doi.org/10.3390/su162310297 

81. Zhang, Z. and Dai, M. (2024). The role of social 

media data analytics in rural tourism market trend 

forecasting. Applied Mathematics and Nonlinear 

Sciences, 9(1). https://doi.org/10.2478/amns-2024-

0953 

https://doi.org/10.22533/at.ed.1594202415029
https://doi.org/10.3390/admsci11030071
https://doi.org/10.38035/gijtm.v1i3.97
https://doi.org/10.24297/jssr.v15i.8670
https://doi.org/10.54097/hbem.v21i.14961
https://doi.org/10.23947/2334-8496-2023-11-2-221-229
https://doi.org/10.23947/2334-8496-2023-11-2-221-229
https://doi.org/10.24256/kharaj.v5i2.3986
https://doi.org/10.14246/irspsd.6.4_51
https://doi.org/10.23969/trikonomika.v19i1.2035
https://doi.org/10.1108/mbe-09-2021-0116
https://doi.org/10.11114/smc.v11i7.6296
https://doi.org/10.14569/ijacsa.2022.0130739
https://doi.org/10.30865/mib.v8i1.7323
https://doi.org/10.36887/2524-0455-2025-3-1
https://doi.org/10.36887/2524-0455-2025-3-1
https://doi.org/10.30587/jurnalmanajerial.v10i01.4651
https://doi.org/10.30587/jurnalmanajerial.v10i01.4651
https://doi.org/10.1177/1096348019886929
https://doi.org/10.1177/1096348019886929
https://doi.org/10.1177/1096348019886929
https://doi.org/10.2478/ejthr-2021-0008
https://doi.org/10.3390/su10093215
https://doi.org/10.58982%20/injogt.v3i2.209
https://doi.org/10.1145/2335484.2335500
https://doi.org/10.2478/amns-2024-0953
https://doi.org/10.2478/amns-2024-0953


How to cite:  Ahmad R, Aziz NA, Rahman AA, Yusuf M, Ismail H, Tan SY, et al. Digital marketing, cultural tourism, and legal-ethical 
challenges: implications for social entrepreneurship in Malaysia and Indonesia. Adv Consum Res. 2025;2(4):5144–5159. 

Advances in Consumer Research                            5159 

82. Zheng, L. (2023). Innovation in tourism marketing 

based on social media. Tourism Management and 

Technology Economy, 6(6). 

https://doi.org/10.23977/tmte.2023.060602 

83. Zhou, D. (2024). Tourism destination marketing 

strategy driven by big data. Journal of Computational 

Methods in Sciences and Engineering, 24(4-5), 

2593-2609. https://doi.org/10.3233/jcm-247486 

https://doi.org/10.23977/tmte.2023.060602

	INTRODUCTION
	DISCUSSION AND CONCLUSION

