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Abstract

The purpose of this article is to present concept of digital marketing communication for
Generation C tourist. The concept affects tourism business operation. In order to be successful in
the tourism business, technology should be adapted in working process with marketing
communication which is needed. Also, it should study the behavior to understand especially
Generation C tourists who have influences in the business model, marketing including lifestyle,
society and family levels. They have digital lifestyle habits which are always connected. The
original traditional marketing communication strategies that have been used may not be enough to
plan marketing communications for the Gen-C tourists because of lifestyle habits, interest in
various things, including technological factors that are continuously developing. Resulting in a large
amount of information from various channels. It is important that marketers have to use the data
to analyze in order to plan strategies to achieve target and objective as much as possible.
Marketing communications can access Generation C tourists with digital marketing communication
strategies, consisting of C Model for Online Marketing, 5A Marketing and Inbound Marketing. The

tourism business entrepreneur should focus on the new technologies as well.

Key words: Generation C tourists; Digital marketing; Model C for digital marketing; Strategy to tie

the mind of customers 5A; Attractive marketing
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