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This study examines the impact of marketing automation systems on customer attraction 
in tourism companies, considering service innovation and agile marketing as intermediary 

variables  

 

Abstract  Keywords  

This study examined the application of the Marketing Automation System and its impact 
on attracting customers to tourism companies, with service innovation and agile marketing 
acting as mediating variables. The study was conducted with a sample of 91 individuals. The 
results of the descriptive analysis showed that respondents agreed with the research variables 
to a high degree. 'Service innovation' ranked first with an arithmetic mean of 3.93, followed 
by 'customer attraction' with an arithmetic mean of 3.82. The correlation matrix revealed 
strong positive and statistically significant relationships between all dimensions at the 0.01 
level, with the highest value recorded between 'Agile Marketing' and 'Customer Attraction' at 
0.646. Advanced hypothesis testing using Structural Equation Modelling (SEM) via the 
AMOS program proved the complete mediation hypothesis. The study revealed no direct 
impact of the 'marketing automation system' variable on customer acquisition. Instead, the full 
effect was transferred through the mediating variables of agile marketing and service 
innovation, achieving strong indirect effects of 0.485 and 0.350 respectively. This 
demonstrates that digital systems only achieve their competitive objectives in customer 
acquisition when supported by organisational flexibility and continuous innovation. 
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