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Abstract 

In the world of tourism startups, geospatial mapping has become a crucial tool that is 

revolutionising how travellers research and experience locations. This paper examines the 

crucial function of geospatial mapping in the travel and tourism sector, as well as its 

potential to use location intelligence to provide better tourist experiences. Travellers today 

anticipate personalised and immersive interactions with their selected places as a result of 

the development of modern technology and the widespread use of mobile devices. Location 

intelligence-driven geospatial mapping makes this possible. Beginning with real-time 

navigation, contextual information dissemination, and spatial analytics, this study identifies 

the major advantages of geospatial mapping for tourism start-ups. Employing this 

technology allows companies to provide location-specific advice, optimize route planning, 

and monitor visitor behavior to customize their offerings. Geospatial data use improves 

startup decision-making processes, creating a competitive edge and a deeper 

comprehension of customer preferences. The purpose of this study is to investigate how 

geospatial mapping improves visitor experiences. Tourism start-ups use geo-location services 

into their apps and websites to offer customised itineraries, notifications about nearby 

attractions, and special discounts. This strategy encourages adventure seeking in visitors and 

increases engagement. 
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Introduction 

 

Geospatial mapping, also known as Geographic Information Systems (GIS), is a field of 

technology that collects, analyses, interprets, and visualises geographic information 

pertaining to the surface of the Earth. To produce accurate maps and representations of 

physical characteristics, such as landscapes, natural resources, transportation networks, 

metropolitan areas, and more, this technology uses spatial and location-based data.  

Geospatial mapping has a wide range of uses, including urban planning, 

environmental management, agriculture, transportation, geology, and, as previously 

mentioned, the tourism industry. It is critical for improving decision-making, resource 

management, and comprehension of our world's spatial characteristics. This study 

investigates how emerging businesses in the tourism industry use geospatial mapping 

technology and location intelligence to provide visitors with richer, more personalised, and 

context-aware experiences. Here's a breakdown of the main components: 

Geospatial Mapping: Geospatial Mapping is the process of creating digital maps that include 

geographical data such as coordinates, terrain, and landmarks. Geospatial mapping allows 
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precise location-based services by providing a visual representation of a destination as well 

as the ability to overlay other sorts of data into maps. 

Tourism Startups: These are emerging businesses in the tourism industry that strive to 

innovate and disrupt traditional tourism techniques. They can include organisations that 

specialise in trip planning, accommodation booking, tour services, and other services. 

Location Intelligence: Location intelligence is the process of analysing geographical data to 

gain insights and make informed decisions. It involves leveraging geographical information to 

analyse traveller behaviour, preferences, and surrounds in order to give more relevant and 

personalised services in the context of tourism startups. 

The role of technology in the changing terrain of the tourist business has become 

increasingly important, revolutionising the way visitors investigate and engage with places. 

Tourism companies' use of geospatial mapping and location intelligence is a critical 

technological innovation in this field. These advancements have the potential to improve 

tourist experiences and reshape how we engage with vacation destinations. Geospatial 

mapping in tourism startups serves as a powerful tool that uses location intelligence to 

improve the overall visitor experience. Tourism startups can use geospatial mapping 

technology to Optimize navigation, Personalise Itineraries, Recommend Nearby Attractions, 

Improve Safety and Security, Collect and analyse data, Promote Local Businesses, Improve 

Resource Management and Stay Competitive. 

 

Statement of the Problem: In light of the tourist industry's rapid digitalization, there is a 

growing demand to explore how geospatial mapping and location intelligence are being used 

by tourism startups and to comprehend the effects of this integration. It is critical to address 

whether these technologies genuinely improve visitor experiences, how they shape startup 

strategy, and whether there are problems and concerns associated with their deployment. 

 

Research Objectives: 

I. To investigate how tourist entrepreneurs use geospatial mapping and location 

intelligence in today's digital ecosystem. 

II. To investigate the influence of emerging technologies on visitor experiences, such as 

their function in offering personalised itineraries, notifications about nearby 

attractions, and special offers. 

III. To identify the obstacles and considerations connected with geographic mapping 

integration, including data protection, user permission, and infrastructure issues. 

 

Significance of the study: Understanding the critical function of geospatial mapping in the 

tourist startup industry is critical for many players. It provides insights into a technology that 

can provide a competitive advantage by improving user experiences for tourism businesses. 

It represents the possibility of more personalised and enriching journeys for travellers. 

Furthermore, by shining light on the practical applications and problems of geospatial 

mapping in a quickly expanding digital context, this study might contribute to academic 

knowledge. This research, by investigating the use of this technology and its impact on the 

tourism industry, serves as a significant resource for industry professionals, policymakers, 

and academics alike, propelling the conversation on the junction of technology and tourism. 

Review of literature:  
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Overview of Geospatial Mapping and Location Intelligence: 

Geospatial mapping, also known as Geographic Information Systems (GIS), is the process of 

collecting, analysing, and visualising geographical data. It is a vital technology that has 

revolutionised several industries, including tourism. Location intelligence, which is closely 

related to geospatial mapping, entails understanding geographical data in order to make 

informed judgements. This technology is useful in the tourism industry for giving real-time 

information, improving navigation, and personalising visitor experiences. 

The foundation for gathering, managing, and understanding geographical data is 

geospatial mapping, which includes Geographic Information Systems (GIS) and remote 

sensing technology. Location intelligence, which is closely related to geospatial mapping, 

entails generating insights from spatial data. These technologies provide real-time spatial 

awareness in tourism, allowing firms to improve navigation, optimise services, and develop 

context-aware experiences (Fischer, 2017). 

The foundation of location-based technologies is geospatial mapping, also known as 

Geographic Information Systems (GIS). It includes the collection, processing, and 

visualisation of geographic data. Geospatial mapping in tourism gives real-time information 

to businesses and travellers, enabling informed decision-making. Location intelligence, which 

is closely related to geospatial mapping, refers to the use of geographical data to gain 

important insights (Chien & Su, 2007). 

 

The Use of Geospatial Data in the Tourism Industry: Geospatial data is extremely important 

in the tourism industry. It enables businesses to map out places, generate interactive 

itineraries, and provide travellers with location-specific services. Geospatial data aids route 

optimisation, allowing tourists to find their way more effectively. Furthermore, it is useful for 

cataloguing and advertising local attractions, which is especially beneficial for small 

companies and off-the-beaten-path locales. Geospatial data enables the tourism industry to 

capitalise on the wealth of geographical information, providing travellers with a more in-

depth understanding of the areas they visit. Geospatial data is an essential component of 

modern tourism. It enables the industry to create interactive maps, identify restaurants and 

activities, and optimise travel routes. Examples of geographic data utilisation include Google 

Maps, Airbnb's location-based suggestions, and augmented reality tour guides (Li et al., 

2019). This information enhances tourism experiences by providing visitors with a greater 

connection to the areas they visit. Geospatial data enables tourism startups to develop 

interactive maps, guidebooks, and location-specific services for visitors. Geospatial data 

improves route planning, making it easier for tourists to navigate. Furthermore, it is critical in 

promoting lesser-known sites and assisting with destination marketing initiatives (Gretzel et 

al., 2015). 

 

Emerging Trends and Technologies in Tourism Startups: Tourism entrepreneurs are at the 

forefront of adopting innovative technology, like geospatial mapping. To improve the visitor 

experience, these firms are merging geolocation services, augmented reality, and virtual 

reality. Mobile apps that provide real-time information about nearby points of interest, 

personalised itineraries, and location-based deals are gaining popularity. A major 

development is the use of Big Data analytics and machine learning to analyse geographical 
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data. These technologies allow entrepreneurs to provide novel and engaging offerings while 

also increasing operational efficiency. 

Tourism startups are pioneers in using cutting-edge technologies. Tourists benefit 

from geolocation services by receiving hyper-personalized itineraries, timely updates, and 

special offers. Furthermore, technologies such as virtual reality (VR) and augmented reality 

(AR) are transforming travel into immersive experiences (Buhalis & Sinarta, 2020). Startups 

such as Airbnb and TripAdvisor, for example, use augmented reality to provide virtual tours 

and 360-degree views of rooms and attractions. 

To deliver immersive travel experiences, Tourism entrepreneurs use geolocation 

services, augmented reality (AR), and virtual reality (VR). Mobile applications that provide 

real-time information about nearby points of interest, personalised itineraries, and location-

based discounts are becoming increasingly popular (Xiang & Du, 2019). Furthermore, 

geospatial data is analysed using data analytics and machine learning, allowing for data-

driven decision-making and improved consumer experiences. 

 

Theoretical Frameworks Related to Location-Based Services: The use of geospatial mapping 

and location intelligence in tourist startups can be explained using a variety of theoretical 

frameworks. The "Technology Acceptance Model" (TAM) is a significant paradigm that 

investigates how people perceive and accept new technology. TAM aids in the analysis of 

user receptivity and the factors influencing the adoption of location-based services in the 

context of geospatial mapping. Another useful approach is "Service Dominant Logic," which 

focuses on the value co-creation between service providers and users. Geospatial mapping-

driven location-based services illustrate the interactive and participatory nature of value 

creation in tourism. 

The "Unified Theory of Acceptance and Use of Technology" (UTAUT) is a framework 

for understanding the adoption of geospatial technology in tourist companies that extends 

the Technology Acceptance Model (TAM). Venkatesh et al. (2003) investigates the role of 

performance expectancy, effort expectancy, social influence, and facilitating factors in 

determining user acceptability. Furthermore, "Service Dominant Logic" (Vargo & Lusch, 

2004) elucidates the co-creation of value in location-based services. Through geospatial 

technology, it emphasises the participatory and collaborative nature of value exchange 

between tourists and service providers. 

 

Research Methodology 

This study takes a qualitative approach to investigate the role of geospatial mapping in 

tourism startups and its impact on tourist experiences.  

Method of Data Collection - For this study, content analysis was chosen as the data collection 

strategy. The process of carefully analysing textual, visual, or auditory content in order to 

derive relevant insights is known as content analysis. It will be utilised in this context to 

investigate documents, textual data, and any visual materials relevant to tourist startups and 

their usage of geospatial mapping. Websites, mobile applications, marketing materials, and 

user-generated content are examples of such sources.  
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Sampling Technique: The study used purposive sampling, which includes selecting 

participants with specific expertise or experience relevant to the research issue. Individuals 

linked with tourist companies, such as founders, staff, or technological professionals, will be 

among those taking part.  

Data Analysis - In this study, content analysis will also be the primary data analysis 

technique. The collected verbal and visual data will be evaluated, coded, and categorised 

methodically in order to uncover patterns and themes connected to geospatial mapping in 

tourist startups. The analysis will use both inductive and deductive methodologies, allowing 

themes to emerge from the data while also fitting with stated study objectives and 

questions.  

 

Geospatial Mapping in Tourism Startups: Case Studies 

Geospatial mapping technology has quickly become a cornerstone of tourism startup 

innovation, altering the way travellers interact with locations. In this part, we give case 

studies of three tourism firms that demonstrate the incorporation of geospatial mapping 

into their operations. We investigate their tactics, triumphs, and challenges in-depth, giving 

light on how geospatial mapping has shaped their career within the dynamic tourism 

business. 

Case Study 1: Personalised Travel Experiences with "WanderGuide" 

Approach: WanderGuide is a business that uses geospatial mapping to provide highly 

personalised experiences to travellers. They use geolocation services and powerful 

algorithms to deliver real-time recommendations based on the location and preferences of 

the traveller. This enables the building of personalised itineraries, real-time updates about 

nearby attractions, and exclusive bargains from local businesses. 

Successes: WanderGuide's strategy has increased user engagement and satisfaction 

significantly. Travellers appreciate the convenience of personalised recommendations, and 

local businesses gain from increased foot traffic and visibility. The firm has formed alliances 

with a number of destinations, establishing itself as a reliable travel companion for 

travellers. 

Challenges: However, WanderGuide has encountered issues with data privacy and user 

consent. Some travellers have reservations about disclosing their location data. The startup 

must negotiate these privacy challenges while keeping its user base's trust. 

 Case Study 2: "RoamVR" - Exploration of Virtual Reality 

Approach: RoamVR is a tourism firm that uses geospatial mapping to provide virtual reality 

(VR) tours of tourist locations. They employ geographical data to generate virtual recreations 

of real-world locales, allowing customers to virtually explore destinations before making 

vacation plans. Geospatial mapping ensures the precision and immersion of their virtual 

reality experiences. 

Success: RoamVR's revolutionary approach has attracted a lot of attention and investment. It 

has connections with major travel firms and caters to travellers looking for immersive 

previews of places. The startup's success is based on its ability to combine cutting-edge 

technology with geographic precision. 

Challenges: RoamVR's hurdles include the high expenditures connected with VR content 

creation as well as accessibility issues. Because not all travellers have access to VR 
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technology, the reach of their services is limited. To be competitive, the startup must 

constantly solve these difficulties. 

Case Study 3: "LocalTrek" - Community-Driven Exploration 

Approach: Using geospatial mapping, LocalTrek promotes off-the-beaten-path places. This 

firm has created a community-driven platform that encourages people to share their 

geotagged content and experiences. Users can use geospatial data to find hidden treasures 

and support local companies. 

Successes: User-generated material on LocalTrek has increased significantly, generating a 

sense of community among travellers. This method has received accolades for its realism, 

and it helps lesser-known sites acquire prominence. The startup has established itself as a 

reliable source of one-of-a-kind travel experiences. 

Challenges: LocalTrek's issues concentrate upon user engagement and content quality. 

Maintaining a trustworthy platform with high-quality content necessitates ongoing 

community management and curation. In addition, the startup is developing monetization 

options in order to sustain its operations. 

These case studies demonstrate the many ways taken by tourism companies in 

leveraging geospatial mapping to improve visitor experiences. While each startup's journey 

is unique, they all have one thing in common: they use geospatial mapping as a catalyst for 

success. The difficulties they face reflect the industry's dynamic nature and the necessity for 

ongoing innovation to suit the growing demands of modern travellers.  

 

Discussion and findings 

Study provides a synthesis of data from case studies of tourism startups—WanderGuide, 

RoamVR, and LocalTrek—that use geospatial mapping to improve visitor experiences in this 

conversation. These startups demonstrate a variety of techniques to leveraging geospatial 

mapping technologies. Through geolocation services, WanderGuide provides personalised 

itineraries, real-time recommendations, and unique bargains. RoamVR immerses travellers in 

virtual reality destination exploration, boosting pre-travel experiences. LocalTrek encourages 

community-driven exploration by allowing users to share undiscovered gems and support 

local businesses through the use of geospatial mapping. Selected data collection strategy, 

content analysis, was critical in unearthing these findings. It allows for the systematic 

evaluation, tagging, and categorization of textual and visual data, revealing common themes 

and patterns related to the use of geospatial mapping in tourist companies. 

Geospatial Mapping and Tourism Startups: The consequences of these case studies highlight 

the critical need of geospatial mapping for tourist companies. For starters, geospatial 

mapping enables the delivery of highly personalised and engaging experiences to travellers. 

Startups may strengthen the bond between travellers and their places by providing real-time 

information, customisation, and virtual exploration. Second, geospatial mapping allows for 

the promotion of off-the-beaten-path destinations, thereby encouraging destination 

diversity and sustainability. These consequences show how geospatial mapping can help 

tourism startups stay competitive and relevant in today's travel industry. 

Theoretical Contributions and Practical Applications: These case studies help to comprehend 

the actual uses of geospatial mapping from a theoretical approach. They demonstrate how 

to utilise the Technology Acceptance Model (TAM) to assess user acceptance and factors 

impacting the uptake of location-based services. These firms must constantly balance user 
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privacy with the ease of geolocation services. Furthermore, as entrepreneurs focus on co-

creating value between service providers and visitors, the concept of "Service Dominant 

Logic" finds practical application. Their capacity to engage travellers in the creation of 

content highlights the interactive and participatory aspect of value creation in the tourist 

sector.  

In practise, these case studies provide useful information for both existing and 

aspiring tourist entrepreneurs. They demonstrate the value of data-driven decision-making 

and the promise of incorporating geospatial mapping to provide new, personalised, and 

immersive travel experiences. Furthermore, these studies emphasise the importance of 

addressing difficulties connected to data protection, accessibility, and content quality in 

order to sustain a competitive advantage. 

 

Conclusion 

In order to comprehend "The Role of Geospatial Mapping in Tourism Startups: Leveraging 

Location Intelligence for Enhanced Visitor Experiences," this study revealed crucial findings 

that shed light on the dynamic interplay between geospatial mapping and the tourism 

startup ecosystem. case studies of tourism firms such as WanderGuide, RoamVR, and 

LocalTrek demonstrate a patchwork of techniques that use geospatial mapping to enhance 

tourist experiences. These firms use geospatial mapping to give real-time, location-specific 

services, increasing traveller engagement. This research makes a substantial contribution to 

the disciplines of tourism and geospatial mapping. It demonstrates the revolutionary 

potential of geospatial mapping technology in transforming how tourism entrepreneurs 

interact with travellers. As shown in these case studies, geospatial mapping personalises 

travel experiences, links travellers with their destinations, and promotes lesser-known sites, 

all of which contribute to the diversity and sustainability of tourism. Furthermore, this study 

connects theoretical topics such as the Technology Acceptance Model (TAM) and the Service 

Dominant Logic theory to actual applications in the tourism business. It highlights content 

analysis's dynamic significance as a valuable tool for interpreting the implications of 

geographical mapping in the context of tourist startups. 

 

References: 

1. Buhalis, D., & Sinarta, Y. (2020). Real-time co-creation and nowness service: Lessons from 

tourism and hospitality. Journal of Travel Research, 0047287520961634. 

2. Chien, S., & Su, W. (2007). Dynamic intelligent tourist-route planning system with web services. 

Expert Systems with Applications, 32(1), 12-25.  

3. Fischer, M. M. (2017). Location intelligence and spatial big data. Journal of Location Based 

Services, 11(1), 7-15. 

4. Gretzel, U., Sigala, M., Xiang, Z., & Koo, C. (2015). Smart tourism: Foundations and 

developments. Electronic Markets, 25(3), 179-188. 

5. Li, X., Wang, D., Huang, D., & Wu, P. (2019). The use of geospatial big data and geovisualization 

tools in tourism research. GeoJournal, 84(6), 1345-1360. 

6. Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for marketing. Journal of 

Marketing, 68(1), 1-17. 

7. Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information 

technology: Toward a unified view. MIS Quarterly, 425-478. 



Proceedings of the 43rd INCA International Conference, Jodhpur, 06–08 November 2023.  56 

8. Xiang, Z., & Du, Q. (2019). Data mining and big data analytics in the hospitality and tourism 

industry: A review. Tourism Management, 68, 301-324. 

 

Citation 
Thakur, K. (2024). The Role of Geospatial Mapping in Tourism Startups: Leveraging Location 
Intelligence for Enhanced Visitor Experiences. In: Dandabathula, G., Bera, A.K., Rao, S.S., 
Srivastav, S.K. (Eds.), Proceedings of the 43rd INCA International Conference, Jodhpur, 06–08 
November 2023, pp. 49–56, ISBN 978-93-341-2277-0. 

Disclaimer/Conference Note: The statements, opinions and data contained in all publications are solely those of 
the individual author(s) and contributor(s) and not of INCA/Indian Cartographer and/or the editor(s). The 
editor(s) disclaim responsibility for any injury to people or property resulting from any ideas, methods, 
instructions or products referred to in the content. 

 

  


