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Abstract

This study introduces the concept of locability and its importance in fostering
social cohesion, economic resilience, and environmental sustainability in
the digital era through emerging technologies. Locability emerges at the
intersection of geography, technology, and sustainability. It stands out as
a crucial framework ensuring visibility, accessibility, and strong associa-
tions, all building blocks for a place to be effectively branded in terms
of sustainable development. Transferring the term from linguistics in place
branding, locability goes beyond locality, influences the place identity for-
mation, and refers to how a place builds upon technology to be visible,
accessible, differentiated, and therefore, well-lived. It also encapsulates the
power of all stakeholders, both individuals and communities, to digitally
encompass all cognitive, affective, conative, and evaluative elements linked
to the place identity, enhancing the sense of belonging. In this context,
technological innovations, such as artificial intelligence, augmented reality,
and social media platforms, are shaping locability by enhancing visibility,
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accessibility, facilitating instantaneous but strong interactions, through sto-
rytelling and disseminating authentic narratives. Moreover, at the very heart
of locability lies sustainability, aiming at improving economic, social, and
environmental conditions, promoting resilience, and fostering a sense of
belonging. Understanding and integrating locability within place branding
theory and practice ensures that places leverage digital marketing practices to
cultivate communities that are more inclusive, resilient, and environmentally
sustainable.

Keywords: sustainability, place identity, technology-driven, social media,
digital platforms, strategic communication.

1 Introduction

Branding involves the processes of cognitive mapping and reputation man-
agement [1, 2]. The foundational principles and models pertinent to product
branding and corporate branding have traditionally been explored within
place branding context, enriching both the theoretical and practical learning
[3, 4]. Place branding focuses on managing distinctive image associations
[5, 6], building on place identity to assist in positive image and constructive
reputation [7–9]. What is more, in an era where digital technologies are trans-
forming the way places are conceived, perceived, and experienced, [10–12],
place branding has evolved from a purely symbolic concept into a dynamic
and experiential approach [13].

Experiences are “sensations, feelings, cognitions and behavioral
responses evoked by brand-related stimuli” [14, p. 54]. The experience
construct is holistic in nature [15]. The place experience construct embod-
ies the intricate interactions of individuals when they engage in with their
environments, integrating cognitive, emotional, and sensory elements. As
analyzed by Eshuis & Ripoll González [13], place brands are market-
ing systems that invite dynamic interactions among symbolic, discursive,
institutional, and material elements, shaping stakeholders’ perceptions and
experiences of place, thus place branding calls for multi-sensory, embodied
experiences. Experiential aspects of consumption, presented by Holbrook and
Hirschman [16], are always of critical importance for place branding theory
and practice. In this line, an integrated conceptual framework developed by
Swain et al. [17] puts the place brand experience among the brand equity-
related factors that have a significant impact on people’s beliefs, attitudes,
intentions and behaviors towards a place. As Campelo et al. [18] argue
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“the experience of engagement and interaction requires presence (being in)
and action (being with), always influenced by physical, historical, social,
and cultural aspects that, together, contribute to creating a shared sense of
place”.

Nowadays, however, places go digital. The phenomenon of digital trans-
formation exerts a significant impact on place branding through advanced
digital marketing methodologies, increased community engagement, and the
co-creation of meaningful interactions [19]. The COVID-19 pandemic has
fostered a real connection among communities and a shared responsibility
about the future [20], leading to indigenous and local knowledge exchange
and meaningful interactions among diverse stakeholders. Moreover, digi-
tal transformation is not just an isolated phenomenon that the Covid-19
world abruptly brought to light, rather reflects the evolution of Information
Technology-enabled transformation. Bounfour [21] describes digital trans-
formation as “a new development in the use of digital artifacts, systems
and symbols within and around organizations”. Vial [22] broadens its def-
inition, it being “a process that aims to improve an entity by triggering
significant changes to its properties through combinations of information,
computing, communication, and connectivity technologies” and including
enlarged individual, organizational, and societal contexts. To sum up, a long-
term perspective encompassing the profound changes taking place both in
society and economy is therefore needed [21]. In this transition, places cannot
afford to turn a blind eye.

The way people experience places has changed with the advent of digital
technologies, particularly with social media and with artificial intelligence
(AI) and augmented reality (AR) [23, 24]. Thus, community involvement in
the digital world is encouraged, the allure and competitiveness of places is
improved, and sustainable development is supported [25, 26]. This changes
the perception of place brands and locability becomes an essential aspect
for sustainable place branding. Locability is thus a tech-enabled ability
of stakeholders of place to provide visibility, accessibility, differentiation
and in that way to construct a culture of wellbeing. This evolution creates
the grounds for technologies to enable places to participate in the global
dialogue that is dedicated to the orchestration of diverse programmes and
initiatives contributing to well-being [27, 28]. Locability may further but-
tress processes for some stakeholders with stakes in place to balance the
logarithm of economic growth against that of environmental and cultural
sustainability and further increase the very singularness of the place. Loca-
bility brings in digital tools and platforms to empower places to engage
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local stakeholders and simultaneously have access to reaching external ones,
thus driving better engagement between all stakeholders, while achieving
sustainability.

This paper aims at conceptualizing locability within place branding and
showing how it relates to emerging technologies and sustainable develop-
ment, providing rationale for positive future development for all. It inves-
tigates digital innovations that can foster resident engagement, encourage
ecological and socially responsible tourism, and reinforce place identities
sustainably. Having locability a common ground for critical engagement,
this study addresses the discussion on how tech-driven strategies could
pursue more durable and cooperative place branding practices moving
towards places that encompass social solidarity, economic resilience, and
eco-sustainability.

Originally grounded in the field of linguistics, locability concerns the
cognitive and communicative frameworks through which individuals evaluate
and establish common reference points within discourse. This notion tran-
scends mere linguistic confines and extends into the realm of place branding,
wherein the capacity to position and distinguish a location within a com-
petitive global context parallels the linguistic axiom of referential precision.
In this context it is crucial to explore the ways in which digital platforms
shape place identities, thus advancing inclusivity and engagement through a
diverse range of linguistic articulations and cultural depictions. As techno-
logical innovations continue to advance, the importance of locability in place
branding extends beyond simple digital visibility to include sustainability
by enabling locales to proficiently address their environmental, social, and
economic impacts through digital innovation. This manuscript attempts to
illustrate how digital instruments can elevate not only the accessibility and
engagement of a place but also contribute to the enduring sustainability of
both the ecosystem and the community.

In what follows the concept of locability will be defined and elaborated,
the role of technology in enhancing locability, and finally, the significance
of locability for sustainable place branding. In summary, this manuscript
aims at providing a conceptual foundation to understand and adopt locability
in increasingly evolving digital environments, characterized by information
overload, the erosion of boundaries between the material and digital worlds,
the universal availability of personal data to various actors, and abrupt
transformations due to fast-paced technological progress that heavily impact
identity building processes for individuals and places.
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2 Conceptualizing Locability

According to Wang and Prominski [29] locality is one of the basic properties
of a place, including the natural and cultural attributes of the place. It was
considered to be a crucial determinant of human-land interactions, which is
about the emotional bond and social identity with a place urban or rural.
For Peiren [30], locality is constituted as a conduit through which social
constructs and cultural memories flow, guiding the ways that individuals
perceive their environment and themselves in relation to it. In branding,
locality(ies) is used to describe the strategy of localizing global brands in
the brick-and-mortar environment and its success in establishing genuine
engagement with specific communities, through in-store curation [31]. For
instance, locality focuses on the relationship between a local and a global
presence, which builds relevance to the brand and its customer. Locality is
derived from the identity of a place that embodies all the unique aspects in
terms of culture, heritage, and natural resources, and can be used to build a
differentiating brand image. By creating a unique narrative that highlights the
distinct characteristics of a place, stakeholders can effectively differentiate
themselves in an increasingly saturated market [32]. Connections influenced
by tangible aspects, such as architecture and landscape, as well as intangible
elements like memories, experiences, and cultural narratives or interactions
with their environment contribute to the evolution of place identity [33],
which in turn influences place branding strategies.

Locality is integral to differentiating a place from others in a competitive
global market, where cities, regions, and countries struggle for attention [34].
According to Govers [35, pp. 72–73] “Places offer environments that allow
for product offerings to be brought to international markets, such as tourism
product market combinations, investment opportunities, exported goods,
cultural offerings, employment and housing opportunities or international
study programme offerings”. Emphasising local culture, heritage, and inte-
grating local elements into place branding not only enhances the economic
value for a place but also fosters a sense of belonging among its residents
and secures local support to reinforce the place brand identity. Locality
arises, satisfied citizens become ambassadors to the externals, exchanges
are strengthened and bridges are built [36, 37]. After all, “There are people
behind a place brand: The inhabitants and other internal stakeholders as well
as the interactions between them” [38]. This identity-driven approach encour-
ages community engagement, leading to collaborative efforts to maintain
the authenticity of place identity [39], to enhance the emotional connection
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between the place and its stakeholders and to a cohesive and relevant image
of the place.

Given that place branding is increasingly viewed as an experiential, multi-
sensory construct inviting all stakeholders to engage with a place through
its symbolic, discursive, and material elements [13], locality emphasizes the
importance of co-creating experiences that differentiate a place. In that con-
nection, the narrative exploration of place identities, as seen in Latvian cities
by Ozolina [40], highlights the importance of intangible attributes such as
stories and cultural manifestations in creating authentic and convincing place
brand identities. Locality can also serve as a strategic resource in industries
like music, where place brands act as judgment devices that lower search
costs and enhance recognition in markets with excess supply [41]. The role of
local creatives in place branding, as also seen in the Blue Mountains of Aus-
tralia, highlights the importance of authenticity and stakeholder participation
in developing a brand that resonates with both locals and visitors [42]. On the
contrary, in Indonesia, for example, the lack of attention to cultural elements
in city branding has led to public criticism and the need for rebranding
efforts [43].

Beyond locality comes locability. Locability is a linguistic term referring
to the assessment of the speaker and the listener to determine whether
they can see a particular referent in their common knowledge or not and
subsequently if they should use the definite article the [44]. The idea is
called definiteness, and it is a critical aspect of communication because it
makes sure both participants understand what or whom the other is referring
to, enriching their interaction and allowing for a clearer exchanges [45].
Knowledge of the different audience and speaker roles perspective enforces
clarity and specificity in communication, which affects the organization and
conveying of information in the language beyond just the construction of
sentences and the application of pronouns. This principle of referential clarity
is extrapolated from the linguistic domain to the conceptual sphere as it
pertains to place branding, where a similar mechanism of identification and
differentiation of places plays a critical role in the international arena.

Similar to the concept of definiteness in linguistic discourse, which
guarantees a shared understanding of a particular referent, place branding
is predicated upon a collective acknowledgment of a location’s distinctive
identity. In both instances, a system of indicators and contextual signals
facilitates identification: In the realm of linguistics, the definite article “the”
denotes a referent that is either previously established or readily identifiable
within a discourse. Conversely, in the context of place branding, branding
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Table 1 Methodological stages of locability from linguistics to place branding
Stage Locability in linguistics Locability in place branding
Identification of
the referent

The speaker and listener identify
a specific referent within shared
knowledge |“the Eiffel Tower”
refers to a known landmark.

A place is defined within a
shared cultural and historical
framework |“Paris as the City of
Love”.

Contextual
relevance

The use of the definite article
“the” depends on whether the
referent is known or can be
inferred from context.

Place branding adapts narratives
based on audience perception
and relevance.

Symbolic &
semantic markers

Linguistic markers provide
clarity in reference.

Logos, slogans, and symbols act
as “definite articles” to enhance
place identification.

Shared
recognition &
cognitive mapping

The listener’s ability to
recognize the referent depends
on prior knowledge and
discourse context.

A place gains visibility and
awareness through established
narratives and cultural
associations.

Differentiation &
competitive
positioning

Definiteness distinguishes a
referent from others.

Effective place branding from
their competitors.

Structural impact
on communication

Locability affects sentence
construction and meaning clarity.

Place branding shapes tourism,
investment, and identity
formation through strategic
messaging.

components (e.g., slogans, symbols, historical accounts) serve as “definite
articles,” directing audiences to recognize and associate a place with a unique
identity. Employing methodological analogical reasoning, we can correlate
essential linguistic characteristics of locability with strategic elements of
place branding such as shared knowledge and cultural associations, defi-
niteness, and place differentiation and contextual relevance and audience
perception, as presented in Table 1. Similar to how locability in language
is contingent upon a shared cognitive framework between the speaker and
the listener, effective place branding relies on mutual cultural and historical
associations between a place and its audience. To give an example, the
capital of France is internationally acknowledged as “the city of love” due
to collective cultural narratives such as “the Eiffel Tower” is part of discourse
due to its global symbolic significance.

Moreover, in linguistic contexts, definiteness serves to specify a particular
referent; in place branding, a robust identity distinguishes a place from its
competitors. To give another example: “The Big Apple” (New York) and
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“The Eternal City” (Rome) function as definitive linguistic markers, thereby
assisting audiences in promptly “locating” these cities conceptually within
a densely populated global landscape. Lastly, just as linguistic locability is
subject to variation based on the context of discourse, place branding should
demonstrate adaptability to diverse audiences and cultural perspectives. A
city may highlight its historical significance to heritage to tourists while
emphasizing high tech innovation to investors, thereby ensuring that its
identity remains “locatable” across varied communicative contexts.

As a dynamic construct, locability transcends the notion of locality
by incorporating essential functional and communicational attributes that
empower a place to interact meaningfully with residents, visitors, investors,
and all relevant stakeholders. In the context of place branding, locability
emerges at the intersection of geography, technology, and sustainability. It
represents the ability of all stakeholders to leverage digital tools to enhance
visibility, accessibility, and engagement while maintaining their cultural
and environmental integrity. In contrast to place branding based on tan-
gible and traditional promotional tactics, locability incorporates real-time,
data-informed, and interactive methodologies that cultivate dynamic and
customized experiences for both users and businesses, thereby enhancing a
more profound connection and engagement with the place in the digital era.

This revolutionary shift not only improves the prominence of locations
but also empowers stakeholders to undertake informed decision-making that
can lead to sustainable development and enhanced community well-being.
The digital environment is characterized by dynamic, automatic, repeti-
tive, addictive, ubiquitous, and immersive qualities. These have profound
impacts on human perceptions, cognition and the underlying neural systems
impacting social and personal lives, cognition, decisions and behaviours [46].
Through the power of technology and data analytics, locability offers a more
dynamic approach to place branding, allowing for continuous adjustment
and improvement of strategies based on user feedback and changing trends.
This adaptability not only ensures that branding efforts stay relevant, but
also encourages businesses, governmental organizations, and citizens within
that community to work together to develop a genuine story that reflects the
character of the place. This holistic methodology fosters belonging with com-
munity stakeholders, whose joint efforts expand local culture and promote
economic development, all whilst maintaining the unique characteristics that
set communities apart.

Essentially, locability is all the digital or technological glue that can
be used to discover, experience, or interact with places seamlessly and
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Figure 1 Locability theoretical framework.

meaningfully. This includes the use of GPS technology, mobile applica-
tions, and augmented reality features that improve user enjoyment and allow
real-time data on locations to be made available. Similarly, as the article
comments, augmented reality (AR) and virtual reality (VR), artificial intelli-
gence (AI) and big data analytics and social media and digital marketing can
develop immersive place experience, personalize engagement, build social
interaction, and co-create place identity. By integrating these components,
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locability enhances the way individuals, businesses, and institutions connect
with and experience places, making places more adaptable, interactive, and
sustainable.

In a nutshell, while digital place branding often emphasizes elements of
visibility and engagement, the notion of locability presents a more intricate
framework. It transcends conventional branding strategies to encompass the
interactive, real-time, and multisensory experiences of a location, facilitated
by the advent of emerging technologies. In contrast to locality, which is
primarily concerned with static cultural-geographic components, or place
branding, which focuses on the management of reputation, locability drawing
on the linguistic notion of definiteness, spatial discoverability, user-centered
design principles, and technology-mediated personalization.

3 The Role of Technology in Enhancing Locability

Technology is the key enabler of locability, promising great place experi-
ences. Table 2 gives a summary of tech-driven approaches in urban planning
that lead the transition to a more sustainable future, transforming both
economy and society. Smart city infrastructure such as Internet of Things
(IoT) sensors, digital traffic systems, and public transport optimization, geo-
tagging and mapping that help people navigate cities efficiently, augmented
reality and AI tourism guides that enhance visitor experiences, planning
based on real-time data to improve mobility and sustainability, and social
media and digital platforms that communicate a city’s identity online, build
on the strategic use of technology and innovation to create a holistic urban
experience for internal and external stakeholders [47].

More specifically, the sector of IoT sensors collects instantaneous data
streams about roadway congestion, air cleanliness, energy expenditure, and
the multifaceted dynamics of metropolitan life. Innovative traffic control
systems capitalize on AI capabilities to calibrate signals, ease traffic flow, and
protect pedestrians [48]. Public services (encompassing waste management,
light in public spaces, and security) effectively respond to the dynamically
changing real-time environment. The initiation and marketing of smart city
projects requires a strategic approach that considers the input of various
stakeholders, including citizens, to ensure that the branding aligns with the
city’s actual capabilities and aspirations [49, 50].

Nevertheless, to establish a competitive local identity, a smart city’s brand
is managed with certain emphasis on local arrangements and engaging with
inhabitants and citizens in long-term initiatives [51]. Thus in building smart
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Table 2 The role of technology in locability
Tech-driven
Approaches Contribution to locability Impact on place experience
Smart city
infrastructure
(IoT, sensors,
traffic systems)

Enables real-time monitoring,
adaptive urban planning, and
efficient resource management.

Improves sustainability,
enhances mobility, and ensures
smarter city operations.

Geo-tagging &
digital mapping

Helps people navigate cities
seamlessly, offering
location-based
recommendations.

Enhances accessibility,
convenience, and personalized
wayfinding.

Public transport
optimization &
mobility tech

Integrates smart transport
networks, ride-sharing, and
AI-driven route planning.

Reduces congestion, improves
connectivity, and enhances urban
mobility.

Tech AR & AI
tourism guides

Provides immersive, interactive
experiences and digital
storytelling for visitors.

Enhances cultural tourism,
making places engaging and
experiential.

Artificial
Intelligence & big
data analytics

Personalizes recommendations,
predicts visitor needs, and
optimizes city services.

Creates data-driven, responsive
environments tailored to user
preferences.

Social media &
digital place
branding

Showcases a city’s identity
online, fostering engagement and
global visibility.

Turns visitors and residents into
brand ambassadors, shaping
place perception.

city brand identity in South Tangerang, the city should optimized its human
capital to reduce technological and institutional gaps, fostering regional
competitiveness [52]. Emerging smart cities, such as Songdo, Masdar, and
Skolkovo, demonstrate the effectiveness of place branding approaches to
create exclusive, technology-oriented environments deliberately designed to
bring together high-caliber residents and businesses [53]. Furthermore, the
attractiveness of a smart city brand can play an important role in attracting
other user groups, such as investors and tourists, and showing how the
city is innovative and sustainable [54]. Smart destination branding enables
entrepreneurship opportunities and competitive advantage by incorporat-
ing new capabilities and investigating new paths for enhancing city brand
equity [55].

Global positioning system (GPS)-based navigation applications facilitate
navigation within urban contexts [56, 57]. Geo-tagging entails a real-time
geographical data synchronization that tailor the proposals according to user.
Such advanced solutions have a large impact on access to spaces for tourism,
local residents, and everyday people alike [58]. Geo-tagging also offers a
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digital representation of places, readily available to prospective visitors on
social networks like Instagram. Communities can pinpoint the unique cultural
and natural resources of their area through mapping, building a stronger sense
of identity and pride in their community [59]. Users are able to document and
share their experiences relating to public places on social media and digi-
tal platforms through geo-tagged images and content fostering a collective
memory of these spaces [60]. User-generated content acts as a pool of local
narratives; when tapped into place branding strategies content demonstrates
unique cultural characteristics. Indeed, geo-social tagging converts places
into stories, where communities co-create cultural value through shared dig-
ital stories [61]. By doing so, local identities become relatable and appealing
to residents and visitors alike, while adding another storytelling component
to local identities through placemaking.

By using artificial intelligence-based systems for route optimization sig-
nificantly reduces travel times. Cutting-edge public transportation systems
integrate real-time tracking, frictionless fare-less travel, and cooperative
ride-sharing functionalities. Mobility-as-a-Service (MaaS) ecosystems weave
together varied transportation methods, including buses, bicycles, and electric
scooters. Augmented Reality applications seamlessly incorporate fascinating
digital dimensions into the real world (such as historical insights, din-
ing menus, and cultural stories). Virtual companions powered by Artificial
Intelligence provide customized recommendations and real-time translations.
AR-enhanced urban explorations infuse vigor into historical and cultural
narratives, captivating audiences through compelling storytelling. Moving to
another place for vacation can be costly and often troublesome if we consider
bad weather, strikes, and other inconveniences for a traveller. Virtual Reality
and Augmented Reality technologies can lift this barrier and help (potential)
tourists replicate some of the experiences at their home [62]. For instance,
replication of cultural sites might be one of potential application [63]. How-
ever even very advanced VR and/or AR applications may seem inadequate for
people who think that visiting a place offers a unique set of stimuli (visual,
aural even psychological) that cannot be replaced or even described.

Artificial Intelligence and its ever-increasing capacity of producing con-
vincing and interacting avatars offers extensive capabilities in terms of
personalizing the experience of a place to a visitor. User interactions are
analysed, and travel trends, preferences, and necessities can be predicted.
Big data empowers urban strategists to refine infrastructure and services in
accordance with demand. AI-powered chatbots and digital aides (such as
city-tailored AI guides) elevate user involvement. Real-time data enables
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urban environments to monitor atmospheric pollutants, manage waste dis-
posal, and optimize energy utilization. Smart power networks facilitate the
optimal allocation of electrical resources. Eco-friendly design projects, like
living roofs and energy-conserving structures, are directed by insights derived
from AI analysis.

Personalization of information offered to visitors can now be much
more thorough and nuanced, in multiple languages (with nearly real-time
translation) and in augmented environment tuned to different ages, interests,
and expertise level [64]. AI solutions personalize virtual tourism experiences
based on individual preferences, fostering a deeper understanding of local
ecosystems and cultures [65]. Predictive analytics help manage tourist flows,
ensuring that popular sites remain accessible without compromising eco-
logical integrity. Advanced spatial audio processing techniques, such as the
Insight Explorer system that utilizes AI and audio AR to deliver immersive
narratives through AR smart glasses, enhancing landmark identification and
user engagement, contribute to a more profound immersive experience [66].

Digital platforms such as Instagram, Twitter, and TikTok shape a city’s
online identity through the artistic contributions of its users. Creative hash-
tags, geofilters, and live streaming contribute to the increased prominence
and interaction surrounding different locations. Digital influencers and online
assessments shape the community’s perception of various locales. We always
assume that local people have a much better understanding of a place that
usually do not share with visitors or at least are unwilling to do so. However,
influencers are uniquely placed to channel this knowledge via social media.
It is possible that they act to that effect unknowingly, it may be desirable for a
place to cooperate in order to produce and communicate a coherent message
related to the image of a place [67].

There is not a single way to transform a city blending newer technologies
and sustainable practices: a city’s history, geography, economy as well as
the overall climate of the country lead the way. Introduction of smart tech-
nologies follows the growing sophistication of technological tools. There is
significant work to be done in order to blend them with the brand of the
city. This is a task, however, that has been described as an “organizational
challenge” [51]. Successful examples, like the one of Malmö in Sweden,
display a step by step approach of turning an old industrial zone into a
friendlier area before focusing on a district, and set specific goals for its
sustainability profile [68]. In any case, a long-term vision should be shared
by all stakeholders, which is not always apparent in the real world [69]. Euro-
pean cities, like Amsterdam, Barcelona or Vienna, typically lead the way in
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introducing smart features for enhancing mobility, eg smart traffic monitoring
systems, real-time traffic management via social media, smart electric vehicle
charging stations or smart parking [70]. For example, the urban infrastructure
of Amsterdam has been carefully constructed to reduce vehicular congestion
and improve public health, thus reflecting a deep commitment to sustainable
urban transportation principles [71, 72].

4 Locability and Sustainable Place Branding

When integrated within the framework of place branding, locability enables
places to evolve into increasingly interactive, personalized, and discoverable
entities, thereby inspiring, connecting and enabling critical stakeholders and
communities towards sustainable living. Sustainable place branding involves
creating a positive, credible identity for a place that emphasizes environ-
mental stewardship, community engagement, and cultural heritage [73].
The necessity of community engagement, visitor satisfaction, and ecologi-
cal awareness to facilitate the progress of sustainable tourism and protect
indigenous heritage has never been so high [74]. For example, Copenhagen
has placed significant emphasis on cycling and public transportation, thereby
fostering environmentally sustainable commuting alternatives [75, 76].

To begin with, locability facilitates the establishment of digital plat-
forms that link travellers with regional enterprises, thereby fostering direct
assistance for the economic development of the community. Platforms that
showcase local craftsmen, agricultural markets, and community retail estab-
lishments can assist visitors in uncovering genuine experiences while simul-
taneously enhancing the local economic framework. Farhan and Sunuan-
tari [77] describe a digital infrastructure for the branding of rural tourism
within the jurisdiction of Batu Malang City, fostering partnerships among
governmental entities, academic institutions, media organizations, and com-
mercial enterprises, thereby raising visibility and ensuring growth of all
enterprises. Aligning branding efforts with sustainable urban development
goals to attract responsible tourism and investment is crucial for all [78].
Branding strategies empowered by technology hold the promise of bring-
ing attention to regional cultural events, festive gatherings, and culinary
experiences, thereby attracting tourists to contribute their financial resources
to the local economy. Illustrative social media campaigns that effectively
present regional culinary landscapes or cultural festivities attract visitors
while motivating them to investigate and patronize local enterprises.
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Sustainable development in tourism is not a new concept [79], but its
recent rise in popularity is reshaping the industry. In recent years we have
seen a significant effort for converging these concepts which can be applied
independently from each other. When it comes to intrinsic characteristics,
one must find a working balance between their promotion and coping with
a potentially larger crowd of visitors than one anticipated or one that can
be handled effectively. Overtourism, the “concentration of tourist flows in
specific areas” [80] is observed in increasingly more areas. Sooner or later
both practitioners and those who lay down strategies about place management
and development should cope with this reality that potentially derails any
plans for the image of a place. “Getting right” strategy is considered hard [81]
since there are many variables to consider. It has been noted, for instance,
that a branding strategy may be successful enough so it would contribute
to excessive tourism flows in a place [82] in a runaway effect. Therefore, a
comprehensive strategy should help mitigate such an effect.

In that respect, locability introduces sophisticated data analytics tech-
niques to analyse visitor behaviors and identify areas with heightened foot
traffic. For instance, places may deploy visitor management frameworks that
furnish real-time data regarding crowd densities, thereby guiding tourists
toward attractions with diminished visitor loads during periods of peak
attendance. So, locability might be effective in bringing more balanced devel-
opment in tourism, reducing overtourism by better handling tourists’ flows,
and, on the other hand, promoting lesser-known areas better tuned to specific
groups of people (e.g., families, adventurous travellers, food tourism etc).
This approach is surely paired with a focus on technologies that replicate the
experience of a place in an electronic way.

5 Conclusion

The term locality refers to a place that is defined by culturally, socially, and
environmentally embedded specific characteristics, while locability describes
the ability to find, visit and interact with a place in a digital manner using
technology, such as geo-location applications, augmented reality, and smart
city infrastructure. It provides the enriching experience of a place and encour-
ages engagement using digital technologies, making the environment clearer,
more useful, and interactive. Locality entails a geographical location and
its cultural identity. Locability refers to the means by which individuals’
position, experience, and engage with a place through the use of technology.
Understanding the emerging relationship between locality and locability can
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inform urban planning and community building that connects people with
their built and natural environments on a level that matters. This interaction
ensures not only that the lives of the people are enriched but sustainable
practices are in place that honors the culture and future while also nurturing
the economic responsibility of an area.

In contrast to existing digital place branding concepts, which predom-
inantly emphasizes the promotion of a locale’s identity and appeal via
online content and marketing methodologies, locability incorporates a more
interactive, technologically advanced paradigm. It transcends mere represen-
tation by enabling direct digital interaction with a place through augmented
reality, geo-location services, and smart city infrastructure. This differenti-
ation guarantees that locability encompasses not only visibility but also the
enhancement of user experience, engagement, and sustainability within the
realm of place branding.

To sum up, locability is a tech-based driver of sustainable place branding
aiming at the health and welfare of people and the planet, represented by envi-
ronmental sustainability, social wellbeing, and economic equity. Locability
supports places to be smart, interactive, and unique. It transforms how people
find, visit, and connect with places digitally, ensuring platforms remain
visible, relevant, engaging, and agile in a world where the pace of digital
change continues to accelerate. In any event, locability poses challenges and
restrictions such as digital exclusion, privacy or data protection concerns.

Future scholarly inquiries may concentrate on the integration of loca-
bility within established urban planning frameworks, thereby offering novel
perspectives on how technological advancements can effectively reconcile
the dichotomy between the physical and digital realms. Subsequent research
could further examine the enduring effects of locability on the social and
cultural dynamics of communities, especially regarding the preservation of
cultural identities in the context of advancing digital technologies. Moreover,
there exists a promising avenue for investigation into the economic advan-
tages associated with locability-oriented place branding, assessing its poten-
tial contributions to sustainable tourism, local entrepreneurship, and compre-
hensive economic growth in both urban and rural settings. The development
of indicators to assess locability enabling evaluation on a continuous basis.

6 Future Directions & Implications

Locability can provide a framework to understand and evaluate how poli-
cymakers, urban planners, and marketers apply their strategies. This aligns
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with current trends on sustainability, it opens, however, a whole new array
of questions: Is locability independent from sustainability or are they co-
dependent properties? What can be a working mix for a destination to
reach sustainability objectives and unique city destination brand? Finally,
one may explore cases in which branding and overtourism are co-constitutive
(cause and escalate each other) in circular fashion. To advance the practical
application of locability, forthcoming research will concentrate on inves-
tigating empirical implementations, exemplified by case studies of urban
environments and destinations that have adeptly integrated locability into
their frameworks for urban development and tourism. Furthermore, we aspire
to analyze the influence of advanced technologies and digital platforms
in facilitating locability, exemplifying through specific instances how these
instruments augment user experiences and promote sustainable tourism ini-
tiatives. Finally, it will be crucial to evaluate the methods by which locability
can be efficiently assimilated into policy frameworks and urban planning
methodologies to foster sustainable, habitable environments that cater to the
needs of all stakeholders.

It is important to study how emerging technologies like Artificial Intelli-
gence impact locability and the urban user experience. As these technologies
continue to change the way we explore and engage with our surroundings,
bringing more convenience, accessibility and engagement to our lives by
creating personalized experiences, the effectiveness of different digital plat-
forms and their ability to improve locability in various demographics and
in geographic regions needs to be investigated further. An in-depth analysis
of user interactions that can help understand locability derives directly from
these technologies, for example, mobile applications and smart devices which
support real-time navigation and information sharing. The pragmatic imple-
mentations of these technologies, encompassing AI-driven recommendation
systems and location-based services, shall be scrutinized in forthcoming
research initiatives to attain a thorough comprehension of their impact on
locability and urban experiences.

The long-term impacts of locability on sustainable tourism, such as
decreasing over-tourism and boosting lesser-known sites also require careful
attention. This may include analysis of the challenges and limitations these
technologies encounter, such as privacy concerns, and divides that may limit
equitable access to their benefits. By advancing the understanding of tourist
behavior as well as preferences regarding digital tools guiding sustainable
travel choices as effective as possible, research on these areas will provide
an analysis of tendencies among these tools and insight into possibilities for
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enabling more responsible tourism for everyone involved. Additionally, later
studies will assess the opportunities for collaboration among stakeholders –
including municipal authorities, commercial enterprises, and community
organizations – to create locability solutions that simultaneously advance
sustainability and encourage local economic development.

We are familiar with the supporting policies for IoT, data analytic and
smart infrastructure integration for locability improving in urban areas but
still an understudied subject. In future research, it will need to examine
how the use of technology and digital tools and perspectives provides bet-
ter allocation of resources, better provision of public services, and greater
engagement of citizens. In addition, the government should also encourage
business and communities to work together in creating locability solutions
that are beneficial to local economies and improve the quality of urban living.
Co-creation can encourage innovation and allow for localized responses to
societal needs through customized solutions, played out across sectors in
a manner conducive to sustainable development in urban municipalities,
drawing from the unique strengths of each area of expertise.

Urban planners, on the other hand, could still research how they use
smart technologies and data-driven insights to improve urban design and
planning practices while promoting effective navigation, accessibility, and
sustainability. Not only does this make urban living easier, but it also helps
keep cities flexible and responsive to the changing needs of their residents
and more resilient and vibrant communities. Finally, in our consideration
of locability, enhancing it through a diversity of experiences, within a short
distance, may also be a creative way of interacting with an energetic and
stimulating living environment whilst reducing our reliance on cars led to
promote a healthy urban environment. One consideration is how to involve
internal stakeholders in the planning process using crowdsourced data to
identify key locability features that reflect community needs and identity.

Last but not least, using of digital tools marketers must set out the
marketing mechanisms to utilize geo-tagging, as well as location-based data
to target both tourists and locals for local businesses and attractions. Digital
marketing is naturally about delivering personalized content and offers, which
ultimately support mobility by walking of cycling, but also helps build a sense
of community support. As locals use this AR, VR, and interactive content to
showcase their culture and engage visitors in unique ways, not only does
this increase visitor numbers, but it also encourages residents to share their
stories and experience with their community as they support local businesses,
making them more invested in their community, reinforcing local ties and
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strengthening economic resilience. Finally, the need to develop and cultivate
online spaces that facilitate communal engagement and user-driven content
that foster the sharing of experiences, recommendations, and events should
be explored further.
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Višňovský and J. Majerová, Eds., IntechOpen, 2024. doi: 10.5772/inte
chopen.1006639.

[24] J. De San Eugenio Vela, J. Nogué, and R. Govers, “Visual landscape as
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