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Abstract 

 

The culture, history and geographical location of Georgia allow the country to position 

itself as an interesting and attractive tourist destination, which is important both economically 

and from the image point of view. 

In today's reality, tourism is the most important source of income, and with a modern 

approach, it is perceived as a marketing product, which demonstrates the need for the 

involvement of PR, marketing and, in general, the creative industry in this process.  

The purpose of the following research is to study the role of one of the leading directions 

of marketing, copywriting, in the formation of Georgia's tourism brand. 

To investigate the mentioned issue, we developed a three-level study. 

At the first stage, using the method of content analysis, we studied the most famous tourist 

advertisements, both foreign and Georgian. Based on the analysis, we examined all the elements 
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that determine the uniqueness and creativity of advertising, we determined what the role of the 

copywriter is in the creative process and which factors are affected by their involvement. 

In the second stage, we conducted an in-depth interview with tourism and creative 

industry specialists, thereby getting to know the professionals' visions of Georgia's tourism 

potential and its creative branding. 

In the third stage, we selected the respondents according to the principle of the snowflake 

which filled in the questionnaire after watching two specific tourist advertisements selected by 

us. In doing so, we determined which elements of advertising are most memorable to them, what 

calls to action, and whether they prefer creative tourism communication strategies. 

Based on the work, it was confirmed that professionals see the need to produce creative 

communication, and the public favors shooting diverse advertisements and positively evaluates 

presenting the country from a new perspective and creatively. 

The goals have been fulfilled, because it has become clear that the ideas on the basis of 

which the advertisements are created belong to the copywriters, therefore, their role in these 

processes has become clear. 

 

Key words: copywriter, tourism, branding, marketing, communication strategy. 

 

 

 

 

 

 

 

 

 

 

 


