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Abstract

Tourism plays a key role in Georgia’s economic and cultural development. However, the

country still struggles to secure a strong position in the global tourism market.



This thesis explores the communication strategies used in Georgia’s tourism industry over
the past decade, examining their effectiveness through examples from both public institutions and

private companies.

The research focuses on identifying challenges that prevent Georgia from communicating
effectively with international audiences. It also analyzes how well these campaigns align with
modern communication trends and how Georgia is perceived as a tourism brand by both local and

foreign visitors.

To address these questions, the study uses a mixed-methods approach, combining
quantitative and qualitative research. The first phase involved content analysis of public relations

campaigns carried out over the past ten years.

In the second phase, two quantitative surveys were conducted — one among local residents
and another among international visitors — to find out which campaigns were memorable and

how people perceive Georgia as a tourist destination.

Because the number of foreign participants in the surveys was relatively small, the third

phase included in-depth interviews with international visitors to gain more detailed insights.

Finally, interviews with tourism professionals were conducted to compare expert
perspectives with those of visitors and to validate the overall findings. This multi-layered

approach allowed for a more complete and balanced view of the current situation in the sector.

The study found that many communication strategies are short-term and not part of a long-
term plan. There is often a lack of audience segmentation, strategic branding, and effective use of
communication channels. In particular, digital tools and social media are not fully used, which

limits Georgia’s visibility in international markets.

The thesis recommends developing long-term communication strategies, using digital
technologies more effectively, and applying emotional and story-driven marketing approaches. It
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also highlights the value of following international standards, such as those set by ICCO and IPRA.
The findings can support the efforts of national and regional tourism bodies, as well as private
sector organizations, in improving communication and shaping Georgia’s image as a tourist

destination.

Key words: Tourism, Communication Strategies, Strategic Branding, Digital Marketing, PR

Campaigns.
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