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Abstract

In the wake of the growing importance of the tourism sector for Georgia and in the
wake of the Kazbegi municipality as one of the distinguished tourist directions, this work is
investigating strategies for the creation of innovative tourism products and their effective
communication by hotels. The research is due to the challenge of the hotels in the region,
adapting to changing market demands and offering customers differentiated, memorable
experiences, especially during the post -Post -andimal period. Consequently, the main purpose
of the work is to develop innovative tourist concepts for Kazbegi hotels and to identify relevant
communication strategies so that they can gain and maintain competitive advantages. In
addition, the work aims to show the expectations and preferences of modern tourists with

respect to innovative tourist products and communication channels associated with them.

In order to achieve a set goal, research is based on a mixed methodology that combines
qualitative and quantitative approaches, providing a multifaceted and in -depth study of the
problem. The qualitative component included critical reviews of scientific literature, as well
as in -depth interviews with Kazbegi hotels (including small family and relatively large hotel
owners/managers) and travelers with travel experience or potential tourists. In this way,
detailed information on existing challenges, attitudes towards innovation, and desired tourist
experience was obtained. Quantitative research was carried out through an online survey of
potential tourists aimed at evaluating their travel preferences, attitudes towards modern
technology, and the acceptance of specific innovative products (artificial intelligence guide,

integrated tour planner).

The study revealed that most potential tourists (58.3%) prefer to see hikes and natural
monuments in nature, and for 81.1%important or very important or very important to travel
in modern technological innovations. In addition, most respondents (85.1%) positively

evaluate the concepts of artificial intelligence -based guide and integrated tour planning



application, especially if they provide personalized recommendations, interactive maps and
offline work. Respondents name social media (Tiktok, Instagram, Facebook) and travel
blogs/vibes as the main source of information. On the other hand, hotel representatives are
aware of the need to introduce innovations to maintain competitiveness, but they face barriers
such as the scarcity of financial resources and the shortage of qualified staff, especially in the
field of digital technology. Nevertheless, they express a careful, yet positive attitude towards
the introduction of technological products, emphasizing their potential to improve the quality

of service and create a value value for guests.

Keywords: Innovative tourist product, communication strategies, Kazbegi, hotel

industry, tourism development, artificial intelligence guide, tour planner.



