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Abstract

In the modern world, tourism is considered one of the leading economic sectors, where cultural
diversity transforms public relations into a strategic tool. Taking cultural particularities into
account is especially important in public communication, as it directly influences the attraction
of target segments and the formation of a country's international image.

This thesis explores the positioning of Georgia as a tourism brand within the context of the Middle
East and examines how the cultural characteristics of this region affect the planning and
implementation of Georgia’s public relations strategies. The aim of the study is to analyze the
extent to which tailored strategic communication is essential for attracting Middle Eastern
consumers.

The research was conducted using a mixed-method approach. Nearly 100 professionals working
in the fields of tourism and public relations, both from the private and public sectors, were
surveyed. In parallel, the study analyzed the alignment between the preferences of tourists
arriving from Middle Eastern countries and Georgia’s current offerings.

The findings reveal that despite ongoing efforts, Georgia’s public relations strategies still lack
adequate integration of culturally sensitive elements. Particular attention is needed in terms of
both the content and form of communication, as these directly influence audience engagement.
This thesis offers a comprehensive basis for the development of tourism-focused public relations
and will be useful for professionals, companies, and students involved in the field when designing
future strategies.

As a conclusion, the research highlights the need for Georgia’s tourism PR strategy to undertake
a deeper analysis of the cultural values of target regions and to implement appropriate strategic
adaptations. The recommendations include crafting culturally relevant messages, utilizing Arabic-

language media platforms, and involving influential figures in the communication process.
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