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Abstract

This article investigates the critical role of digital marketing in shaping Azerbaijan’s tourism industry. Tourism has emerged as
a crucial driver of growth and development as the country is diversifying its economy beyond from the traditional oil and gas sector.
Businesses and destinations are adapting their marketing strategies to more effectively engage today's tech-savvy tourists by using
digital platforms and technologies. This study analyzes how digital marketing influences tourists' perceptions, improves industry
visibility, and drives tangible economic outcomes using a thorough examination of literature and case study methods. The study
underscores the importance of digital marketing in positioning Azerbaijan as a major tourist destination, providing sustainable
growth, innovation, and competitiveness in the global tourism market. The study discovered that digital marketing has a beneficial
impact on travelers perception Azerbaijan, making it more attractive to visit. Additionally, it helps Azerbaijan tourism businesses
reach a wider audience and drives economic growth through increased visitors and revenue, and promotes sustainable practices. It
concludes with recommendations for stakeholders to further invest in digital marketing strategies to maximize its tourism potential
and ensure sustainable success in the industry.

Azerbaijan, located between Europe and Asia, is a country rich in natural beauty and cultural heritage. In recent years, it has
developed as a promising destination for travelers looking for unique experiences. As the country seeks to diversify its economy
beyond the traditional oil and gas sector, tourism has emerged as a critical driver of growth and development.

Before the global disruption caused by the COVID-19 pandemic, Azerbaijan experienced a increase in tourism, which became
a key contributor to the country's economy. In 2019, tourism emerged as the leading revenue generator in Azerbaijan outside of the
traditional oil and gas sector (Azerbaijan Statistical Information Service, 2024). However, the pandemic brought unprecedented
challenges, underscoring the need for innovative strategies to revive and sustain the tourism industry.
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Ouinka epekTMBHOCTI HMPPOBUX MAPKETHHIOBUX KAMITAHIH
Y PO3BUTKY TYPU3MY B A3zepOaixaHi

Binanos Lnbxam
A3epobaiioncancokuil ynieepcumem mypusmy ma meneoxcmenmy (baky, Azepoaiiocan)

AHoTauia

V 1iif cTaTTi AOCHIKY€EThCS KPUTHYHA POJIb IIH(POBOTO MapKEeTHHTY Y ()OPMYyBaHHI TYPHCTHYHOI iHAYCTpii A3epOaiimkany.
TypH3M CTaB KIIFOYOBHM PYIIiEM 3pDOCTAHHS Ta PO3BHUTKY, OCKUIBKU KpaiHa TUBEPCU(]IKy€e CBOIO EKOHOMIKY 33 MEXI TPaAUIIIHHOTO
HadTorazoBoro cekropy. Kommanii Ta HanpsMKH aganTyroTh CBOT MapKETHHIOBI CTparerii, o0 e(eKTHBHIIIe 3aTy4aT Cy4YacHUX
TEXHIYHO MiJIKOBAaHUX TYPHCTIB 3a JONOMOTOI0 IMU(POBHX IIATGOpPM i TEXHOJOTIH. Y IbOMY IOCITIPKEHHI aHAI3YETHCS, SIK
IU(POBHUIT MapKETHHT BIUIMBAE HA CIIPUHHSTTS TYPHCTIB, OKpAIy€ BII3HABAHICTh raiy3i Ta 3a0e3nedye Biq4yTHI €KOHOMIUHI
pe3yJIbTaTH 3a JOIIOMOTOI0 PETEIEHOT0 BUBYEHHS JIITEPAaTypy Ta METOIB TEMaTHYHUX JOCHIDKeHb. J{OCIIJDKeHHS ITiKPECIIoe
Ba)XJIMBICTh (POBOTO MAPKETUHTY B TO3UIIIOHYBaHHI A3epOaiipkaHy SIK OCHOBHOTO TYPHUCTUYHOTO HAMPSIMKY, 10 3a0e3medye
CTaje 3pOCTaHHs, IHHOBAIl Ta KOHKYPEHTOCHPOMOXKHICTH Ha CBITOBOMY TYypHCTHYHOMY PHHKY. J{OCITi/KEHHS BUSIBHIIO, IO
IU(POBHI MAPKETHHT OIATOTBOPHO BIUTMBAE HA CIIPUHHATTA MaHApiBHUKaMH A3epOaiikany, poOistan ioro O11bIT TPUBAOTUBIM
Juts BiBigyBaHHs. Kpim Toro, e joroMarae azepOail/pkaHChKUM TYPUCTHYHUM MiAIIPUEMCTBAM OXOITUTH IIMPIIY ayIUTOPIIO Ta
crpusie eKOHOMIYHOMY 3POCTaHHIO 3aB/SIKH 301TBIIIEHHIO KITBKOCTI BiJJBiTyBadiB i IOXO/IB, @ TAKOXK CIPHUSIE CTATIMM NpakTHKaM. Bin
3aBEPIIYETHCS PEKOMEHIALISIMH JUTS 3aIliKaBICHNX CTOPIH MIO/I0 MOJAIBIIOTO iIHBECTYBaHHS B CTpATeTii IM(POBOTO MapKETHHTY,
1100 MakCUMi3yBaTi TyPUCTHYHUH MOTEHITIAN 1 3a0€3MeUNTH CTIMKUI YCIiX y ramysi.

Aszep0aiikaH, po3TalioBaHui Mixk €BpoIioro Ta A3i€lo, € KpaiHO0, 0araToro IPUPOIHOO KPACOIO Ta Ky/IBTYPHOIO CIIaJIUHOIO.
B ocTanHI poku BiH CTaB MEPCIEKTUBHUM HANPSMKOM JUISI MAaHAPIBHUKIB, KI IIYKAIOTh YHIKaJbHUX BpakeHb. OCKITbKH KpaiHa
nparHe JUBepcH(iKyBaTH CBOIO €KOHOMIKY 32 MEXi TPaJWIiHHOTO Ha()TOra30BOrO CEKTOPY, TYPHU3M CTaB KPHUTHYHHM PYIIiEM
3pOCTaHHS Ta PO3BUTKY.

Jlo moGanmbHOl kpu3y, Bukimkanoi mannemieto COVID-19, B AzepO6aiipkani crioctepirajocst 3poCTaHHsI TYpU3MY, SIKHI
CTaB KIIOYOBUM (hakTOpoM eKOHOMikH Kpainu. Y 2019 pomi TypusM cTaB MPOBITHUAM PKEpesioM MpHOYTKY B AzepOaiipkaHi 3a
BUHSTKOM TpajuiiitHoro HadrorazoBoro cekropy (Azerbaijan Statistical Information Service, 2024). OnnHak maHgeMist IpuHecIa
Oe3mperneeHTHI BUKIIMKH, MiJAKPECIUBIIN HEOOXiAHICTh IHHOBAIIMHUX CTpaTeridl Ui BiJHOBICHHA Ta MIATPUMKH iHIYCTpii
TYpH3MY.

Knroyosi cnosa: typusm, nudpoBuii MapkeTusr, AsepOaiipkaH, eKOHOMIYHOTO 3POCTaHHs, KOHKYPEHTOCIIPOMOXKHICTb,
CTIHKiCTBh
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Introduction.

This article investigates the transformative power
of digital marketing in Azerbaijan's tourism industry.
By investigating the diverse consequences of digital
marketing and its integration into the sector, paper
aspire to shed light on how this new strategy may create
growth and prosperity. Through actionable insights and
real-world examples, article aim to inspire stakeholders
to use digital marketing to fully realize Azerbaijan's
tourism potential and launch the industry into new era
of success.

In this context, digital marketing has emerged
as a critical tool in shaping the future of Azerbaijani
tourism. Businesses and destinations are adjusting
their marketing strategies to target today's tech-savvy
tourists by utilizing digital platforms and technologies
(Kaur, 2017). From fascinating social media campaigns
to targeted email marketing, digital marketing has the
power to not only attract visitors but also enhance their
overall experience.

Literature review.

The integration of digital marketing within the
tourism industry has become a focus of academic inquiry
and practical application. Scholars and practitioners
alike recognize the transformative impact of digital
technologies on destination marketing, customer
engagement, and industry sustainability.

Digital marketing encompasses a diverse array
of strategies and methods designed to reaching and
engaging travelers in the digital landscape. According
to Wymbs (2011), digital marketing involves leveraging
digital channels to create targeted and measurable
communication campaigns that enable customer
relationships. This approach has redefined the dynamics
of tourism marketing, offering benefits such as cost-
effectiveness, high return on investment, and accurate
audience targeting (Kurtishi, 2023).

The expansion of digital marketing has ushered in
a new era of tourism development, characterized by
increased accessibility, visibility, and engagement.
In Azerbaijan and beyond, the integration of digital
technologies has catalyzed growth and innovation
across the tourism ecosystem (Natocheeva,
Shayakhmetova, Bekkhozhaeva, Khamikhan, &
Pshembayeva, 2020).

First and foremost, digital marketing has simplified
access to tourism information and services, empowering
travelers to explore destinations and plan their itineraries
with unprecedented ease. Online booking platforms,
mobile applications, and digital concierge services
have streamlined the travel experience, offering real-
time availability, pricing transparency, and personalized
recommendations. As noted by Kurtishi (2023), the
digitization of transportation and accommodation
services has revolutionized logistical processes, enabled
seamless travel reservation, and improved overall
customer satisfaction.
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Furthermore, digital marketing has played a
essential role in growing destination visibility and
competitiveness on a global scale. Through targeted
digital campaigns, destinations can showcase their
unique attractions, cultural heritage, and experiential
offerings to diverse audiences. Social media platforms,
travel blogs, and influencer partnerships serve as
powerful boosters, allowing destinations to reach
millions of prospective travelers with captivating visuals
and authentic storytelling. This heightened visibility
not only stimulates tourist demand but also encourages
destination branding and loyalty over time (Real, Toril,
& Abad, 2020).

Moreover, digital marketing enables destinations
to adapt dynamically to changing market dynamics
and consumer preferences. Tourism stakeholders may
obtain valuable information about tourist behaviors,
preferences, and sentiments by utilizing data analytics
and digital insights (Li, Xu, Tang, Wang, & Li, 2018).
This data-driven strategy enables more rapid decision-
making and strategic resource allocation, ensuring that
destinations stay responsive to changing market trends
and competitive pressures.

In sum, the impact of digital marketing on tourism
development is multifaceted and far-reaching. By
democratizing access, increase visibility, and enabling
flexibility, digital marketing has become an indispensable
driver of growth, innovation, and sustainability within
the tourism industry (Nuseir, 2020). As destinations
like Azerbaijan continue to implement digital strategies
and harness the power of technology, open up to new
opportunities for economic prosperity and cultural
exchange on a global scale.

However, the implementation of digital marketing
in the tourism sector is not without its challenges.
The heterogeneous nature of destinations presents
complexities for marketing efforts, requiring tailored
strategies to effectively promote unique attractions
and experiences (Ritchie, & Crouch, 2013). Despite
these challenges, the opportunities afforded by
digital marketing are extensive. Through responsive
websites, compelling content marketing, search
engine optimization, social media engagement, and
influencer partnerships, tourism stakeholders can
amplify their online presence and attract a global
audience.

The rise of digital marketing has reshaped the global
economy, empowering consumers and intensifying
competition among businesses (Korkpoe & Nyarku,
2013). This shift significantly influences business
performance and shapes future marketing strategies.
Korkpoe & Nyarku (2013) suggests that digital
marketing integration has a positive impact on both
business performance and perceived digital marketing
innovation. This indicates the importance of leveraging
digital technologies to enhance corporate performance in
today's economic climate.
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Figure 1. Digital marketing impact and business profitability.
Source: (Durrani, Zia, Ali, & Shahid, 2023)

Figure 1 illustrates the critical significance of
effective digital marketing in promoting tourist
attractions. When tourists perceive digital marketing
efforts as impactful, it positively influences their
decision to visit specific places. Thus, developed
attractions contribute to overall profitability of
businesses in the tourism industry (Durrani, Zia, Ali,
& Shahid, 2023).

In conclusion, the literature emphasis the
importance of digital marketing in encouraging
innovation, competitiveness, and sustainability in
the tourism industry. By implementation of digital
strategies and staying attuned to evolving consumer
behaviorsandtechnological advancements, destinations
like Azerbaijan might capitalize their unique assets to
attract and delight travelers in an increasingly digital
world.

Research methodology.

This study uses qualitative research design to
investigate the impact of digital marketing on tourism
in Azerbaijan. Qualitative methods are chosen for their
ability to provide detailed insights into the complex
relationship between digital marketing strategies and
tourism development. Because the research questions
are about exploring new ideas and understanding the
different viewpoints of stakeholders in tourism, there
needed a flexible and thorough way to collect and study
information. That's why there have chosen to use a
qualitative approach — it allows dig deep into the data and
look at things from many angles.

Research Questions

The study aims to address the following research
questions:

- How do digital marketing strategies affect tourists'
perception of Azerbaijan as a tourism destination?

- How do tourism destinations or businesses in
Azerbaijan use digital marketing strategies to enhance
their visibility and attract tourists?

- What are the tangible outcomes and perceived
benefits of digital marketing initiatives on the overall
development and sustainability of tourism in Azerbaijan?
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Data collection and data analysis

Tourism destinations and businesses will be purposely
selected based on their active use of digital marketing
strategies. Comparative analysis may be conducted
with similar entities between Azerbaijan and other
countries to provide broader industry perspectives. Data
will primarily be collected through document analysis,
involving the examination of marketing materials, online
campaigns, and digital presence of selected destinations
or businesses. This approach allows for the gathering of
comprehensive information without the need for direct
interviews.

Case studies.

The study examines the dynamic relationship
between digital marketing and social media, highlighting
their mutually beneficial role in promoting success within
the tourism industry. The research draws on extensive
investigations of both traditional (academic databases) and
empirical (case studies) information sources, resulting in
a diverse and reliable set of materials. In the case studies,
Azerbaijan, the Philippines, and Turkey were utilized as
examples and their experiences were showcased as case
studies. The digital campaigns under examination were
deployed for destination marketing purposes across all
three countries. Analyzing Azerbaijan's digital businesses
as a case study reveals their active engagement in digital
marketing and their ability to generate large followings,
which may effectively attract tourists.

Case Study 1: Take Another Look

One of the most compelling examples of effective
digital marketing in Azerbaijan is the "Take Another
Look" campaign initiated by the Azerbaijan Tourism
Board (2024). Launched in 2018, this program aimed
to redefine Azerbaijan's tourism image by presenting
new perspective on the country's cultural and natural
resources. With the slogan "Take Another Look," the
campaign encouraged travelers to explore Azerbaijan's
blend of ancient culture and modern architecture, rich
natural landscapes and anthropogenic sightseeing.

The campaign used a combination of attractive
images and engaging words to distribute across multiple
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international electronic channels and social media
platforms. The hashtag #TakeAnotherLook has become
synonymous with uncovering Azerbaijan's hidden
beauties, generating significant attention and engagement
from potential visitors (CNP Awards, 2019). The "Take
Another Look" campaign had a significant influence, as
evidenced by tourism statistics. In the year following
Azerbaijan experienced an exceptional 11% growth
in numbers of tourists, including to tourism revenues
exceeding $2 billion in 2019 (World Bank Open Data,
2024). This tourism growth not only boosted the country's
economy but also helped to reshape Azerbaijan's tourism
image on a global scale.

Case Study 2: It's More Fun in the Philippines

Another notable example of effective digital
marketing comes from the Philippines, with the "It's
More Fun in the Philippines" campaign launched by
the Department of Tourism. This vibrant and colorful
campaign captured the essence of Filipino hospitality and
the country's diverse attractions, showcasing everything
from pristine beaches to cultural festivities.

The slogan "It's More Fun in the Philippines"
encapsulated the country's spirit of adventure and
hospitality, permeating through various social media
platforms, merchandise, and even local vernacular.

The impact of the campaign was substantial, leading
to a remarkable 20% increase in international tourist
arrivals in the year following its launch. This surge in
tourism had significant economic implications, injecting
an estimated $1 billion boost into the local economy.
Moreover, the campaign's success extended beyond
mere visitor numbers, fostering a sense of cultural pride
and sustainable tourism among locals and tourists alike
(InAppStory, 2024).

Case Study 2: GoTiirkiye

Digital marketing has a significant impact on Turkey's
expanding tourism industry. Tiirkiye remains to attract
tourists, increase revenue streams, and raise its global
reputation through strategic technological exploitation.
As devices and innovative technology develop, the future
of digital marketing in Turkish tourism promises even
greater growth and engagement.

The Ministry of Culture and Tourism's "GoTiirkiye"
campaign, launched in 2021, serves as an example of
Turkey's cultural richness, natural beauty, and diverse
tourism offerings. This campaign is a powerful way that
not only attracts tourists but also strengthens Turkey's
global brand identity (Aslan, 2021).

GoTurkiye's social media activity speaks volumes,
with 5.5 million followers on Facebook and 3.1
million on Instagram. This thriving online community
provides a dynamic platform for promoting Turkey's

attractiveness and communicating with a large
audience.
In 2023, Turkey's tourism revenue increased

dramatically to $54.3 billion, attracting 57 million
visitors. Advancements in digital marketing are expected
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to drive a continuous growing trend in the next years
(Republic of Turkey Ministry of Culture and Tourism,
2024).

Case Study 3: Food Vloggers and Slow Food Travel
in Azerbaijan

The development of food vloggers in Azerbaijan
shows how digital marketing may effectively promote
tourism. One notable example is the YouTube video
series titled 'Country Life Vlog,' which features cooking
videos set in the magnificent landscape of Azerbaijan's
Gusar region. With over 1.7 billion views and a global
audience, each video not only emphasizes the country's
breathtaking natural beauty but also its rich gastronomic
tradition (Country Life Vlog, 2019). The passionate
response from viewers, as seen by millions of comments
expressing a desire to visit these locations, highlights
Azerbaijan's indirect but effective promotion as a tourism
destination.

Furthermore, professional chefs like as 'Wilderness
Cooking' and 'Kanan Badalov' have used digital platforms
like YouTube and Instagram to promote Azerbaijan's
national cuisine and various places. Their efforts have not
only attracted millions of viewers, but also contributed
promote the country's culinary tourism potential on a
global scale.

Recognizing this possibility, the Azerbaijan Tourism
Board (2024) has adopted Slow Food Travel, which
aims to promote sustainable tourism growth. Slow Food
Travel Azerbaijan has developed a thorough travel map,
providing tourists with useful insights into the country's
gastronomic offers. This initiative, which works with
over 100 small-scale farmers, chefs, craftsmen, and
other stakeholders across five regions to implement
15 sustainable practices, aims to improve the visitor
experience while also encouraging responsible tourism
practices. By leveraging the popularity of food vloggers
and embracing the Slow Food movement, Azerbaijan
is not only promoting its culinary delights but also
establishing the path for sustainable tourism growth.

Conclusions.

Digital marketing campaigns like "Take Another
Look","It's More Fun in the Philippines" and "GoTtirkiye"
significantly shape tourists' perceptions of Azerbaijan
as a tourist destination, resulting in increased interest
and engagement among potential visitors. Tourism
destinations and businesses in Azerbaijan effectively use
digital marketing strategies to increase visibility and
attract tourists. These endeavors exemplify the efficacy
of digital narratives in reshaping destination perceptions
and captivating worldwide audiences. Such campaigns
not only enhance destination branding but also cultivate
cultural affinity and engagement among travelers. Case
studies demonstrate successful implementation through
engaging content and a strong social media presence. The
practical results of digital marketing campaigns, such
as increased tourist arrivals and revenue, contribute to
the overall development and sustainability of tourism in
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Azerbaijan. Furthermore, initiatives such as Slow Food
Travel promote the country's cultural history and ethical
tourism practices, which supports sustainable tourism
development.

In general, this study highlights the importance of
digital marketing in influencing Azerbaijan's tourism
industry. First, digital marketing has a considerable
impact on tourists' impressions of Azerbaijan, increasing
its desirability as a tourist destination. Second, it increases
industry visibility, allowing Azerbaijani tourist businesses
to efficiently market their services to a global audience.
Finally, digital marketing produces actual economic
results, such as increased tourist arrivals, revenue
generation, and sustainable tourism practices. Overall,
digital marketing emerges as a crucial driver of growth,
innovation, and competitiveness in Azerbaijan's tourism
economy, creating the way for sustainable success in the
global tourism market.

In conclusion, this study has demonstrated the
potential of digital marketing in promoting Azerbaijan’s
tourism sector. By investigating the diverse consequences
of digital marketing and its integration within the industry,
it has been uncovered how this modern approach can
create growth and prosperity.

A detailed study of the research and case studies
reveals that digital marketing has a major impact on
tourists' perceptions of Azerbaijan, increases industry

REFERENCES

visibility, and creates tangible economic consequences.

In general, this study shows the critical role of
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