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MARKETING STRATEGIES
IN TOURISM-LED REAL
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CASE OF GEORGIA

This article examines the impact of tourism
marketing strategies on real estate sales and
development in Georgia. It argues that destina-
tion marketing influences property markets
indirectly but systematically by producing
destination awareness, place familiarity, repeat
visitation, perceived safety, year-round utility,
and confidence in the future attractiveness of a
location. The study is based on the hypothesis
that these marketing-induced effects positively
influence tourism-related real estate demand
and development, although their strength
depends on urban, institutional, and market
conditions. These mechanisms can transform a
temporary visitor into a repeat tourist, a market
observer, a mixed-motive user, and eventually
a buyer or partial resident. The hypothesis is
examined through a structured review of high-
impact tourism, urban economics, housing, and
regional-development research, combined with
secondary analysis of official Georgian statis-
tics and sectoral market evidence for 2019-2025,
with particular attention to Batumi. The
analysis applies comparative, trend-based, and
case-study approaches to identify the principal
mechanisms linking tourism marketing with
property-market outcomes. The study intro-
duces two original analytical tools: a tourist-
to-buyer conversion ladder and a bidirectional
tourism-real estate transmission matrix. The
findings indicate that branding, digital
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MAPKETUHIOBI CTPATETI
Y COEPI AEBEJTOMNMMEHTY
TYPUCTUYHOI
HEPYXOMOCTI:
KEAC TPY3Ii

Y emammi oocnidoiceno ennue mapremunzogux
cmpameeiti 'y cgepi mypusmy Ha npooaxc i
po3sumok Hepyxomocmi 6 I pysii. ObrpyHmosano,
W0 MapKemuHe MmypUcCmuyHuUx 0ecmuHayiti onoce-
PeOKo8aHo, ane CUCMeMAMUYHO BNIUBAE HA PUHKU
HepyxoMocmi uepes ¢hopmyeantst 0bizHaHocmi npo
OdecmuHayiro, Micyesicmos, CIMUMYIFO8AHHSA NOGMOD-
HUX 8I08I0Y8aHb, GIOUYMMsL OE3NeKU, MONCIUBOCE
BUKOPUCIAHHST 00 €KMIE YNPOOOBIC YCbO2O POKY
ma enesHeHocmi 6 MAUOYMHIL NpusadIuUeoCcmi
negnoi noxayii. J{ocniodicenHs IpyHMyemvCcs Ha
einomesi, wo yi epexmu, 3yMOGIeHI ni0 6NIUEOM
MAPKeMuH2060i OISIbHOCI, NONUMY [ PO3GUMK)
HepyXoMOCHii, N08 3aHy 3 MYpU3MOM, Xoud CUid
MAaKo2o GNIUBY 3ANeXHCUMb 6i0 MICLKUX, IHCHMU-
MYYIIHUX | PUHKOBUX YMO8. 3A805KU YUM MEXAHI3-
Mam  muM4acosull 8iogioyeau Modce nepemeo-
pumucs Ha mypucma, AKUll NOBEPMAEMbCA,
cnocmepieada 3a pUHKoM, KOpUcmyeaud 3 Kilbkoma
yinamu nepeOysanHs, a 32000M — NOKynys abo
0C00Y, SIKA YACKOBO NPOACUBAE 8 YTl MICYEBOCIi.
I'inome3sy nepesipeno 3a 0ONOMO20I0 CHPYKMY-
POBAHO20 0271510) NPOGIOHUX HAYKOBUX QOCTIONCEHD
y cghepax mypusmy, MICbKOI eKOHOMIKU, HCUMI080T
HEPYXOMOCmi ma PeciOHANbHO20 PO3GUMKY, d
MAKOJC GMOPUHHO2O aHani3zy ogiyiliHoi cmamuc-
muxku I py3ii i eanysesux punkogux darux 3a 2019—
2025 pp. 3 ocobnusoro yeazoro oo bamymi. /{na
BU3HAYEHHS OCHOBHUX MEXAHI3MI8 634EMO38 S3KY
MIDIC MYPUCIIUYHUM MAPKEMUH2OM i pe3yibma-
mamu (hYHKYIOHYSaHHsL PUHKY HEPYXOMOCI 3ACMOo-
COBAHO NOPIGHATIHULL, MPEHOOBULL Ma  Memoo
O0CTIOMHCEHHST OKpeMo20 8unaoky. Y 00cuiodcenHi
3aNPONOHOBAHO 084  OPUSIHAIbHI  AHATIMUYHL
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reputation, de-seasonalization, events, accessi-
bility communication, and segment-specific
marketing can increase the perceived use value
and income potential of property. However,
positive spillovers are conditional on construc-
tion quality, urban planning, institutional
credibility, housing affordability, and consis-
tency between promoted image and lived
experience. The article concludes that tourism
strategy, investment policy, housing-market
monitoring, and municipal planning should be
coordinated through an integrated governance

iHcmpymenmu: Mo0elb  ROCIO06HO20 Nepemeo-
PEHHSL MYPUCA HA ROKYNYSL MA MAMPULYI0 080CHIO-
POHHBOI 83A€MOOIT MIJIC MYPUIMOM | HEPYXOMICIIIO.
Pesynomamu docnidoicenns ceiduamn, wo Opeh-
Oune, yughposa penymayis, NOOOIAHHS CE30HHOCHII,
npogedenHs 3axo0is, THEHOPMYBAHHA NPO MPAH-
CNOpmHy OOCMYNHICIb | MAPKemuHe, OpicHmMo-
8aHULL HA KOHKPEMHI ce2MeHmu, MOX*CYmb NiosuuLy-
6amu CHpULIMAHY CHOJXCUBYY YIHHICIb HepyXo-
Mocmi ma i nomeHyian 2eHepy8aHHs O00X00).
Boonouac nosumueni nobiuni epexmu 3anexcamo
6I0 sKocmi OYyOiBHUYMEA, MICbKO20 NIAHY8AHHS,
IHCMUmMYYIHOT 008IpY, OOCMYNHOCMIE HCUMIA 3d

YiHONO ma  GIONOBIOHOCMI MidiC  CopMOBaHUM
DEKTAMHUM 00pazom i peaibHuM 00ceidom nepedy-
8aMHsl 8 NEGHITL MICUEBOCHII. 3pOOIEHO BUCHOBOK, O
MYPUCMUYHA CMpamezisl, IHeeCmuyiiina noimuxa,
MOHIMOPUHE PUHKY JfCUMIA mMa MyHIyunaibHe
NIIAHYBAHHS MAIOMb OYMU CKOOPOUHOBAHT 8 MENCAX
iHmespoeanoi cucmemu YNpaesuinHs, CHPIMOSAHOT
HA cManutl po3eUmMox MypUcmudHuUx 0ecmunayitl i
PUHKY HEPYXOMOCHI HA HAYIOHATbHOM) DIGHI.

framework for sustainable destination and
property-market development nationally.

Kmiouosi  cnoséa: MapKeTMHIoBa CTparerisi y
cepi TypuzMmy, OpEHIMHI TYPHCTHYHHMX JECTH-
HaI[id, TPONAK HEPYXOMOCTi, PO3BUTOK IIif
BIUIMBOM TYpHU3MY, IIEpETBOPEHHS BiJIBilyBaua Ha
TOKYTILIS, KOPOTKOCTPOKOBA OPEH/IA, JIPYTe JKHUTIIO,

Barymi, ['py3ist.
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Introduction

Tourism marketing is normally evaluated through indicators such as
destination awareness, arrivals, overnight stays, expenditure, conversion
rates, and brand sentiment. Yet successful destination communication also
affects markets outside the formal tourism sector. It can alter how non-
residents evaluate neighborhoods, coastal zones, resort corridors, and mixed-
use developments; it can increase the perceived utility of owning or
repeatedly using property in a destination; and it can influence developer
expectations concerning future demand. The central proposition of this
article is therefore that marketing strategies have a measurable, although
mediated, influence on tourism-led real estate sales and development.

The mechanism is not equivalent to direct property advertising.
Destination organizations rarely promote apartments, villas, or branded
residences. Their influence operates at an earlier and more fundamental stage of
decision-making. By communicating accessibility, safety, lifestyle, culture,
environmental quality, and year-round experiences, destination marketing creates
a cognitive and emotional frame within which later investment decisions become
plausible. Meta-analytical tourism research shows that destination image strongly
shapes behavioral intentions and loyalty, while urban-economic research
demonstrates that tourism intensity and short-term rental activity may become
capitalized into residential rents and prices (Afshardoost & Eshaghi, 2020;
Garcia-Lopez et al., 2020; Mikuli¢ et al., 2021).
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Recent studies reinforce this connection from a broader spatial and
investment perspective. Yang et al. (2024) show that second-home tourism
can contribute to the emergence of distinct urban tourism enclaves and reshape
the socio-spatial structure of destinations, while Rainer and Steiner (2025)
demonstrate how tourism demand, short-term accommodation, external
investment, and real-estate financialization may become mutually
reinforcing within tourism-intensive locations. These findings extend earlier
work on destination image, housing prices, and short-term rentals, but they
still leave insufficiently explained the intermediate process through which
destination marketing itself may influence property consideration and
development decisions. This unresolved mechanism is particularly relevant
in emerging destinations where tourism promotion, foreign visitation,
residential construction, and investment narratives evolve simultaneously.

Georgia offers a particularly revealing case. During the pre-pandemic
decade, the country expanded international connectivity, strengthened digital
promotion, diversified source markets, and increased the visibility of Tbilisi,
Batumi, mountain resorts, wine regions, and heritage destinations. At the same
time, residential and mixed-use construction intensified, especially in Thbilisi and
Batumi. The COVID-19 shock interrupted tourism income and exposed the
vulnerability of visitor-dependent property models, while the subsequent recovery
restored demand, expenditure, and investor interest. The co-movement does not
prove that tourism is the only cause of property-market change, but it makes the
transmission mechanisms analytically important.

Batumi concentrates these dynamics. It combines a strong leisure
image, an established summer season, growing shoulder-season activity, sea-
view and central-city price premiums, substantial apartment construction,
foreign-buyer participation, and the widespread use of residential units as
short-term accommodation. It is therefore an appropriate location for
examining how public destination communication, private project marketing,
platform visibility, and investor expectations interact. At the same time,
Batumi illustrates the risks of unbalanced growth: seasonality, congestion,
uneven construction quality, pressure on long-term rental supply, and the
possibility that speculative narratives may outrun actual use value.

The research problem can be stated precisely: existing tourism studies
explain how image, satisfaction, experience, and electronic word of mouth
affect visitation and loyalty, whereas housing and urban-economic studies
explain how tourism and short-term rentals affect rents, prices, and
neighborhood change. Less attention has been given to the connecting
process through which destination marketing contributes to property
consideration and development decisions, particularly in small emerging
economies. The article addresses this gap by joining the two literatures and
applying them to the Georgian context.

The purpose of the article is to develop an explanatory framework that
identifies the behavioural, market, and spatial mechanisms through which
tourism marketing strategies influence tourism-related real estate demand
and development in Georgia, with particular attention to Batumi, and to
determine the conditions under which these effects support sustainable
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destination development. The study proceeds from the hypothesis that
tourism marketing has an indirect but systematic positive effect on tourism-
related property demand through destination awareness, repeated visitation,
place familiarity, perceived safety, year-round utility, and confidence in the
future attractiveness of the destination, while the strength of this effect
depends on accessibility, urban quality, institutional credibility, construction
standards, housing affordability, and wider market conditions. The hypo-
thesis is assessed through a structured synthesis of recent peer-reviewed
research and secondary analysis of Georgian tourism and real estate evidence
for 2019-2025. The analytical sequence first identifies theoretically
established transmission mechanisms, then compares them with observable
Georgian indicators and the Batumi case, and finally evaluates whether the
available evidence supports, qualifies, or limits the proposed relationships.
The study relies on triangulation between peer-reviewed literature, official
statistics, and market reports; its principal limitation is that aggregate
secondary data cannot establish buyer-level causality or isolate destination
marketing from other macroeconomic and property-market determinants.

The study asks four research questions: (RQ1) Through which
mechanisms do tourism marketing strategies influence real estate conside-
ration, sales, and development? (RQ2) How does the visitor experience
evolve into a tourist-to-buyer conversion process? (RQ3) How do tourism
recovery, destination image, and property-market expansion interact in
Georgia and Batumi? (RQ4) Which governance arrangements can maximize
positive investment spillovers while limiting affordability, spatial, and
reputational risks? Consistent with this logic, Section 2 develops the
conceptual foundations of the tourism—real estate relationship, Section 3
explains the research design and analytical framework, Section 4 examines
Georgia’s post-pandemic tourism—property dynamics, Sections 5 and 6
assess marketing transmission, crisis effects, and governance implications,
and Sections 7 and 8 synthesize the findings, conclusions, recommendations,
limitations, and directions for further research.

1. Literature review and conceptual foundations

1.1. Destination image, loyalty, and extended forms of place
consumption

Destination image is commonly understood as a combination of
cognitive beliefs, affective evaluations, and an overall mental representation
of place. Cognitive image concerns attributes such as accessibility,
infrastructure, prices, safety, climate, and attractions; affective image
concerns feelings such as excitement, comfort, prestige, or attachment.
Afshardoost and Eshaghi’s (2020) meta-analysis of 87 studies demonstrates
that image is a significant predictor of tourist behavioral intentions, with
affective and overall image showing particularly strong relationships.
Zhang et al. (2014) similarly find that destination image contributes to loyalty
through satisfaction and perceived value.
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These findings matter for real estate because buying property abroad is not
only a financial calculation. It is a high-involvement form of place consumption.
The prospective buyer evaluates whether the destination is understandable,
emotionally attractive, accessible, safe, and likely to retain its appeal. Marketing
therefore reduces the psychological distance between the consumer and the place.
A destination that is repeatedly encountered through coherent campaigns,
favorable media coverage, user-generated content, and personal visits becomes
cognitively easier to evaluate and emotionally easier to trust.

Familiarity is a critical intermediary. First-time visitors rely heavily
on generalized destination cues. Repeat visitors acquire more granular
knowledge of districts, transport, seasonality, service standards, and every-
day costs. This experience lowers information asymmetry and allows the
consumer to compare ownership with repeated accommodation expenditure.
Past experience also increases resilience of image during crises, because
familiar visitors can distinguish temporary shocks from the destination’s
long-run qualities (Rasoolimanesh et al., 2021).

1.2. Tourism intensity, housing prices, and affordability

Urban and regional research provides evidence that tourism can be
capitalized into housing markets. Mikuli¢ et al. (2021), using Croatian
municipal data, show that tourism activity affects housing affordability and
that the consequences depend on accommodation intensity, seasonality,
and local vulnerability. Cr6 and Martins (2024) report that tourism activity
can influence house-price dynamics in tourism-dependent countries. These
studies establish that visitor economies affect not only hospitality revenues
but also the cost and distribution of residential space.

Short-term rental platforms create a direct conversion mechanism by
allowing residential property to generate tourism income. Garcia-Lopez et al.
(2020) find that Airbnb expansion in Barcelona contributed to increases in
rents and transaction prices, particularly in areas with high platform activity.
Koster et al. (2021) use regulatory discontinuities in Los Angeles County and
show that restrictions reduced listings and produced measurable housing-
price effects. Franco and Santos (2021) identify positive effects of Airbnb
intensity on Portuguese residential values and rents. Together, these studies
show that expected tourism revenue can be embedded in property prices.

The literature therefore supports a dual interpretation. Tourism can
stimulate regeneration, construction, and neighborhood investment, but it
can also intensify rent gaps, displacement pressures, and platform
concentration. Xu M. and Xu Y. (2021) show that home-sharing may affect
neighborhood investment, illustrating that the built environment can improve
alongside affordability pressures. For policy, the relevant question is not
whether tourism affects housing, but under which regulatory and spatial
conditions benefits exceed social costs.
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1.3. Second homes, mobility, and hybrid consumers

Second-home research complicates the conventional distinction
between tourist and resident. Hannonen et al. (2024) argue that the pandemic
renewed interest in second-home mobilities, flexible residence, and the
changing relationship between work, leisure, and place. An owner may spend
several weeks or months in a destination, work remotely, host relatives, rent
the property during absence, and purchase local services repeatedly. This
person is neither a conventional tourist nor a permanent resident.

The hybrid consumer combines experiential, financial, and mobility
motives. Experiential motives include climate, scenery, gastronomy, culture,
social networks, and personal attachment. Financial motives include
expected appreciation, rental yield, currency diversification, and portfolio
strategy. Mobility motives include visa rules, air connectivity, travel time,
and the capacity to use the property flexibly. The relative weight of these
motives changes across the consumer journey.

For Georgia, the hybrid-consumer perspective is more useful than a binary
tourist-versus-investor model. A foreign buyer may first discover Georgia through
leisure travel, later purchase for mixed personal and rental use, and continue
generating tourism expenditure after acquisition. Conversely, an investor who has
never visited may be attracted by developer marketing but remain dependent on
destination-level reputation. Both pathways demonstrate that tourism and property
demand share information channels and place-based expectations.

1.4. Real estate development as part of the tourism product

Real estate is not merely a passive recipient of tourism demand. New
projects can expand accommodation-like capacity, create leisure and retail
clusters, improve public space, and alter the visual identity of a destination.
Serviced apartments and branded residences combine residential ownership with
hotel-type management. Mixed-use developments integrate lodging, food,
entertainment, offices, wellness, and retail. These formats influence length of stay,
expenditure distribution, and the spatial concentration of visitors.

Well-designed projects can reinforce a destination brand by adding
architecture, pedestrian environments, conference facilities, cultural venues,
and reliable services. Poorly integrated projects can produce congestion,
shadowing, infrastructure pressure, fragmented public space, or visual
inconsistency. The marketing spillover is consequently reciprocal: a strong
destination image supports project sales, while completed projects either
validate or damage the image.

2. Research design and analytical framework
2.1. Method, scope, and evidence selection

The study uses a structured conceptual synthesis combined with
descriptive case analysis. The literature review prioritizes peer-reviewed research
from high-impact journals in tourism management, urban economics, regional
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science, housing, marketing, and tourism geography. Sources were selected
where they provide a clearly identifiable mechanism relevant to destination
image, loyalty, short-term rentals, housing prices, second homes, platformization,
or crisis transmission.

The Georgian evidence covers the period from 2019 to 2025, with
occasional reference to early 2026 releases that report full-year 2025 results.
Official data are drawn from the National Statistics Office of Georgia, the
National Bank of Georgia, the Georgian National Tourism Administration,
UN Tourism, and published market reports. The analysis distinguishes visi-
tors, visits, tourist-type visits, receipts, expenditure, business turnover,
investment flows, apartment transactions, prices, rents, and yields. These
indicators are not interchangeable and are interpreted according to their
official definitions.

The design is intentionally non-causal. A national or city-level increase in
tourism and property transactions does not prove that marketing caused the
increase. Real estate is also influenced by interest rates, migration, exchange rates,
construction costs, household income, geopolitical conditions, regulation, and
investor sentiment. The study therefore uses process tracing: it identifies
theoretically supported channels, checks whether Georgian evidence is consistent
with those channels, and specifies mediating conditions.

The tourist-to-buyer conversion ladder conceptualizes the gradual
transition from destination awareness and first-time visitation to property
consideration, acquisition, and repeated post-purchase use. It reflects the
assumption that real estate demand in tourism-oriented destinations may
emerge through successive stages of familiarity, experience, perceived
utility, and investment evaluation rather than through a single purchase
decision. The stages of this process and the dominant decision problem
associated with each stage are presented in Table 1.

Table 1
Tourist-to-buyer conversion stages in tourism-led real
estate demand in Georgia, 2019-2025

Stage ‘ Dominant behavior and decision problem

Recognizes Georgia or Batumi through paid, earned, shared, or

1. Destination-aware audience . . . . .
owned media; has no immediate property intention

Tests the promoted promise through actual travel and forms initial

2. First-time experiential visitor . . o
P judgments about safety, service, accessibility, and value

Returns, develops place familiarity, compares seasons and

S TG A e neighborhoods, and begins to imagine longer use

Monitors prices, projects, rents, legal conditions, and management

4. Property-aware observer options without a final commitment

Combines lifestyle utility with expected rental income, capital

. Yield-sensitive hybri o N .
SISOl AT appreciation, or portfolio diversification

6. Buyer or second-home owner Acquires property for personal use, rental use, or a mixed strategy
7. Partial resident and destination Returns repeatedly, hosts others, consumes local services, and may
advocate generate positive or negative word of mouth

Source: developed by the author based on (Afshardoost and Eshaghi, 2020; Hannonen
et al., 2024; Yang et al., 2024), and the analytical framework of this study.
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The ladder explains why destination marketing may influence real
estate without explicitly promoting investment. Different stages require
different information. Awareness campaigns matter at the beginning; service
quality and authenticity matter during visits; transparent market information
matters during observation; legal clarity, management standards, and
financing matter near purchase. A failure at any stage can stop conversion.

The model is probabilistic rather than deterministic. Most visitors will
never buy property, and many buyers may enter through networks or
investment promotion rather than tourism. Nevertheless, the ladder identifies
measurable transition indicators: repeat-visit rate, property-search behavior,
requests for legal information, intention to stay longer, inquiries about
management services, purchase conversion, and post-purchase visitation.

The bidirectional tourism—real estate transmission matrix is designed to
show how tourism and property-market dynamics interact across the principal
domains of demand, pricing, development, reputation, and crisis transmission.
The framework emphasizes that the relationship operates in both directions:
tourism and destination marketing can influence property demand, value
expectations, and development feasibility, while real estate expansion can
reshape accommodation capacity, visitor experience, urban quality, and
destination resilience. The main transmission channels and the mediating
conditions that determine their strength are summarized in Table 2.

Table 2

Bidirectional tourism-real estate transmission mechanisms
in Georgia, 2019-2025

Domain

Tourism/marketing — real

Real estate — tourism

Key mediators

estate

Awareness, repeat visitation,
lifestyle aspiration, and investor

New units create
accommodation supply

Income, air access, visa

Reand confidence increase property and attract owner- regime, legal
. . Iy simplicity, trust
consideration visitors
L . Higher land and .
Destination attractiveness and £n Seasonality, platform
.. L housing costs affect L
Pricing expected visitor income create P regulation, interest
. . . hotel feasibility, labor,
locational and yield premiums . . rates, exchange rate
and visitor prices
Year-round campaigns and Projects add services, . .
. s . Planning quality,
events improve feasibility public realm, venues, .
Development . . . infrastructure,
expectations for mixed-use and | and spatial .
. . . construction standards
serviced projects concentration
Positive experience and eWOM | Completed projects Delivery quality,
Reputation reduce perceived destination validate or undermine reviews, consumer
and investment risk the promoted image protection
Property distr Reserv
Travel shocks reduce operty G, . S
.. . unfinished construction, | diversification,
Crisis occupancy, yields, sales, and

project finance

or rent inflation damage
destination quality

regulation, coordinated
response

Source: developed by the author based on (Mikuli¢ et al., 2021; Garcia-Lopez et al., 2020;
Hannonen et al., 2024; Rainer and Steiner, 2025), and the analytical framework of this

study.
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To make the link between the research questions, the evidence used in
the analysis, and the corresponding directions for empirical verification
explicit, Table 3 provides a research-question and evidence map. It
complements the analytical framework by showing how each research
question is connected to the principal evidence discussed in the article and to
a suitable approach for subsequent empirical testing (Table 3).

Table 3
Research questions and evidence map
Research question Principal evidence Suggested empirical test
RQ1: Marketing Image, eWOM, seasonality, events, | Structural-equation model linking image
mechanisms segmentation, accessibility and experience to property consideration

RQ2: Conversion Visitor and buyer surveys; transition

Tourist-to-buyer ladder

process probabilities; longitudinal tracking

RQ3: Georgia and Official tourism data, market District-level panel models; difference-in-

Batumi reports, spatial indicators differences where policy changes permit
Affordability, planning, consumer Dashboard evaluation and comparative

RQ4: Governance . . = . .
protection, crisis monitoring policy analysis

2.2. Suggested empirical model

A future quantitative study can define property consideration, purchase
intention, actual purchase, or owner-visit frequency as dependent variables.
Explanatory variables may include cognitive destination image, affective image,
repeat visitation, satisfaction, perceived safety, accessibility, year-round utility,
expected rental potential, institutional confidence, and digital word of mouth.
Controls should include age, income, nationality, prior foreign-property
ownership, exchange-rate exposure, financing access, and travel motivation.

A parsimonious specification is: Property consideration = f(destination
image, repeat experience, accessibility, perceived safety, year-round utility,
expected rental potential, institutional confidence, and individual controls). The
effect of marketing should be treated as mediated by experience and moderated
by institutional trust. A multi-group model can compare first-time visitors,
repeat visitors, property observers, buyers, and owners.

For spatial analysis, district-level apartment prices and rents can be
related to tourism intensity, platform listings, distance to attractions, public-
space improvements, and major events, with fixed effects and appropriate
controls. Where a clear regulatory or infrastructure intervention exists, quasi-
experimental designs should be preferred to simple correlations.

3. Georgia’s post-pandemic tourism-real estate dynamics
3.1. Tourism collapse, recovery, and renewed confidence

In 2019 Georgia recorded more than USD 3.2 billion in international
travel receipts, confirming tourism’s importance for foreign-exchange
earnings and service-sector activity. The pandemic then produced an
exceptional discontinuity. Border restrictions and mobility collapse reduced
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receipts to roughly USD 0 54 billion in 2020. The shock affected hotels,
restaurants, transport, guides, attractions, and informal suppliers, but it also
removed the income base of apartments and developments that depended on
short-term visitors.

The property effect was transmitted through expectations. Existing
owners faced lower occupancy and weaker rent, while prospective buyers
revised yield assumptions. Developers confronted uncertainty about foreign
demand, construction schedules, and project finance. Even where nominal
prices did not immediately fall, the risk premium increased. The episode
demonstrated that tourism-linked property is exposed not only to housing-
market cycles but also to mobility shocks.

The recovery restored the core conditions for tourism-related property
demand. Geostat reported 5.8 million international visitors in 2025, 7% more
than in 2024, and 5.5 million tourist-type visits. International visitors made
6.9 million visits and generated approximately GEL 15.0 billion in
expenditure, with average expenditure of about GEL 2 187 per visit. Leisure
remained the largest purpose, and Tbilisi and Adjara were the most visited
territorial units (Geostat, 2026a).

3.2. Business activity, investment, and real estate expansion

Business statistics show synchronized expansion in visitor-facing
services and real estate activities after the shock. Turnover in hotels and
restaurants increased strongly during the recovery period, while real estate
activities also expanded. Co-movement is consistent with a common
recovery in consumption, construction, and investment, although it does not
isolate a single causal direction.

Foreign direct investment adds another dimension. Real estate has
remained a visible recipient of foreign capital in Georgia, while hospitality
investment is sometimes embedded in the same projects through hotels,
serviced apartments, branded residences, or mixed-use complexes. UN
Tourism’s investment guidance for Georgia emphasizes the country’s
tourism assets and investment potential, demonstrating how tourism
narratives and capital-attraction narratives are institutionally connected.

3.3. Batumi as a concentrated tourism-property system

Batumi is the clearest Georgian example of tourism-led real estate
formation. Its sea-front location, walkable central areas, subtropical identity,
architecture, events, and proximity to mountain Ajara create a differentiated
destination proposition. These attributes are repeatedly used in public
destination promotion and private project marketing. The city consequently
functions both as a tourism destination and as a transnational property product.

Market reports show high transaction volumes, substantial new
supply, and visible foreign-buyer participation. Galt & Taggart reported
3 670 registered apartment transactions in the second quarter of 2024 with a
market value of approximately USD 229.7 million and an indicative rental
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yield near 9.4%. In the second quarter of 2025, sales reached 4 018 units;
reported primary- and secondary-market prices and standard-apartment rents
also increased. The figures should be treated as market-report estimates
rather than official causal evidence, but they confirm the scale of tourism-
facing property activity.

At the same time, Batumi is affected by variables beyond tourism.
Migration after 2022, regional capital movements, exchange-rate conditions,
construction costs, interest rates, and geopolitical risk influenced rents and
transactions. A rigorous account must therefore describe tourism as a major
reinforcing factor, not an exclusive explanation. The strength of the tourism
channel varies by district, project type, buyer segment, and season.

3.4. Comparative evidence and lessons for Georgia

International cases provide useful analogies but should not be copied
mechanically. Barcelona demonstrates how high platform intensity in dense
central districts can raise rents and prices and provoke strong regulation.
Lisbon and other Portuguese cities show how tourism demand, foreign
investment, and short-term rentals can interact in heritage areas. Croatian
coastal municipalities demonstrate the importance of seasonality and housing
affordability. Los Angeles County shows that regulation can produce
measurable market effects. These cases identify mechanisms, not
predetermined outcomes for Georgia.

4. The impact of marketing strategies on real estate sales
and development

4.1. Destination branding as a value-creation mechanism

Destination branding creates a coherent promise about what a place
offers and why it is distinctive. For tourism-led real estate, the promise
influences value through three routes. First, it increases awareness and
reduces search costs. Second, it attaches symbolic meaning to location, such
as coastal lifestyle, cultural authenticity, safety, prestige, or creative energy.
Third, it creates expectations about future demand, which can be translated
into occupancy and resale assumptions.

A strong brand does not automatically raise every property value.
Capitalization is selective. The effect is likely to be strongest in locations and
projects that embody the promoted attributes. If Batumi is communicated as
a walkable sea-and-city destination, properties near the boulevard and active
urban areas benefit more than disconnected projects. If Ajara is positioned as
a four-season sea-and-mountain region, developments with real access to
year-round experiences gain greater credibility than projects relying only on
generic imagery.

Brand consistency is crucial. The visitor compares promoted image
with actual experience. Clean public space, mobility, service, architecture,
events, and environmental conditions either confirm or contradict the
campaign. When experience confirms communication, satisfaction and
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positive word of mouth reinforce both destination and property confidence.
When the gap is large, marketing can accelerate reputational damage because
expectations have been raised.

4.2. Digital marketing, electronic word of mouth, and investor search

Digital communication compresses the distance between tourism
discovery and property search. A user can encounter a destination video,
compare flights, examine neighborhoods through maps, read reviews, view
construction progress, estimate short-term rental prices, and contact a broker
within the same information environment. This convergence makes
destination and property marketing mutually visible even when they are
produced by different organizations.

Electronic word of mouth has special importance because it is
interpreted as experience-based evidence. Ratings, photographs, comments,
and creator content can validate claims about cleanliness, service, safety,
views, walkability, and atmosphere. Lee et al. (2023) show that tourist
experiences can modify destination image, emphasizing that image is
dynamic rather than fixed. For property buyers, this means that post-visit
digital evidence continues to influence evaluation after travel.

An effective strategy separates inspiration from verification.
Inspirational content generates interest; official portals provide accurate
information on seasons, access, events, and destination services; property
actors provide project documents, management contracts, fees, and realistic
performance scenarios. When these layers are transparent, digital marketing
reduces uncertainty. When they are blurred, consumers may interpret public
destination credibility as a guarantee of private return.

4.3. De-seasonalization and the perceived profitability of property

Seasonality is one of the most important channels linking marketing
strategy to property feasibility. A unit that can be rented only during a short
summer peak carries higher vacancy risk than a unit located in a destination with
business, cultural, sports, gastronomic, educational, wellness, and remote-work
demand throughout the year. De-seasonalization campaigns therefore affect not
only monthly visitor distribution but also expected annual property utilization.

The mechanism operates through risk perception. Stable shoulder-
season demand reduces dependence on a few weeks of peak pricing, supports
permanent employment, and improves the viability of year-round services.
Buyers and lenders can form more credible cash-flow assumptions.
Developers can justify amenities and management systems designed for
continuous operation rather than seasonal closure.

For Batumi, a four-season strategy should combine indoor and
outdoor products. Conferences and business events support weekdays and
cooler months; cultural programming and gastronomy support city breaks;
sports and wellness create thematic demand; mountain Ajara adds nature,
rural tourism, and winter possibilities; educational and remote-work products
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increase longer stays. Marketing must be matched by schedules, transport,
operating hours, and weather-resilient infrastructure.

4.4. MICE, events, and urban investment signalling

Meetings, incentives, conferences, exhibitions, festivals, and sports
events can influence real estate through both direct demand and signalling.
Directly, they generate room nights, food expenditure, transport use, and
demand for flexible accommodation. Indirectly, they communicate that a city
has venues, organizational capacity, connectivity, safety, and an active
calendar. These attributes matter to investors evaluating year-round use.

Events expose new audiences to the destination. A business visitor
may not have selected Batumi for leisure but can become familiar with the
city through a conference. Delegates often belong to income and professional
segments with greater capacity for property acquisition or business
investment. The event therefore acts as a high-information trial visit.

The policy boundary remains important: destination authorities should
promote the city’s event capacity and ensure service quality, while individual
projects must substantiate claims about event-driven occupancy. Public event
branding should not be used as an implicit guarantee of private investment
performance.

4.5. Segmentation and conversion-oriented marketing

Generic destination marketing assumes that all visitors respond to the
same value proposition. Conversion-oriented strategy recognizes that
different segments have different pathways toward longer use and ownership.
Segmenting only by country is insufficient; motivation, life stage, travel
frequency, digital behavior, and desired use pattern are equally important.

Repeat family visitors may value safety, healthcare, schools, parks,
walkability, and larger units. Remote professionals may prioritize internet quality,
workspaces, international access, flexible stays, and community. Lifestyle buyers
may focus on climate, gastronomy, views, culture, and personal attachment.
Yield-sensitive investors prioritize transparent occupancy evidence, management
fees, regulation, liquidity, and resale demand. Retirees may emphasize healthcare,
accessibility, quiet neighborhoods, and long-term legal certainty.

Each segment requires different content and different proof.
Emotional destination storytelling is effective at awareness stage, but later
conversion requires practical evidence. A repeat visitor evaluating ownership
needs neighborhood information, year-round service availability, legal
guidance, and realistic cost estimates. Segment-specific information reduces
friction without making speculative promises.

4.6. Alignment between destination and developer marketing

The strongest positive spillover occurs when destination-level
communication and project-level delivery are aligned but institutionally
distinct. Destination organizations promote the territory; developers explain
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the specific product. Alignment means that projects reflect the destination’s
credible strengths through design, services, location, and management rather
than merely copying campaign imagery.

A virtuous cycle is possible. Public marketing reduces place-level
uncertainty and attracts visitors. Good projects convert part of that demand into
longer stays and ownership. Owners and guests generate expenditure and positive
reviews. New services improve the destination. The strengthened destination
brand then supports future investment. Each stage depends on actual performance.

A vicious cycle is also possible. Aggressive sales advertising may
overstate guaranteed returns, use unrealistic occupancy assumptions, or
present incomplete projects as extensions of the official destination brand. If
units are poorly managed or infrastructure is inadequate, owners become
dissatisfied, online reputation deteriorates, and unfinished or low-occupancy
buildings weaken urban quality. The damage then returns to tourism demand.

Governance should therefore require accuracy in developer
advertising, disclosure of fees and assumptions, escrow or completion
protections where appropriate, transparent management contracts, and
building-maintenance standards. These measures do not restrict legitimate
marketing; they protect the credibility of the entire tourism-property system.

5. Crisis transmission, social risk, and integrated governance
5.1. How shocks move between tourism and real estate

Crisis transmission is the clearest test of interdependence. A
pandemic, border closure, airline withdrawal, geopolitical escalation, natural
hazard, or severe reputation event can reduce arrivals and occupancy within
weeks. Tourism-linked apartments then experience lower income, buyers
delay decisions, resale liquidity declines, and developers face weaker pre-
sales. If projects depend on continuous sales for construction finance, the
shock can affect completion.

The reverse channel is equally important. A property crisis can
produce unfinished buildings, reduced maintenance, bankrupt management
companies, litigation, and visible urban deterioration. These outcomes
weaken destination image and visitor satisfaction. Rapid rent inflation can
also raise labor costs and displace workers from central areas, reducing
service quality in tourism businesses.

Shocks are amplified by concentration. Dependence on one source market,
one season, one airline, one project type, or one rental platform creates common
exposure. Diversification of markets and use formats is therefore not only a
tourism objective but also a property-risk strategy. Projects capable of serving
residents, long-stay visitors, and short-stay tourists are more resilient than units
designed around a single optimistic scenario.

5.2. Affordability, carrying capacity, and resident welfare

Tourism-led real estate growth creates benefits only when resident
welfare remains part of destination competitiveness. Housing affordability is
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not external to tourism. Workers in accommodation, food service, transport,
culture, retail, and maintenance need access to suitable housing. If wages do
not keep pace with rents, labor shortages, commuting burdens, turnover, and
service deterioration follow.

Carrying capacity should therefore include residential and infra-
structure indicators. Visitor numbers alone cannot show whether growth is
sustainable. District-level monitoring should include rent-to-income ratios,
long-term rental availability, seasonal vacancy, platform density, water and
wastewater capacity, traffic, public-space pressure, waste, school and
healthcare demand, and resident attitudes.

Affordability policy should be proportionate to evidence. Possible
tools include registration of short-term rentals, differentiated taxation,
primary-residence exemptions, enforcement against illegal conversion,
zoning in high-pressure districts, incentives for long-term rental, and
requirements for workforce or affordable housing in large developments. The
correct instrument depends on local market conditions.

5.3. An integrated governance model for Georgia

Georgia’s institutional structure separates tourism promotion,
municipal planning, construction regulation, statistics, finance, taxation, and
consumer protection. Administrative separation is normal, but analytical
separation is costly. A cross-sector governance model should create shared
indicators and regular coordination without merging institutional mandates.

Consumer-protection institutions should address misleading yield
claims, unclear management fees, delayed completion, and contractual
imbalance. Transparent standards would strengthen rather than weaken the
investment market by reducing adverse selection. Buyers who understand
risks are less likely to become sources of reputational conflict.

A practical coordination mechanism could be an annual Tourism and
Real Estate Sustainability Dashboard for Tbilisi, Batumi, and major resorts.
The dashboard would combine tourism demand, accommodation supply,
platform activity, apartment transactions, rents, construction pipeline, infrastruc-
ture pressure, resident sentiment, and consumer complaints. Public reporting
would improve both policy accountability and investor decision quality.

6. Discussion

The analysis answers the title question by showing that marketing
strategies influence tourism-led real estate through a sequence of mediated
effects rather than a single direct causal link. Branding increases awareness
and symbolic value; experience and electronic word of mouth reduce
uncertainty; repeat visitation creates familiarity and attachment; de-
seasonalization improves expectations of annual use; events signal urban
vitality; segmentation delivers relevant information; and accurate alignment
with developer communication facilitates conversion. These mechanisms
affect both buyer demand and developer feasibility calculations.
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For Batumi, the framework explains why sea-front image, events,
digital visibility, and four-season positioning matter to real estate. They
shape expectations about use and rental demand. Yet the same framework
shows why promotion cannot substitute for urban quality. Infrastructure,
construction standards, transparent management, and affordability determine
whether marketing spillovers remain positive.

The principal theoretical limitation is that the article uses secondary
evidence and process-based reasoning rather than micro-level causal
estimation. The mechanisms are supported by international literature and
consistent with Georgian trends, but their exact magnitude in Georgia
remains unknown. The next research stage should therefore test the ladder
using visitor, buyer, and owner surveys and link responses to transaction and
neighborhood data.

7. Conclusions and recommendations

Tourism marketing strategies influence real estate sales and development
in Georgia by shaping the perceived attractiveness, familiarity, accessibility,
year-round utility, and future demand of destinations. Their effect is strongest in
tourism-oriented locations and property formats where personal use and visitor
income are combined. Batumi is the clearest example because the destination
brand, residential construction, short-term accommodation, foreign demand,
and lifestyle consumption are spatially concentrated.

The relationship is bidirectional. Tourism supplies attention, visitors,
expenditure, rental demand, and locational prestige. Real estate supplies
accommodation-like capacity, amenities, venues, services, and visible urban
form. Each sector can strengthen the other, but each can also transmit crisis
and reputational damage. This is why an integrated analytical and governance
approach is necessary.

The stated purpose of the article is therefore achieved through the
development of an explanatory framework that identifies the main
behavioural, market, and spatial mechanisms connecting tourism marketing
with tourism-led real estate demand and development in Georgia. With
regard to the first research question, the analysis shows that destination
branding, digital reputation, repeat visitation, de-seasonalization, events,
accessibility communication, and segment-specific marketing influence
property consideration by reducing uncertainty and increasing perceived use
and income potential. In response to the second question, the tourist-to-buyer
ladder demonstrates that the transition from visitor to buyer is gradual and
may pass through repeated visitation, place familiarity, property observation,
and mixed personal-investment motivation. The third question is answered
by the Georgian and Batumi evidence, which indicates that tourism recovery,
destination visibility, short-term accommodation demand, and real estate
expansion interact positively but are also shaped by migration, interest rates,
construction costs, exchange-rate conditions, and geopolitical risk. The
fourth question is addressed through the proposed governance approach,
which requires coordination between destination marketing, housing-market
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monitoring, urban planning, consumer protection, and investment policy.

The hypothesis that tourism marketing strategies exert an indirect but
systematic positive influence on tourism-related real estate demand and
development is supported in a conditional rather than absolute form. The
evidence is consistent with the proposed transmission mechanisms, but
the strength of the relationship depends on accessibility, urban quality,
construction standards, institutional credibility, housing affordability,
financing conditions, and broader market dynamics. Because the study relies
on secondary evidence and process-based reasoning rather than buyer-level
causal estimation, the findings support the hypothesis conceptually and
empirically without claiming that destination marketing alone determines
property transactions.

Five recommendations follow. First, Georgia should build district-
level tourism-housing data systems, including platform activity, long-term
rental supply, construction pipeline, foreign ownership, and seasonal
occupancy. Second, destination marketing should emphasize verifiable year-
round value and avoid language that can be appropriated as an implicit
guarantee of investment return. Third, consumer protection and project
transparency should be strengthened for tourism-oriented real estate. Fourth,
municipal planning should connect development permissions to
infrastructure, public space, affordability, and management capacity. Fifth,
market diversification and de-seasonalization should be treated as resilience
policies for both tourism and property.

The two analytical tools proposed in the article can guide
implementation. The tourist-to-buyer ladder identifies where information,
experience, and institutions affect conversion. The transmission matrix tests
each policy across demand, price, development, reputation, and crisis
domains. Together, they transform a broad claim of interdependence into a
set of observable mechanisms.

Future research should test the tourist-to-buyer conversion process
using buyer- and visitor-level data and estimate how destination-image
dimensions, repeat visitation, seasonality, and institutional confidence affect
property consideration and purchase. Longitudinal and spatial analysis could
further determine where tourism visibility is capitalized into rents and prices
and where affordability effects are strongest.
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