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Features of the implementation of marketing strategies in Mediterranean tourist destinations

This article examines the characteristics of the implementation of marketing strategies in Mediterranean tourist destinations, one of the most dynamic and
competitive tourism regions in the world. The purpose of this article is to examine the characteristics of marketing strategy implementation in Mediterranean
tourist destinations and to identify successful development models for popular tourist destinations that, in the long term, contribute to the sustainable de-
velopment of tourism under conditions of limited resources, the pronounced seasonality of the tourism market, and the ever-increasing influence of digital
technologies on tourist flow dynamics. To achieve the stated objective, this article employs general scientific, empirical, and quantitative methods. Bench-
marking was used to systematically compare leading Mediterranean destinations, enabling the identification of specific practices and innovations that can
be adapted to the regional context of tourist destinations with similar resources and development conditions, including those in Ukraine. The study found
that the region’s appeal is shaped by a combination of natural and climatic conditions, a rich cultural and historical heritage, developed infrastructure, and
a favorable geographic location. It is argued that, in the context of global competition, the use of comprehensive marketing approaches aimed at creating
a unique image for destinations and enhancing their competitiveness is of key importance. The specifics of marketing strategies are analyzed, with a par-
ticular focus on destination branding, digital marketing, and tourism market segmentation. It is established that effective destination positioning is based
on leveraging unique characteristics—culture, gastronomy, lifestyle, and natural resources. Significant attention is paid to the role of digital communication
channels, particularly social media, video content, and content marketing, which help foster an emotional connection with potential tourists and influence
travel decisions. It has been demonstrated that an important element of modern tourism strategies is the personalization of the travel experience and deep
market segmentation, which allows for tailoring offerings to the needs of different target audiences. The issue of seasonality in tourism is outlined, and ways
to address it through the diversification of tourism products and the development of year-round tourism are identified. The growing role of the concept of
sustainable development is examined, which involves the implementation of environmentally responsible practices, the preservation of cultural heritage, and
support for local economies. It is emphasized that the success of marketing strategies in Mediterranean destinations is determined by a combination of in-
novative technologies, effective branding, and a focus on tourist needs. Prospects for further development are identified, linked to the active implementation
of digital technologies, data analytics, and the principles of sustainable tourism.
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Tumouwyk 0. 0. Ocobausocmi peanizayii MapkemuHzo8ux cmpameziii y mypucmuyHux decmuHayiax CepedsemHomop’s

Y cmammi docnidxceHo ocobausocmi peanizayii mapkemuHzo8ux cmpameziti y mypucmuyHux decmuHayisx Ceped3emHOMOp’s AK 00H020 3 HAUOUHAMIYHIWUX i
HaUKOHKYpeHMHIWux mypucmuyHux pezioHie ceimy. Memoro cmammi € 0ocnioxeHHs ocobausocmeli peanizayii MapkemuH208Ux cmpameziti y mypucmuyHux
decmuHayiax Ceped3eMHOMOP’A Ma 8U3HAYEHHA MO3UMUBHUX Modenell pO38UMKY MOMYAAPHUX MYPUCMUYHUX HAMPAMKI8, AKi 8 d0820CMPOKOBIli nepcnekmusi
CMpUAOMb CMAnoMy PO3BUMKY Mypu3my 8 ymosax 0bMexeHUX pecypcis, BUPAHEHOI CE30HHOCMI MypUCMUYHO20 PUHKY ma 8nausy Yugposux mexHonoeili
Ha OUHAMIKY mypucmuyHux momokie, wio 0edasi 3pocmae. 300,19 00CA2HeHHs MOCMAgeHoi Memu y cmammi 8UKOPUCMAHO 302016HOHAYKOBI, eMMIpUYHi ma
KinbKicHi Memoou. 300,19 cucmemamuy4Ho20 3icmasaeHHs NPosidHUX ceped3eMHOMOpPCbKUX decmuHayili sukopucmaxo Benchmarking, wo do3gonse sussumu
KOHKpemHi MpakmuKu ma iHHo8ayji, AKi MOXHA a0anmysamu 8 pe2ioHaabHOMY KOHMEeKCMi mypucmu4HUX HanpamKie i3 no0ibHUMU pecypcamu ma ymosa-
MU pO38UMKY, 30Kpema i 8 YKpaiHi. B pe3ynbmami 0ocnioxeHHsA 8U3Ha4eHo, wio npusabaugicme peioHy hopmyembca nio 8naueom noEGHaHHA MPUPOOHO-
KAiMamuyHux ymos, 6a2amoi KysnemypHo-icmopuyHoi cnadwjuHu, po3guHeHoi iHgpacmpykmypu ma 8u2idHo20 2e02paghiyHo20 nonoxeHHs. 0brpyHmMosaHo,
Wo 8 yMoBax 2106a/1bHOi KOHKYPEeHYi KNH408020 3HaYEHHA HAbYBAE 30CMOCY8AHHA KOMIMAEKCHUX MAPKeMUH208UX MidX00is, CIPAMOBAHUX HA (hOPMYBAHHA
YHiKabHO20 iMidy decmuHayili ma nidsuweHHs ix KOHKYPeHMOoCnpoMoXHoOCMi. [poaHani308aHO cneyugiky MapKemuH208ux cmpameaiti, 30Kkpema 3 aKyeH-
mom Ha bpeHOUH2 mepumopiti, Yupposuli MapKemuHe i ceaMeHMauio MypUCMUYHO20 PUHKY. BcmaHoeneHo, Wo egpekmusHe No3uyioHy8aHHA decmuHayji
6a3yembCA Ha BUKOPUCMAHHI YHIKAALHUX XapaKmepucmuK — Kyabmypu, 20CMPOHOMIi, CMusiio Xumma ma npupo0HuxX pecypcis. 3HauHy ysazy npudineHo posni
yuposux KaHanie KOMyHiKayii, 30kpema coyiansHUX Mepext, 8ideoKoHmeHmMy ma KoHmeHm-MapKemuHey, AKi cnpuame hopmysaHHI0 eMoyiliHo20 368’A3Ky
3 1omMeHYjliHUMU mypucmamu ma 8naueams Ha NpuliHAMMA piweHHa npo nodopox. [osedeHo, Wo 8aXIUBUM enemMeHmOoM Cy4acHux cmpamezill y cepi
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mypu3my € NepcoHani3ayis mypucmuyHo2o 0oceidy ma 2nuboKa ceameHmayis PUHKy, wo 00360a5€ adanmysamu npono3uyii 0o nompe6 pi3HUX Uinbosux
aydumopili. OkpecaeHo npobaemy ce30HHOCMi Mypu3My ma 8UHAYEHO WAAXU i MOO0AaHHA Yepe3 dusepcugikayito mypucmuyHUX npodykmig i pO38UMoK
uinopiuHo20 mypusmy. Po32asHymo 3pocmarody poab KOHUENyii cmasnoeo po3sumky, AKa nepedbayae 8nposadHeHHs eKoaoeiyHo 8idnosidanbHuUX MPAaKMUK,
36epexeHHs KyabmypHoi cnaduuHu ma miompumKy A0KAALHUX eKOHOMIK. [TiOKpecsieHo, Wio ycniwHicme MapkemuH208ux cmpamezili y ceped3emMHOMOPCLRUX
decmuHayiax 8U3HAYAEMbCA MOEOHAHHAM IHHOBAYilIHUX mexHono2il, ehekmugHo20 bpeHOUH2y Ma opieHmayii Ha nompebu mypucma. BusHayeHo nepcnex-
mueu no0as6wo20 PO3BUMKY, M08’A3aHI 3 IKMUBHUM BMPOBAOMEHHAM UUDPOBUX MexHOA0Ril, aHAAIMUKU 0aHUX | NPUHYUNIE CMasi020 Mypu3my.

Knrovoei cnosa: CepedzemHoMOp’s; MapkemuH208i cmpamezii; mypucmuyHi decmuHayji; GpeHouHz2 mepumopiti; iHHo8ayjiliHi mexHonozii; yupposuli mapke-
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Introduction. The Mediterranean region is one of the
most popular tourist destinations in the world, attracting mil-
lions of travelers each year thanks to its combination of a pleas-
ant climate, rich cultural heritage, well-developed infrastruc-
ture, and diverse range of tourist offerings. Its appeal stems not
only from natural factors — the warm sea, picturesque coast-
lines, and a long tourist season — but also from a unique histori-
cal heritage spanning millennia of civilizational development,
which has yielded architectural landmarks, traditions, and cul-
tural practices of global significance. Its geographical location,
which bridges Europe, Asia, and Africa, creates unique condi-
tions for the development of a diverse tourism environment. In
today’s highly competitive environment among tourist destina-
tions, effective marketing strategies are particularly important,
as they not only attract new tourists but also help build a strong
image for the region in the international market. The use of
digital technologies, social media, destination branding, and
personalized offers is becoming a key tool for promoting tour-
ism products. At the same time, concepts of sustainable devel-
opment, environmental responsibility, and the preservation of
cultural heritage are gaining increasing importance, contribut-
ing to the region’s long-term competitiveness.

Analysis of recent studies and publications. The im-
peratives for implementing marketing strategies in the Medi-
terranean tourism sector have become particularly relevant
in the context of globalization, growing competition, and
changing consumer behavior, as consumers increasingly pri-
oritize authenticity, sustainability, and the cultural value of a
product. An important role is played by the development of
a strong territorial brand that not only reflects historical and
cultural heritage but also meets the contemporary expecta-
tions of an international audience. That is why aspects of the
implementation of marketing strategies in the Mediterranean
region are being actively studied by foreign scholars — M. Ar-
gyropoulou [9], C. Vyas [16], F. Bertacchini [11], S. Wijesinghe
[13], E. Bilotta [11], C. Grose [9], A. Deffner [10], S. Giglio
[11], M. Gjurasi¢ [14], N. Karachalis [10], Z. Marusi¢ [14],
T. Metaxas [10], P. Moloni [12], P. Pantano [11], E. Psatha [10],
T. Papatheochari [12], R. Tavakoli [13], R. Tomljenovi¢ [14],
D. Folinas [9], K. Charisis [9].

Ukrainian researchers are also analyzing marketing
strategies for the effective operation of the tourism industry,
focusing on adapting international experience to national

conditions, developing regional branding, and enhancing the
competitiveness of tourist destinations. Particular attention is
paid to digital marketing, the use of social media, the creation
of a positive image for regions, and the implementation of in-
novative approaches to promoting tourism products, which
are thoroughly studied by Ukrainian scientists — S. Bryk [2],
Zh. Garbar [1], Ya. Gontaruk [1], T. Katkova [4], A. Koryugin
[2], M. Matveev [2], T. Marusey [3], S. Matyukh [4], I. Mendela
(5], Yu. Mironov [6], I. Svidruk [6], A. Rybchuk [7], M. Topor-
nitskaya [6], and others.

Despite this, there is a clear lack of a comprehensive,
flexible, and coordinated approach to implementing market-
ing strategies that simultaneously takes into account sustain-
able development, digitalization, seasonality, and the balance
of tourist flows.

Purpose of the study. The purpose of this article is to
examine the characteristics of marketing strategy implementa-
tion in Mediterranean tourist destinations and to identify suc-
cessful development models for popular tourist destinations
that, in the long term, contribute to the sustainable develop-
ment of tourism under conditions of limited resources, marked
market seasonality, and the ever-increasing influence of digital
technologies on tourist flow dynamics.

Research Methodology. Identifying the specific features
of implementing marketing strategies in Mediterranean tourist
destinations requires the use of a comprehensive research tool-
kit that combines quantitative and qualitative approaches. This
involves the integration of economic-mathematical, statistical,
and comparative-analytical methods, which together allow for
a comprehensive assessment of competitive advantages and
the identification of weaknesses and positive achievements of
key countries and regions. Such a methodological synthesis not
only deepens the scientific understanding of the issue but also
lays the groundwork for formulating strategies for the devel-
opment of tourist destinations on a global scale. The method-
ological research toolkit includes:

1. General scientific methods. Analysis and synthesis —
these are used to break down the marketing strategies
of tourist destinations into individual components
(service quality, transportation accessibility, cultural
appeal, economic conditions, etc.) and then integrate
them into a comprehensive assessment. This ap-
proach allows for identifying both the strengths and
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weaknesses of destinations, as well as determining
key areas for enhancing their appeal. Induction and
deduction - on the one hand (inductively), allow for
drawing generalized conclusions about the market-
ing strategies of individual countries based on a large
array of statistical and empirical data, and on the
other hand (deductively) to test these conclusions us-
ing specific examples, comparing individual market
segments and the characteristics of tourism develop-
ment in various regions of the Mediterranean. A sys-
tematic approach involves viewing a tourist destina-
tion as a multi-component system in which natural
and climatic resources, infrastructure, institutional
conditions, marketing strategies, and socio-cultural
factors interact. This approach reveals not only indi-
vidual elements of success but also the logic of their
interaction, forming a comprehensive picture of com-
petitive advantages.

2. Empirical methods. This group includes tools that en-
able the direct collection and synthesis of factual in-
formation regarding the development of tourist des-
tinations and their marketing strategies. Collection
and analysis of statistical data — utilizing databases
from international organizations (UNWTO, WTTC,
Eurostat, World Bank, WGI), as well as official re-
ports from national tourism agencies. This allows
for tracking the dynamics of tourist flows, tourism
revenues, investment attractiveness, the level of insti-
tutional development, and other indicators that form
a comprehensive picture of a country’s or region’s po-
sition in the global tourism market. Content analysis
of marketing strategies, brand communications, and
destination positioning. It involves a systematic study
of informational materials (official websites, tourism
portals, advertising campaigns, social media) to iden-
tify key priorities in destination promotion, highlight
differences in strategic approaches, and assess their
effectiveness.

3. Quantitative methods, such as factor analysis, are used
to identify hidden structures within a dataset, allow-
ing for the identification of key groups of factors that
most significantly influence competitiveness. This
method helps reduce the number of variables and
construct a more generalized model. Multi-criteria
evaluation — involves comparing tourist destinations
based on a set of indicators, allowing for the creation
of a ranking or classification. Using this approach en-
sures a comprehensive study, as it takes into account
not only economic but also social, environmental,
and cultural parameters.

4. Comparative-analytical methods. Benchmarking in-
volves the systematic comparison of leading Medi-
terranean destinations, enabling the identification of
specific practices and innovations that can be adapt-
ed to the regional context. Comparative-historical
analysis — makes it possible to track the dynamics of
changes in the competitive positions of destinations
over the long term and identify strategies that have
proven their effectiveness under various economic
and political conditions.

The proposed methodological framework for the study
should combine comparative-analytical and statistical meth-
ods, which will enable a well-founded assessment of the char-
acteristics of marketing strategy implementation in Mediter-
ranean tourist destinations.

Research findings. The marketing strategies of Medi-
terranean tourist destinations have a number of specific char-
acteristics stemming from both natural-geographical and
socio-economic factors. Foremost, it is important to note that
most countries in the region actively employ the concept of
destination branding [12]. A tourism brand is built around the
unique characteristics of each destination: history, culture, gas-
tronomy, natural resources, and lifestyle. Building such a brand
is a complex and lengthy process that involves researching
target audiences, identifying key competitive advantages, and
creating a cohesive narrative that evokes positive associations
among potential tourists. Destination branding involves not
only the development of logos and slogans but also a compre-
hensive communication strategy that encompasses all points of
contact with tourists. An important aspect is the consistency of
communications across various channels, which contributes to
the formation of a recognizable destination image [7].

Modern marketing strategies in the Mediterranean tour-
ism sector are increasingly focused not only on informing po-
tential travelers but also on fostering a deep emotional connec-
tion with them. Tourists no longer choose a destination solely
based on price or popularity — impressions, atmosphere, and
a personal sense of connection to the place play a significant
role. That is why creating a unique experience before the trip
has become a key priority. To achieve this, various communica-
tion tools are actively utilized [11]:

* storytelling involves conveying information through
stories that evoke emotions and allow tourists to
imagine themselves as part of the events. These can
include local legends, stories of local residents, or
personalized itineraries that foster a deeper immer-
sion in the culture and atmosphere of the destina-
tion.

* video content is one of the most effective ways to bring
a travel experience to life. High-quality videos convey
not only the appearance of a location but also its at-
mosphere, energy, and uniqueness. Short clips, vlogs,
360° tours, or live streams create a sense of presence
and significantly boost audience engagement.

* social media platforms are tools for direct interaction
with tourists. They allow you not only to share con-
tent but also to receive feedback, build trust, and fos-
ter communities around a brand or tourist destina-
tion. User-generated content plays a key role here, as
it is perceived as more authentic and inspires greater
trust.

Together, these tools help create a cohesive emotional
image of the destination that motivates tourists not only to visit
the place but also to have a unique experience that will stay
with them for a long time.

Digital marketing plays a crucial role in promoting tour-
ist destinations. Today’s travelers actively use the Internet [13]
to plan trips, book accommodations, and search for informa-
tion about attractions. The development of destinations’ digi-
tal image has significantly intensified due to travel restrictions
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during the COVID-19 pandemic and has become an integral
part of marketing strategies in the post-crisis period [18; 19].
In this regard, Mediterranean countries are investing signifi-
cant resources in the development of official tourism portals,
social media, online advertising, and collaboration with blog-
gers and influencers. Social platforms are now one of the most
effective tools for promoting tourist destinations, as they shape
potential travelers’ perceptions of a place even before an actual
visit. Thanks to digital content, users can “experience” a trip
virtually, which significantly influences the decision to travel.
Among the most popular platforms used in tourism marketing,
the following are worth highlighting [15]:

1. Instagram and TikTok are key platforms for sharing
visual content. Short videos, Stories, Reels, and eye-
catching photos allow you to quickly capture your
audience’s attention, create an emotional connection
with the destination, and spark an interest in travel.
The trendiness of the content and its viral potential
play a particularly important role here.

2. YouTube is a platform that offers a more immersive
travel experience. Video tours, travel vlogs, and re-
views of itineraries and cultural highlights allow po-
tential travelers to get a detailed sense of a destina-
tion, its atmosphere, and its infrastructure.

3. Facebook is an effective tool for running informa-
tional campaigns, sharing news, organizing events,
and communicating with various target audiences.
It makes extensive use of themed pages, groups, and
targeted advertising.

Content marketing is currently one of the most effective
tools for digital promotion, especially in the tourism and hos-
pitality sectors. Its power lies not only in conveying informa-
tion, but also in creating an emotional experience capable of in-
spiring potential travelers to take specific action. High-quality
photos, dynamic videos, interactive virtual tours, and authentic
traveler stories form a deep emotional connection with the au-
dience, helping them imagine themselves in a new place even
before the actual trip. Visual content plays a special role in this
process, as it is the fastest way to capture users’ attention in the
digital environment. Thanks to social media and video-shar-
ing platforms, brands can showcase a location’s atmosphere,
unique cultural features, and local traditions, creating a holistic
image of the destination. This allows them not only to inform
but also to evoke emotions — enthusiasm, curiosity, and a desire
to explore something new.

Today, vlogs and original content from travel bloggers are
particularly popular. They showcase authentic travel experienc-
es without excessive staging, which significantly boosts trust in
the information. Audiences tend to trust genuine reviews and
personal impressions more than traditional advertising. In ad-
dition, such content often includes practical tips, life hacks, and
recommendations, making it even more valuable to potential
travelers. As a result, an effectively structured content strat-
egy not only increases brand or destination awareness but also
builds a loyal community that engages with the content, shares
it, and becomes its natural promoter. That transforms content
marketing into a powerful marketing tool for long-term impact
and sustainable development in the digital environment.

One of the key features of modern marketing strategies
in the tourism industry is the in-depth and multi-level segmen-

tation of the tourism market. Countries in the Mediterranean
region actively employ this approach, targeting various catego-
ries of travelers: from families with children seeking comfort
and safety to young people interested in active recreation and
nightlife. At the same time, significant attention is paid to cul-
tural and educational tourism, which includes visits to histori-
cal sites, museums, and festivals; gastronomic tourism with an
emphasis on local cuisine and traditions; cruise tourism, which
provides a comprehensive travel experience, as well as the luxu-
ry segment, focused on personalized service and a high level of
comfort [14]. This differentiated approach allows not only for
more accurately identifying the needs of target audiences but
also for creating unique value propositions for each segment.
For example, for family tourism, packages are created includ-
ing children’s entertainment, safe beaches, and infrastructure
for children, while for the youth segment, the focus is on festi-
vals, club culture, extreme sports, and the availability of budget
accommodation. In the luxury tourism sector, the key factors
are personalized services, exclusive itineraries, and privacy.

Separate marketing strategies are developed for each
segment [6], taking into account not only consumers’ econom-
ic capabilities but also their behavioral patterns, motivations,
and lifestyles. This involves adapting advertising messages,
selecting appropriate promotional channels, and creating rel-
evant content. Segmentation also facilitates a more efficient
allocation of the marketing budget, as resources are directed
toward the most promising audiences. The right choice of
communication channels is of particularly important. The
youth audience actively engages with brands through social
media, video platforms, and interactive content, including
blogs, live streams, and virtual tours. In contrast, older trav-
elers tend to trust traditional sources of information, such as
travel agencies, print publications, or recommendations from
acquaintances. At the same time, there is a trend toward digi-
talization even among older age groups, which opens up new
opportunities for omnichannel marketing. In this context, the
use of modern analytical tools and data processing technolo-
gies is extremely important. By collecting and analyzing in-
formation about user behavior, preferences, booking history,
and reviews, travel companies can forecast demand, optimize
their offerings, and create personalized experiences for each
customer. Therefore, market segmentation serves not only as
a classification tool but also as the foundation for the strategic
development of the travel industry in an increasingly competi-
tive environment.

Another distinctive feature is the pronounced seasonal-
ity of tourism, which significantly affects not only demand but
also the development and implementation of marketing strate-
gies in the industry. The main tourist flow traditionally occurs
during the summer, when favorable weather conditions en-
courage mass travel. This, in turn, places a significant strain on
transportation, hotel, and recreational infrastructure, and leads
to overcrowding at popular tourist destinations. At the same
time, a decline in activity is observed during other periods of
the year, leading to underutilization of resources and an uneven
distribution of income in the tourism sector. In this regard,
many countries in the region are increasingly implementing
and promoting the concept of year-round tourism as a strategic
direction for development [2]. Particular attention is being paid
to the diversification of tourism products, which helps reduce

82

Mpo6rnemn ekoHomikm Ne 2 (68), 2026



CBiTOBa eKOHOMiKa Ta MiXKHapOAHi BiAHOCUHM

dependence on seasonal fluctuations. In particular, the develop-
ment of cultural tourism (museums, festivals, historical sites),
event tourism (concerts, exhibitions, sporting events), medical
and wellness tourism (health resorts, rehabilitation centers), as
well as business tourism (conferences, forums, business meet-
ings) helps attract tourists during the off-season.

The marketing strategies of Mediterranean tourist des-
tinations (see Table 1) show a clear trend toward combining
mass appeal with a differentiated offering. Most countries use
a basic model (beach vacations or cultural tourism), but at the
same time actively incorporate unique positioning elements —
gastronomy, sustainability, historical heritage, or luxury.

Table 1

Key marketing strategies for Mediterranean tourist destinations

(Cote d’Azur) | ism

Destination Key strategy Essential tools Target audience Positioning features
. N . . . . . Combining beach
. Mass tourism + diversi- Digital marketing, regional Families, youth, pension- . g
Spain ) . X holidays with culture and
fication branding, event tourism ers
gastronomy
[tural and premium rytelling, heritage market- . Emphasis on history, ar
Italy Cu t. aland pre jSto ytelling, heritage market Affluent tourists, couples pnasts o story, art
tourism ing, Instagram content and lifestyle
. . Influencer marketing, video Couples, newlyweds, Romance, nature, authen-
Greece Branding of islands -
content, OTA platforms luxury segment ticity
Turkey AII-!qcIu5|ve + price com- | Mass advertising, tour opera- Families, budget tourists Affordable cgmfort e?nd
petitiveness tors, package tours comprehensive service
France Luxury and event tour- Luxury, prestige, exclu-

PR, events, film festivals

VIP, business audience -
sivity

Ecotourism + sustainable

Digital campaigns, partner-

Clean nature, national

tural tourism

roati ; . Youth, eco-touri
Croatia development ships with the EU outh, eco-tourists parks
Eavot Mass beach tourism + Discounts, tour operators, ad- Budget tourists, history A combination of the sea
9yp history vertising lovers and ancient monuments
Nich rism (linguisti E ional marketing, onlin English- king environ-
Malta che tourism (linguistic, ducational marketing, online Students, youth glish-speaking enviro
cultural) platforms ment + history
Cyprus Seasonal expansion Digital marketing, special offers | European tourists Year-round recreation
Exotic destinations + cul- i . . Eastern culture, markets,
Morocco Visual content, storytelling Authentic seekers

deserts

Source: compiled by the author based on: [17; 20-22]

An important common feature is the active use of digital
tools [9]: digital marketing, social media, video content, and
influencer marketing have become key channels for communi-
cating with the audience. This reflects the global shift of tour-
ism marketing toward the online environment. A key factor for
success is strong positioning: each destination clearly estab-
lishes an association in the tourist’s mind (“luxury,” “romance;
“affordable comfort,” or “exoticism”), which allows it to stand
out in a highly competitive environment. In other words, an
effective marketing strategy in the tourism sector is based on
three pillars: clear differentiation, a digital presence, and pre-
cise targeting of the audience.

In the context of implementing marketing strategies for
Mediterranean tourist destinations, the concept of sustainable
tourism is becoming increasingly important. It is viewed not
only as a tool for economic growth but also as a key element
in positioning these regions, aimed at preserving the region’s
natural and cultural heritage. For many popular Mediterra-
nean destinations, the problem of excessive tourist pressure
is becoming critical, as it leads to environmental degradation,
resource depletion, and disruption of the balance of local eco-
systems, which negatively impacts tourism appeal in the long
term [1]. In this regard, marketing strategies are increasingly
integrating the principles of responsible tourism. These strate-

gies involve not only regulating tourist flows in overcrowded
locations but also actively promoting alternative, lesser-known
destinations to diversify demand geographically. Significant
attention is paid to shaping the image of “green” destinations
through the development of eco-friendly infrastructure, in-
cluding sustainable transportation, energy-efficient solutions,
and waste management systems. Such initiatives are becoming
key elements of regional branding and enhancing their com-
petitiveness in the international tourism market.

At the same time, effective marketing approaches focus
on supporting the local economy, traditions, and authentic
cultural environment. Promoting local products, crafts, and
cuisine not only enriches the tourist experience but also cre-
ates added value for the region. Communication campaigns
are increasingly focused on fostering responsible behavior
among tourists, promoting eco-friendly forms of tourism such
as agritourism, ecotourism, and ethnotourism, as well as en-
couraging mindful consumption of resources while traveling.
Modern marketing strategies in Mediterranean destinations
are shifting toward sustainability, combining economic goals
with environmental and social priorities. This contributes to
the region’s long-term appeal, strengthens its brand, and en-
sures the balanced development of the tourism industry [4]
(see Table 2).
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Table 2

Marketing companies and agencies in the tourism and travel sector in the Mediterranean region

Name of agency/

Location (country)
company

Specialization/Main services

Brief description

IQUEEM Digital Mar-

keting Agency Antalya /Turkey

tourism

Digital marketing, perfor-
mance, strategic consulting for

Specialized tourism-oriented agency with
Google Premier Partner status; management
of digital campaigns for resorts and hotels;
performance marketing in the Mediterranean
region

International (offices
Europe, Turkey, Middle
East) strategy

Stramasa - Tourism
Marketing Agency

Tourism, hotel marketing,
communications, SEO, digital

A full range of marketing services for travel and
hospitality brands, including PR, SEO, content
marketing, media advertising, and more

Tourism Marketing Barcelona /Spain & Am-

Travel PR, tourism branding,

Specializes in PR and communications for des-
tinations, hotel brands, airlines, and the travel

ing)

Concepts (TMC) sterdam /Netherlands destination marketing industry in Spain and Europe
. - . . A full range of digital marketing services for
Tf)ur Marketing Ser Marrakech/Morocco Dl.gltal tourism marketlng, .sus DMOs, hotels, tour operators with a focus on
vices tainable marketing strategies . )
responsible tourism
. Digital marketing, SEO/sem, | A Greek agency with over 25 years of exper-
Globe One Digital Athens /Greece : ence, specializing in online marketing for the
performance travel marketing . P ) .
tourism, hospitality, and travel industries.
Eastline Dlgltal (for- Beirut/Lebanon (MENA | Digital Marketing, SEO, SMM, Qne ofthe oldest dlgltal m{arketmg agencies
merly Eastline Market- region) PSM in the Middle East with a wide range of online

services

Source: compiled by the author based on: [17; 20-22]

Equally important for the development of Mediterranean
tourism is the strengthening of partnerships between the pub-
lic and private sectors, as only through joint coordination can
sustainable and competitive tourism offerings be created. Ef-
fective marketing strategies [3] in the region require close col-
laboration between tourism organizations, the hotel and res-
taurant industry, maritime and air carriers, travel agencies, and
local authorities. Such partnerships facilitate the development
of comprehensive tourism products that combine accommo-
dation, transportation, tours of historic cities, beach and cul-
tural programs, making Mediterranean destinations attractive
to various categories of travelers. Joint advertising campaigns,
participation in international tourism exhibitions, festivals, and
digital platforms increase the Mediterranean region’s visibility
and help shape its positive image on the global stage. At the
same time, such initiatives stimulate the exchange of experi-
ence and the adoption of modern technologies and innovative
solutions in the tourism sector, which improves service quality
and tourist satisfaction.

Innovation and technology [5] are playing an increasing-
ly important role in the development of marketing strategies
for Mediterranean tourism. The use of artificial intelligence, big
data analytics, and personalized offers allows tour operators to
better understand travelers’ behavior, predict their preferences,
and create tailored experiences. For example, data analysis sys-
tems can identify the most popular routes along the coasts of
Italy, Spain, or Greece [9], offering tourists tailored packages
that take their interests into account, ranging from culinary
tours to outdoor adventure activities. Mobile apps, electronic
guides, online booking systems, and digital maps significantly
simplify the travel process in the Mediterranean region. Tour-

ists can plan their itineraries taking into account ferry sched-
ules, ticket availability for museums, and cultural events.

Virtual and augmented reality open up new opportuni-
ties for promoting Mediterranean destinations. Virtual tours of
Athens’ ancient landmarks [10], the palaces of Seville, or the
picturesque streets of Amalfi allow potential tourists to explore
these sites before their trip, increasing the likelihood that they
will choose a specific itinerary. Augmented reality in museums,
historic centers, and on beaches makes visits more interactive,
allowing visitors, for example, to “bring to life” historical scenes
or learn more about local flora and fauna via a smartphone.
Thanks to these technologies, Mediterranean tour operators
are able not only to improve service but also to increase cus-
tomer loyalty, attract new audiences, and position the region
more effectively in the global tourism market. Innovation is
becoming a key factor in combining cultural heritage, natu-
ral beauty, and modern technology to create an unforgettable
travel experience.

Discussion. The challenge of studying the marketing
strategies of Mediterranean tourist destinations lies in the fact
that the subject of study is a complex, multi-component tour-
ism product that is created, promoted, and regulated by a large
number of independent private and public entities. Thus, when
identifying the characteristics of the implementation of tour-
ism marketing strategies for individual countries and regions
of the Mediterranean, it is necessary to analyze not a specific
company, but the ecosystem of activities of interconnected
players, taking into account key factors.

Firstly, the process of implementing a marketing strategy
is complex and uncoordinated. It is shaped not only by des-
tination management bodies (government agencies or non-
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governmental organizations), but also by thousands of diverse
businesses that are not required to align their own strategies
with official ones. For this reason, during the analysis, it is im-
possible to rely solely on official government programs; instead,
one must take into account the actual situation that has devel-
oped in the tourism market.

Secondly, analyzing tourists’ perceptions of a destina-
tion’s tourism product faces a number of challenges, including
the subjectivity of experience, the fragmentation of informa-
tion sources, and the lack of statistical data. The most prom-
ising approaches to addressing this issue involve analyzing
consumer behavior on specialized tourism portals — including
comprehensive analysis of reviews, trends in demand shifts,
heat maps of consumer behavior on travel guide websites, and
so on. Similar algorithms are already used in demand forecast-
ing programs for travel agencies and hotels, but they require
significant adaptation to analyze the effectiveness of compre-
hensive destination marketing strategies.

Thirdly, due to the lengthy decision-making process and
the tourist’s interaction with various information sources, it is
impossible to determine exactly which tool helped attract the
tourist to the region or to assess the financial impact. Modern
destination marketing is increasingly shifting toward the digi-
tal space: travel portals, vlogs, guidebooks, and social media
posts. Working with these channels requires the collection and
integration of Big Data, which involves not only technological
aspects (availability of software and the ability to use it) but also
legal considerations — only large corporations (Meta, Google,
owners of travel portals, and others) have access to the neces-
sary volume of information, making it inaccessible to a wide
range of researchers.

Finally, the specific challenges of assessing the competi-
tiveness and opportunities for comparative analysis of tourist
destinations that compete simultaneously at both the local and
international levels. In addition to the unevenness of destina-
tions, it should be noted that the completeness of statistical
data and the extent of the shadow economy in the tourism
sector vary significantly across Mediterranean countries and
regions. Accordingly, a comprehensive comparison of tourism
destinations’ marketing strategies is possible only through the
use of multiplicative analysis methods, which allow for the ex-
amination of the overall effectiveness of marketing strategies in
a holistic manner [8].

Conclusions. Thus, the marketing strategies of Mediter-
ranean tourist destinations are characterized by a high degree
of complexity, multi-layeredness, and dynamism. They success-
fully integrate traditional promotional methods with innova-
tive digital marketing tools, while taking into account the needs
of various segments of the tourism market — from mass-market
to premium. Particular attention is paid to the principles of sus-
tainable development, which allows for combining economic
efficiency with social and environmental responsibility.

Looking ahead, we can expect digital technologies to play
an increasingly significant role in shaping the travel experience,
advancing the personalization of services, and developing in-
teractive platforms for engaging with travelers. The importance
of environmental and social responsibility will grow, leading
to the active adoption of “green” practices, smart solutions for
resource management, and cutting-edge technologies such as
artificial intelligence, virtual reality, and big data analytics.

The future success of Mediterranean tourist destinations
will depend on their ability to continuously improve their mar-
keting strategies, demonstrate flexibility in management deci-
sion-making, and adapt quickly to changes in the global tour-
ism environment. Only those destinations that combine inno-
vation, a focus on tourist needs, and a responsible approach to
the environment will be able to maintain their competitive po-
sitions and ensure sustainable development in the long term.
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