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Abstract The paper explores the effective utilization of mass communication tools 
in marketing strategies is paramount. However, in light of increasing environmental 
concerns and social responsibility, the concept of sustainability has become central 
to modern business practices. This paper seeks to analyze the intersection between 
mass communication tools and sustainability criteria within the context of the tourism 
industry. Through a comprehensive literature review, this study identifies the most 
common mass communication tools employed in marketing within the tourism sector. 
Furthermore, it explores the evolving landscape of sustainability criteria and its 
integration into marketing communication strategies. 

Keywords Tourism industry · Cultural tourism · Sustainability ·Marketing 
communication · Tools of marketing communication 

1 Introduction 

Tourism has a huge potential for development, and it is an important source of national 
income, and an increase in foreign exchange earnings which affects other sectors of 
the economy. On the other hand, tourism is a fragile sector of the economy, hardly 
impacted by threats (e. g. COVID-19 pandemic) from the macro marketing envi-
ronment. This fault can be compared with the 1990s international tourism volume 
and rehabilitation of economy, so it may take several years in case of sustainable
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progress [44]. COVID-19 pandemic taught the tourism industry, politicians, visitors, 
stakeholders, and even researchers, but at the same time, opportunities on the way 
to the changes. In this new/changed context, one of the challenges facing cultural 
tourism is to turn the crisis into an opportunity and accelerate tourism transforma-
tion sustainability. As Fletcher [21] affirmed, even after the COVID-19 pandemic, 
the world cannot afford to rehabilitate past achievements. Excessive mass tourism 
affects the environment (including e. g. pollution and resource depletion) due to the 
unsustainable tourism. Despite the uncertainties that the health and economic crisis 
has induced in the tourism industry, one of the essentials consequences has been the 
consolidation of local tourism, especially domestic tourism [30]. 

2 Materials and Methods 

Drawing upon theoretical frameworks and empirical evidence, this research aims to 
evaluate the extent to which mass communication tools align with sustainability prin-
ciples in the tourism industry. By examining various best practices, the paper provides 
insights into the challenges and opportunities faced by businesses in integrating 
sustainability into their marketing communication strategies. Ultimately, this anal-
ysis contributes to a deeper understanding of the relationship between mass commu-
nication tools, sustainability, and marketing within the tourism industry. The findings 
offer valuable implications for practitioners, policymakers, and researchers seeking 
to foster sustainable practices in the realm of tourism marketing communication. 

The aim of this paper is therefore to investigate and analyze the utilization of 
mass communication tools in marketing strategies within the tourism industry, with 
a particular emphasis on how these strategies align with sustainability criteria. By 
examining the current landscape of marketing communication practices and sustain-
ability principles, the study seeks to identify opportunities for integrating sustain-
ability into mass communication efforts within the tourism sector. Ultimately, the 
aim is to provide insights and recommendations that can guide businesses, policy-
makers, and researchers in promoting more sustainable marketing practices in the 
context of tourism. 

3 Results and Discussion 

Sustainability refers to the improving quality of life while living within the carrying 
capacity of supporting ecosystems. Sustainable tourism is extensively used as a 
panacea in the tourism discourse; however, there are still many challenges in its 
communication, understanding and efficient implementation. The work presented 
here aims to contribute to those issues by presenting the concept of greening tourism. 
Greening tourism is a response to the questions of competitiveness and ecological 
sustainability of tourism, but also the policies of United Nations and European Union
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[16]. Moreover, they referred to the development that meets the needs of the present 
without compromising the ability of future generations to meet their own needs. 
Economic, social, cultural, natural, and environmental utilization for the current 
generation without compromising future generation have become core goal of the 
tourism industry to achieve sustainability [20]. Regarding the tourism sphere, it 
considers the needs of the tourists, tourism companies and host communities. Never-
theless, the contribution to spreading the idea of sustainability is part and parcel of 
the Sustainable Development Goals (SDG) identified in 2012 at the United Nations 
Conference in Rio de Jaineiro based on three pillars (economic, social, and ecologic). 
After, they replaced them with the Milleniun Development Goals adopted in 2000. 

In the framework of SDG and regarding tourism, following goals (no. 8., 12. and 
14.) are the most related to tourism development, such as sustainable consumption 
and production, decent work and using natural resources responsibly. By establishing 
sustainable development principles, organizations engaged in tourism and even the 
whole of society can open new opportunities for growth and lower their risks to 
implement a well-functional society, a healthy environment, and a stable community. 
Tourism sector is relevant to each of the following goals of sustainable development: 

1. tourism is opportunity for creation of new job places for local community which 
raise their income—sustainable (urban) tourism with emphasis on positive rela-
tion between environment, human and community cause in increasing long 
term effect on resident quality of life, some of these effects are increasing 
incomes, recreation of service facilities, improving urban decoration with 
cultural symbols, increasing job opportunities [41], 

2. Tourism is accelerator of agricultural products with its high demand, 
3. Tourism tax can be a good source of reinvestment for healthcare system, 
4. Tourism sector can provide youth, women, and special needs people with decent 

job through quality education—there is a mismatch between training and the 
labour market in sustainable tourism, which generates a training need [5], 

5. Tourism provides with opportunity to get job places for women, 
6. Tourism is one of the leading sectors with high requirements of clean water and 

sanitation, 
7. As the huge energy consumer, tourism promotes investment towards green and 

ecofriendly energy—Protected environment and preserved cultural heritage and 
natural assets through the reduced usage of energy and reduced hazardous pollu-
tants will consequently lead to economically, socially, and environmentally 
sustainable tourism sector [25], 

8. Tourism is considered as one of the export shareholders—cooperation in tourism 
is considered crucial for sustainable destination promotion, addressing several 
opportunities to decrease the level of competition among actors to achieve 
advantages for all [24], 

9. Tourism development depends on good conditions of infrastructure and inno-
vation—he main directions of using innovative marketing technologies in the 
field of tourism services are considered: release of new types of tourism product,
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change in the organization of production and consumption, identification, and 
use of new markets, as well as the use of new equipment and technology [7], 

10. By involving all local community and stakeholders, tourism can support devel-
opment of their origin places, even rural and remote places—the key direc-
tions in the management of innovation development of entrepreneurship in 
tourism were characterized based on the assertion of the need to promote 
successful innovations in tourism and the entrepreneurial ecosystem through 
the stakeholders’ interaction [6], 

11. Tourism has direct relevance to preservation cultural and natural heritage, 
improving site infrastructure and investment to green transport means, 

12. Tourism sector requires sustainable consumption and production system for 
which enhance community wellbeing overall—due to the nature of the cultural 
tourism product, which is created at almost the same time it is consumed, during 
a tourist experience, the development of a new tourism product must be consid-
ered not only a controlled process, but also as a cultural synthesis which allows 
us to transmit knowledge about the specific culture and tourism market and to 
understand how to keep pace with cultural and ideological changes [22], 

13. Tourism stakeholders ought to play essential role in climate change preservation 
and carbon footprint reducing process, 

14. Coastal tourism usually depends on good marine ecosystem, 
15. Colorful biodiversity is the main source of tourists visit purpose, 
16. As tourism involves multicultural integration it enhances tolerance and unde-

standing among them, 
17. As tourism includes several sectors of economy, it involves new stakeholders 

and fosters public and private partnership. 

However, tourism is considered as a huge potential source of profit, it causes 
serious problems such as overcrowding, cultural appropriation, and the loss of authen-
ticity among others [28]. Tourism brings money and jobs to cities and regions, but 
it also can also damage residents’ everyday lives, as well as the area’s culture and 
heritage. Under this scenario, sustainable tourism development at cultural sites offers 
a new perspective, as it places cultural heritage and local communities at the centre 
of decision-making processes. That means it involves local communities and other 
stakeholders in the decision-making processes as a key to ensuring the benefit of both 
cultural heritage and the local population. There is currently a growing concern about 
the consequences of tourism activity on the environment. In this regards, sustainable 
management is understood as a key element that can help destination marketing 
organizations (DMOs) to improve a tourist destination’s competitiveness [1]. The 
objective of sustainable cultural tourism is to ensure good conservation practices 
along with authentic interpretation that supports the local economy. Tourists’ travel 
decisions can be influenced by appropriate policies that seek to encourage them to 
choose travel plans leading to more sustainable tourism practices [4].
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The Role of Communication in Sustainable Development 

In the context of sustainable tourism development, communication appears as a 
strong way for integrating stakeholders (private and government sectors) and the 
local community [17]. Principles for the implementation of efficient communication 
must be filled by the integration of idea of sustainability anywhere like not just 
as a goal but as an ongoing process and clear and understandable communication 
(explanation through storytelling) showing different channels (ads or websites) of 
tourist companies and being a vehicle for knowing all SDG. It is crucial to consider 
that sustainability is not just environmental and climate protection, but it is social 
and economic issues to avoid stereotypes and to provide a comprehensive view of the 
progress made and prospects in the relationship between communicational tools and 
sustainable tourism. Tourism activity at this destination belongs to the service sector 
and is customer-oriented, therefore, the effectiveness of communications that provide 
a link between the government, the producer of tourism services (tour operator) and 
the consumer (tourist) is crucial. 

Even though each SDG can be promoted by this way of communicating each 
has its management and communication is an unreplaceable part of it. For example, 
online financial services, call centers for poor families, online registration systems, 
education based on new communication technologies, new jobs for all genders and 
ages through ICT, saving water and energy according to the forecast of ICT, and 
access to renewable energy, acquiring the job of future with digital skills, easy access 
to information for business, strongly connected cities and communities, digitaliza-
tion of forecasting of extreme climate changes, GPS and satellite tracking, open 
access services, co-operating among participants. Some of institutional information 
providers provided practical information of big company CEO claiming that the 
main issue of sustainable development on 4 Cs elements: collaboration, controlling, 
communication and commitment highlighting practical value of communication and 
collaboration for total development. 

Communication is not just a common process of information transition. Sustain-
able tourism communication begins from the visitors travel decision to side and 
lasts their return to home [43]. Integrated marketing communications consistency 
for sustainability significantly influences guests’ ecological knowledge and brand 
equity, which, in turn, considerably impacts guests’ satisfaction [10]. Furthermore, 
communication need to be tool of strategic planning at the same time, due to lack 
of it can lead the failure. Sustainability has become an important strategic objective 
for tourism destinations worldwide. All analytical tourism competitiveness models 
make direct or indirect positive references to sustainability. It is accepted that sustain-
able tourism can reduce resource costs and help create market differentiation [38]. 
According to Bramwell and Lane [12] communication also includes “how people 
use message to generate meanings within and across various contexts, cultures, chan-
nels, and media”. Additionally, other communicational matters pinouts the lack of 
strategic communication applied to destinations [39]. To solve this problem a strategic 
communicational plan is mandatory to define principles, goals, contents and means 
not only to create content but to manage communication.
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Regarding to the history of communication for development, there are three devel-
opment paradigms: modernization, dependency, and participation [28]. While in 
the middle of the twentieth century modernization generally used one-way media 
communication, on top-down bases in order to disseminate developed countries 
examples for implementation in undeveloped ones belongs to the model sender— 
message—receiver [34], in the 70’s there was formed dependency theory [40] as  
a consequence which included additionally two-ways communication also and was 
useful to achieve autonomy. Few years (respectively decades in the less developed 
economies) most development agencies and organizations consider the essence of the 
participatory paradigm to focus on human perceptions, opinions, and beliefs in the 
decision-making process and based on just two-ways communication belonging to 
the decision maker a dialogue decision-maker B model [3]. The beneficial features of 
this method depend on communication that empowers people, focused on dialogues 
and listening is essential such as talking [23]. Communication should be based on 
not just coding and message exchanging but also should be problem-posing [9], 
moreover research [3] and planning tools [33], and a solemn stage in the develop-
ment decision-making process. The base role of communication on strategic plan-
ning includes following functions [45]: institutional positioning, campaign-based 
fundraising, and reaction of indigenous community in conflict situations. Andelman 
[2], a proposed communication model ranging from simple information provision by 
involvement participants encouraging their opportunities for decision-making. This 
process includes informing to raise awareness and enhance influence and involvement 
[28] through knowledge and public support respectively (Fig. 1). 

Gorlevskaya [27] explains this process by the side of tourist decision making, 
the first step is Awareness created by mass media, and there is essential role of PR 
activities and Blichfeldt [8] also highlights tourists’ storytelling mean as the most 
efficient strategic communication tool, because of its high rate of trust. The second 
step is needs or consideration were targeting audience starts looking for information, 
where consumers get information through web sites and social media or mobile 
marketing and is ready to make decision: their choice which is the last step of the 
process (Fig. 2).

Sustainable tourism development (STD) conducts tourism ecosystem which 
contains several tourism system elements [31]. STD generally considered as the 
relation to tourist destinations and further encouraged to hospitality management.

Fig. 1 The “3Is” of communication—a continuum to build support [28] 
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Fig. 2 Making-decision process and communication tools in tourism [27]

Hence, it is often viewed as encompassing a triangular communication (Fig. 3) among 
tourists’ host areas, and the tourism industry [15]. 

Bramwell and Lane [12] highlighted that, tourism businesses often have few 
reasons to want to promote sustainable tourism. Major industries actions aim to 
accomplish clear competitive advantages and/or improve results and considering 
that entrepreneurs should follow a holistic strategy and include all stakeholders on 
all levels form micro to macro [18].

Fig. 3 Sustainable tourism ecosystem [15] 
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The recent studies focused on participation of local community on tourism activi-
ties [14, 35], and balance among the triple bottom-line dimensions demand an inten-
sive level of collobation among nonprofit organizations, businesses, citizens, and 
governments. Strategic communication [37] is considered as prerequisite and it is 
an efficient way of decision-making tool where public participation is priceless, it 
consists of all policy making process: from formatting of vision to implementation 
and monitoring of plans. Benefit from strategic communication can be seen on the 
followings: strengthen capacity building, encouraging people work together, moti-
vation, raise awareness, accelerate, and improve people behavior, empower local 
people for appreciation their cultural values and encourage efforts into the future. 
Mazza [32] described practical strategic communication on the following stages of 
communication process: 

1. awareness raising, 
2. information, 
3. education, 
4. relations encouragement, 
5. experience encouragement, 
6. action encouragement. 

For analyzing strategic communication Blichfeldt [8] suggested two groups of 
methods: 

1. According to transmission model: 
• narrative analysis: impact of storytelling, 
• rhetorical analysis: study of language: source, emotion, and logic, 
• semiotic analysis: sign within society, 
• discourse analysis: text meaning exploring—induction (usually for on-line 

means). 
2. According to interaction model: 
• content analysis: identification presence of concepts or words in online means, 
• netnography: online community and cultures research focusing consumer 

behavior and attitude. 

Furthermore Blichfeldt [8] marked the role of challenges in sustainable strategic 
communications in tourism such as: greenspeak (saying and doing), greenwashing 
(more saying than doing), and greenhushing (pretending as sustainably focused by 
disinformation) issues on the communication process, comparing their intent, goals 
and impact to development of sustainable tourism. 

Stakeholder in tourism industry is divided into generally four main groups [26]: 
tourists (visitors), residents (local community), entrepreneurs, and government. 
Jamal and Getz [29] had expanded version of this division including public organi-
zation, tourism industry associations, regional authorities, community groups, civil 
societies and agencies and special interest groups. CAAP (Communication aware-
ness action planning) system offers communication system attenders dividing into 
two main categories: plan facilitators and target groups (Fig. 4).
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Fig. 4 CAAP main facilitators and targeted audiences [36] 

The main principles of strategic communication may be briefly explained as: 
engaging stakeholders and opinion leaders, cooperation, enhancement of organi-
zational management and communicational skills, positive word of mouth and 
reputation, an implementation by permanent monitoring and evaluation. 

To enhance effectiveness of strategic communication there are proposed following 
principles:

• Diversification of interpretation and application. Communication process involves 
tremendous types of participants and there is no universal method of commination. 
Furthermore, each time there is several purposes and goals of communication with 
participants.

• Integration into management planning. Communication should not be the part for 
just dissemination of results, it must be indivisible part of management planning 
[33] instead must exist in each stage of management. The main gap between 
management plan and success in communication research [19] and it may be 
guarantee for achievement of expected goals.

• Moving from communication objective to means and actions. After figuring out 
concepts and ideas, it should bring along participatory action [45] regarding inte-
gration with all communicators. There may be used one-way media and more 
powerful for changes two-way communication means.

• Permanent monitoring and evaluation. These two actions must be followed on 
each stage of communication process. Clearly assessment is fundamental step for 
management [42], and adequate e indicators of evaluation may provide projects 
with appropriate direction.

• Professionalizing and systematically mainstreaming communication process in 
future. Building capacity and upgrading communication system in future is 
requirement of present conditions, there will be every time fresh challenges which 
demand for innovative approach [13].
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Although it is now typical for marketing communications to be able to contribute to 
social and environmental harms, it is important to highlight that marketing communi-
cations tools can be used in efforts to achieve a variety of sustainability goals. Within 
sustainability marketing, the attributes of social marketing are often emphasized, with 
national governments and NGOs quite often using marketing communication tools 
to build awareness of issues at the heart of sustainability (e.g. climate change), for 
example. In the concept of sustainable marketing management, marketing commu-
nication is as important an element of the marketing mix as in the traditional 
marketing management concept. Indeed, without effective marketing communication 
it is difficult to build awareness of the sustainable solutions that organizations offer 
to customers. Effective marketing communication creates long-term relationships 
with customers (which are further strengthened at different stages of the product 
life cycle). The challenge for marketing managers who manage an organization’s 
communication strategy in line with the concept of sustainable marketing manage-
ment is to ensure that marketing communication campaigns respect the nature of 
customers and use the power of different marketing communication tools in such a 
way that they are not associated with negative social and environmental aspects of 
communication. 

Sustainable marketing communication represents a significant step in the evolu-
tion of marketing communication.

• traditional marketing communication focused on promoting the product towards 
the customer,

• marketing communication in the concept of relationship marketing focuses much 
more on communication with the customer, as well as on acquiring customer 
information to serve them more effectively,

• sustainable marketing communication highlights the organization more than the 
product offering, thus allowing customers to learn information about the orga-
nization, but above all enabling a dialogue between the organization and the 
customer. 

This dialogue creates a dual focal point for sustainable communication strategies:

• communicating with customers about the sustainable solutions the organization 
offers through its products,

• communicating with customers but also other stakeholders about the organi-
zation. 

An organization’s efforts to promote the sustainable solutions offered by their 
products must be carefully planned, managed, and controlled from a marketing 
communications perspective. The starting point of a communication strategy is 
the setting of marketing communication objectives. Each individual communica-
tion activity has a set objective (for example, from the simplest in the form of a 
response to a customer request to building awareness of the product in a specific 
customer segment). 

The most common objectives of marketing communication include the following:
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• Creating awareness. No matter how exceptional a tourism product, i.e. location, 
destination, brand etc., it will struggle to survive in today’s rapidly evolving and 
changing markets without customer awareness. One of the key factors preventing 
the development of sustainable tourism, as well as their transfer from niche to 
mass markets, is very often the lack of widespread awareness among customers 
(which in turn suits established competitors with traditional tourism product).

• Communication. The dissemination of information towards customers concerns 
products and their availability, the nature of the tourism organization and its activ-
ities. Efforts to develop a sustainable marketing management approach include 
informing customers about sustainable issues (often in general terms) and their 
relationship to lifestyle and the choices available to customers. However, it 
should be noted that the provision of information alone is very rarely a suffi-
cient motivating factor for customers to adopt sustainable consumption behavior 
or consumption.

• Reminder. One of the objectives of marketing communication tools may be to 
remind people of tourism products and their availability or the need to maintain or 
replace a traditional tourism product. Marketing managers can play an important 
role in the sustainable use of products by reminding customers of the need for 
standard product consumption, thereby creating opportunities for product added 
services.

• Persuasion. Customers often need to be persuaded to try a new product, change 
brand loyalty, or change consumer behavior in a (positive) direction.

• Reassurance. This involves reassuring customers by confronting direct or implied 
criticism of products (e.g. also using competitors’ marketing communications) and 
reassuring customers that buying the organization’s (sustainable) product was a 
rational decision.

• Motivation. The aim of marketing communication can be to motivate customers 
to react in a certain way, for example, through a direct response in the form of a 
phone call, a click on a website to a specific product (offer).

• Remuneration. By rewarding we mean rewarding customers through direct bene-
fits for previous loyalty and loyalty as well as other (active) behaviors. Many 
organizations both incentivize and reward customers.

• Building collaboration. Collaboration with customers should be created through 
relationship-building activities as well as through interactive communication (e.g. 
interactive websites). 

Marketing communication offers quite a wide range of tools to be used in the 
processes of achieving the above objectives. From the point of view of the traditional 
marketing management concept, marketing communication tools were divided into 
above-the-line and below-the-line in terms of effort and budget. However, in recent 
years this “magic” line has become blurred, gradually losing its meaning, and there-
fore many marketing communication organizations and agencies have started to talk 
about integrated marketing communication.
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In terms of the use of marketing communication tools in the concept of sustainable 
marketing management, the same tools can be discussed as in the traditional concept, 
but the implications and impacts of each tool in terms of sustainability are different. 

Advertising 

Advertising is the marketing communication tool with which the public most often 
associates marketing. Advertising uses mass communication channels such as televi-
sion, radio and print media. Advertising is an influential marketing communication 
tool that can reach a large or dispersed part of the market, very often repeatedly, 
with a persuasive and informative content of the marketing communication message. 
Advertising has several limiting factors, such as the unidirectional delivery of the 
message content to the entire audience. 

In terms of promoting sustainable marketing strategies, advertising is used quite 
often for certain product categories (e.g. cars, cleaning products). Advertisements 
often use vague, unspecific, unsubstantiated, and misleading claims, as well as claims 
that contain so-called moral appeals. 

There are several challenges that marketing managers face in using mass adver-
tising in the process of promoting sustainable products more effectively. Advertising 
has very strong associations with the traditional marketing paradigm, which empha-
sizes the demand side and focuses on the (often superficial and shallow) design 
and style of products rather than their true meaning and relevance. For this reason, 
many marketing managers (as well as customers) distrust advertising as a marketing 
communication tool and therefore do not want to use it in promoting sustainable, 
credible product attributes. However, it can be a challenge to communicate meaning-
fully through advertising about the complex, interplay of the social, environmental, 
economic, technical and customer benefits of a product from a sustainable perspective 
using, for example, a 30-s TV advert or a single A4 advert in a magazine. 

Public Relations as solution for Strategic P Communication. 
Communication can be divided in several groups and forms, while each one has its 

unique features. Interpersonal communication has more feelings, correct message, 
and content, through this type of communication communicators can reach to joint 
solution for issue. As the disseminating methods, there are used several types of 
communication such as personal communication, mass media, education, advocacy, 
and public relation. When personal communication and advocacy involves more 
meeting for small community and mass media covers more audience for an exact 
time, education provides communicator trainers for a long time, public relation may 
effectively involve key actors for awareness raising campaign as a chartered insti-
tution of PR in the UK (2006) defines it like that “Public relation is the discipline 
which looks after reputation, with the aim of earning understanding and support 
and influencing opinion behavior. It is the planned and sustained effort to establish 
and maintain goodwill and mutual understanding between an organization and its 
public.” 

PR is vital to the success of tourism business, due to its function of creation aware-
ness of special destinations, attraction, or event. It let the tourism industry encourage 
their profile within local community and target markets. The main reason of using PR
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for whole tourism system is building positive relationships which generates interest to 
the destination. Major of tourism firms rely on word-of-mouth advertising, which is 
built through effective PR campaigns. PR professionals can help destination to create 
reputation through positive image publication, advertising, and events. PR for tourism 
sphere contains promotional events such as sport events, festivals, and cultural events. 
PR can be used for marketing, advertisement, or promotional purposes, moreover it 
is good tools for crises management to fight negative events impacting travel plans. 
PR is all about perception, thus positive imaginary attracts flow of visitors while bad 
one may be reason of avoiding the destination. 

Strategic communication for sustainable tourism requires more integration 
between the public, and private sectors and visitors. There is a gap between the 
public sector and private sectors in SDG communication which carries out serious 
consequences as the low rate of awareness. So that the purpose of this research is to 
explore communication tools and strategies and design an efficient methodology for 
communicating sustainability to enhance cultural tourism in the Bukhara region by 
the assignation of responsibility and duties to the tourism system participants. 

Based on the above mentioned, the research aims to study the ways of communi-
cating and promoting national brands and their impact on tourist incoming in cultural 
tourism destinations. Furthermore, to develop sustainable tourism by enhancing 
cultural tourism in the regions. 

Online Marketing Communication 

The Internet and other modern information and communication technologies have 
created a “revolution” in marketing communication. In the early days of online 
marketing communication, most organizations transformed their marketing commu-
nication tools (e.g. television and print advertisements) into websites, making them 
a source of information for customers. Such use of online marketing communication 
is characterized by the one-way provision of information to customers and therefore 
cannot be considered as a tool used in relationship-building processes. 

With the development of various forms of online marketing (e.g. social media, 
blogs, product review sites), a space has been created for initiating and sharing 
conversations about products, brands, and organizations, and thus building relation-
ships with customers. In terms of online marketing, the trend for many organizations 
is to create stand-alone websites to educate customers about sustainable aspects 
related to the brand. 

4 Conclusion 

Strategic communication for sustainable tourism requires more integration between 
the public, and private sectors and visitors. There is a gap between the public 
sector and private sectors in the area of Sustainable Development Goals commu-
nication which carries out serious consequences as the low rate of awareness. So 
that the purpose of this research is to explore communication tools and strategies
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and design an efficient methodology for communicating sustainability in order to 
enhance cultural tourism in the any region by the assignation of responsibility and 
duties to the tourism system participants. 

Based on the above mentioned, the research aims to study the ways of communi-
cating and promoting national brands and their impact on tourist incoming in cultural 
tourism destinations. Furthermore, to develop sustainable tourism by enhancing 
cultural tourism in the regions. 
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