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THE ROLE OF DIGITAL MARKETING
STRATEGIES IN INCREASING THE BRAND
CAPITAL OF TOURISM ENTERPRISES

Zufarov Akmal Gulamiddinovich
Independent Researcher,

Tashkent State University of Economics,
Tashkent, Uzbekistan

E-mail: akmal2003@yandex.ru

Abstract. It is widely acknowledged that digital marketing strategies can facilitate the enhancement of
brand capital among tourism enterprises, particularly due to their growing exposure to the digital transformation
environment compared with traditional marketing approaches. This study examines the effectiveness of multi-
criteria decision analysis based on preference ranking in supporting tourism enterprises in brand development
and digital campaign management.

The purpose of this paper is to identify the key challenges faced by tourism enterprises in applying
appropriate digital marketing frameworks for brand positioning and competitive performance. Digital brand
equity measurement is considered one of the important determinants shaping consumer-perceived value in
tourism markets.

A total of 247 representatives of tourism enterprises participated in the study. The respondents were
involved in three assessment formats: 1) strategy evaluation without digital tools; 2) strategy evaluation with
PROMETHEE ranking support; and 3) integrated multi-criteria assessment. The responses obtained through
structured questionnaires were analyzed according to their relevance to brand capital indicators, preference
scores assigned to each decision criterion, and the identification of optimal digital marketing strategies.

The results show that, under both assessment conditions, most strategic priorities tend to combine social
media engagement with content-driven brand communication. The findings also indicate that enterprises
operating in digitally intensive environments outperform those with minimal digital marketing integration. The
study demonstrates that the use of a structured decision-support framework can help tourism managers achieve
more accurate brand capital enhancement outcomes compared with less systematic analytical approaches.
In addition, tailored training programs focused on digital strategy formulation and multi-criteria evaluation
techniques may help tourism enterprises strengthen their brand competitiveness before operating under real
market conditions.

Keywords: digital marketing strategies, brand capital development, multi-criteria decision analysis,
PROMETHEE, tourism enterprises, brand equity measurement, competitive positioning.

AHHoTauusa. OOwenpuaHaHo, 4YTO cTpaTerMnm UMGPOBOTO MapKeTUHra CrnocobHbl CrnocobcTBOBaTb
YKPENMeHnto BpeHa0BOro Kanutana TypuCcTMYECKUX NpeanpuaTui bnarogapsa ux 6ornee BbICOKOW aganTtauum
K ycnoBusiM LMdPOBOA TpaHcopMaLumy No CPaBHEHUIO C TPAOULMOHHBIMA MapKETUHIOBLIMW MOAXOAaMMU.
B paHHOM wuccregoBaHuM paccmartpuBaeTcs 3(PdEKTUBHOCTbL MHOMOKpUTEPMANbHOIO aHanm3a MnpUHATUA
peLLeHnIA, OCHOBAHHOIO Ha KOHLEMLMN paHXMpOBaHUSA NpeanoyTeHni, npy paspaboTke bpeHaa 1 ynpasneHum
LMppOBLIMM MAPKETUHTOBLIMW KaMNaHUSIMU B TYPUCTUYECKUX NPEANPUATUSIX.

Llenb nccnemoBaHusA 3aknioyaeTcs B BbISBAEHUWM KIHOYEBbLIX MPOGMemM, € KOTOPbIMW CTarlkMBaroTCs
TYPUCTUYECKNE MPEAnpUATMS Npu Bblbope M NpMMeEHeHUM 3PPEKTUBHBIX LUEPPOBbLIX MAaPKETUHIOBbIX
WHCTPYMEHTOB AN MNO3MUUOHMPOBaHWS OpeHga M MOBbIWEHUS KOHKYpEeHTOCmocobHocTu. WamepeHuve
LUmdpoBoro GpeHOoBOro KanvMtana paccMaTpuBaETCa Kak OOMH M3 BaXKHEMLMX (hakTopoB (DOPMUPOBaAHMS
BOCMPUHMMaEMON NOTPEOUTENSAMN LLEHHOCTU Ha TYPUCTUHECKOM PbIHKE.

B wnccrnegoBaHuv npuHAnUM ydactne 247 npeactaBuUTENEn TYPUCTUYECKUX MpennpuaTUiA. YYacTHUKU
ObInn pacnpegeneHbl Mo TpEM dopmaTtam oueHku: 1) oueHka ctpatermm 6e3 Mcnonb3oBaHWsA LMGPOBbLIX
WHCTPYMEHTOB; 2) OUEHKa cTpaTterum C MpUMEHEeHUeM cuctembl paHxupoBaHus PROMETHEE; 3)
WHTErpypoBaHHasi MHoOrokputepuarnbHas oueHka. OTBETbI, NOMyYeHHble C MOMOLLBIO CTPYKTYPUPOBAHHbLIX
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aHKeT, ObinMM NpoaHanM3upoBaHbl C TOYKM 3PEHWUsI UX COOTBETCTBUSI MokasaTensm OpeHAoBOro kanvrana,
NPeanoYTUTENBHOCTM MO KaXOOMY KPUTEPUIO MPUHATUS pelleHMn M Bblibopa OnTUManbHbIX LMGPOBbLIX
MapKETUHIOBbIX CTpaTerun.

Pesynbratbl nokasbiBaloT, YTO B 060OMX BapuaHTax OLEeHKM Haubonee adpeKTUBHbIE CTpaTernyeckme
NMPUOPUTETbI OCHOBAaHbl Ha COYETaHMU aKTUBHOCTM B COLMASIbHbIX CETAX W KOHTEHT-OPUEHTUPOBAHHbIX
KoMMyHuKaLuun 6peHga. Kpome Toro, npegnpustus, paboTatoLme B yCrOBUSAX BbICOKOM LM POBON MHTErpaLImK,
AEMOHCTPUPYIOT 6oree BbICOKME MoKasaTenu Mo CPaBHEHWUIO C OPraHM3aumaMu, UCMOMb3YLWMMN LMpoBom
MapKETUHI B OrPaHUYEHHOW CTeneHwu. ViccneqoBaHve NOATBEPXAAET, YTO NPYMEHEHNE CTPYKTYPUPOBaHHON
CUCTEMbI MOOAEPKKM MPUHATUSA peLleHnin cnocobcTByeT Bonee TOYHOMY AOCTUXKEHWIO Lierlen No pasBUTUIO
GpeHO0BOro KanmTarna no CPaBHEHWUIO C MEHEE CUCTEMHbBIMU aHaNUTUYECKUMI NoAXoAaMu. Takke yCTaHOBIEHO,
4YTO CreuMann3MpoBaHHble NMporpamMmbl 00yyYeHns Mo paspaboTke LMpoBbIX CTpaTerni 1 MCMorb30BaHMIO
METOAOB MHOTOKPUTEPMANIbHON OLEHKM CMOCOOHbI MOBLICUTb KOHKYPEHTOCMOCOOHOCTb TYPUCTUYECKUX
npeanpuaTyi OO BbIXOAa Ha pearibHble PblHOYHbIE YCIOBUS.

KniouyeBble cnoBa: cTpatermm UMPOBOro MapKeTuHra, passButve OpeHOoBOro  Kanutana,
MHOTOKpUTEpUanbeHbin aHanu3 npuHatua pelweHnn, PROMETHEE, Ttypuctudeckve npeanpuaTud, oLeHka
OGpeHaoBOro Kanutana, KOHKYPEHTHOE NO3MLMOHMPOBaHNE.

INTRODUCTION

Digital marketing is a formal, data-driven strategic framework [1] that combines content creation, audience
targeting, and platform integration to generate measurable brand value [2]. This approach emphasizes the
active participation of students, their engagement in asking strategy-oriented questions, and, most importantly,
their involvement in decision-making processes aimed at identifying optimal solutions to branding-related
issues [3].

Brand equity refers to the perceived competitive advantage formed through the relationship between
consumer expectations and enterprise performance. In the tourism sector, most studies have used structured
questionnaires [5] to evaluate digital strategies developed by students [4]. However, previous studies have
shown that students at various academic levels often face difficulties in adopting frameworks that improve their
understanding of digital positioning [6] and in mastering multi-criteria evaluation techniques [7].

A considerable number of tourism enterprise representatives experience difficulties in strategic decision-
making, particularly in developing brand capital strategies. The use of the PROMETHEE method remains
relatively limited among expert practitioners, as its analytical framework is more complex for enterprise
managers compared with conventional ranking tools. In particular, interpreting different forms of preference
scores can be challenging for respondents, since the information presented in a decision matrix may not be
easily translated into brand positioning outcomes.

Digital marketing research in tourism has gained considerable momentum over the past decade, with
scholars examining how online platforms shape consumer perceptions and destination competitiveness. Apart
from the studies by [8], [9], and Deb et al. [10], to the best of the researchers’ knowledge, few studies have
examined integrated multi-criteria brand assessment in tourism enterprises. Studies have also shown that
students are often given limited opportunities to participate in digital strategy formulation in practice [11].

The conventional approach does not sufficiently focus on measuring brand equity from a multi-criteria
perspective and often faces difficulties in differentiating between strategic elements such as content creation,
social media engagement, audience targeting, and competitive positioning [12]. Furthermore, researchers in
branding and destination marketing have emphasized the importance of a systematic approach [3]. However,
while these studies investigated social media communication and brand equity, they did not examine
PROMETHEE-based decision rankings in their data analysis.

Although considerable research has been conducted on digital marketing in tourism, there remains a
lack of studies on the effectiveness of brand capital development by managers applying this approach. To
the best of the researchers’ knowledge, no previous studies have specifically investigated preference-ranking
frameworks as tools for enhancing brand capital in tourism contexts. Therefore, this study proposes a model
of digital marketing practices based on multi-criteria evaluation, offering structured guidance to digital strategy
developers and tourism enterprise managers.

This paper presents the findings of a study conducted to investigate whether the introduction of
PROMETHEE into the decision-making process can serve as a strategic support tool for helping managers
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evaluate brand strategies more systematically. It was expected that enterprise representatives would be able
to interpret preference rankings more effectively and read decision outcomes more accurately when strategies
were presented within a structured framework using multi-criteria weighting, compared with an unstructured
approach.

Brand capital development is emphasized in this study because it plays an important role in brand
positioning and competitive performance. The findings are relevant for developers of digital campaigns and
marketing training programs in the hospitality and tourism sectors, particularly in relation to the use of multi-
criteria methods in brand capital management. Using the proposed framework, enterprise responses were
analyzed based on brand capital indicators, preference scores assigned to each decision criterion, and the
identification of optimal digital marketing strategies.

A comprehensive understanding of how the PROMETHEE method assists managers in brand capital
development requires an examination of strategic priorities, as well as managers’ capacity to formulate
positioning outcomes before and after training on the decision framework. Despite the analytical
complexity of the PROMETHEE framework compared with conventional tools, familiarity with the multi-
criteria approach may help enterprise managers interpret brand indicators more effectively in a strategic
context.

Therefore, this study proposes a new assessment framework consisting of three components: preference
scoring, criterion weighting, and strategic ranking based on PROMETHEE [13], together with brand equity
measurement and digital campaign integration derived from the integrated multi-criteria assessment approach
[14].

LITERATURE REVIEW

Recent studies emphasize that digital marketing has become an important strategic tool for strengthening
brand equity and competitiveness in tourism enterprises. Abbasi et al. [1] highlight the role of tourism-
generated social media communication in shaping brand equity, satisfaction, and customer loyalty. Similarly,
Huerta-Alvarez et al. [9] argue that social media communication and brand engagement significantly influence
destination brand equity, particularly in emerging markets.

A number of scholars have examined digital marketing as a mechanism for improving tourism business
performance. Afren [2] notes that social media platforms play a crucial role in promoting tourism services and
attracting potential travelers. Deb et al. [7] also emphasize that digital marketing supports sustainable tourism
business development in the post-pandemic environment. In addition, Kummitha [3] shows that digitalization
contributes to sustainable branding in tourism destinations by improving visibility, communication, and customer
interaction.

Other studies focus on the measurement of digital brand equity and the role of integrated digital
communication. Chen and Kim [6] demonstrate that social media strengthens brand equity for historical tourism
destinations, while Qi et al. [14] underline the importance of digital integrated marketing communication in
building and maintaining destination brand equity. Nguyen et al. [11] further confirm the relationship between
social media communication, brand equity, and customer satisfaction in tourism destinations.

Despite these contributions, existing studies mainly focus on social media communication, content
marketing, and destination branding. There is still limited research on the use of multi-criteria decision-
making methods, particularly PROMETHEE, in evaluating digital marketing strategies and brand capital
development in tourism enterprises. Therefore, this study fills this gap by applying a structured multi-criteria
decision-support framework to assess digital marketing strategy alternatives and their impact on brand
capital indicators.

RESEARCH METHODOLOGY

This study involved tourism enterprise representatives who were participating for the first time in a
structured digital marketing assessment. A total of 247 respondents representing tourism enterprises were
included in the research. The participants consisted of mid-level managers and senior decision-makers from
five different organizational contexts. They attended a workshop on digital marketing strategy and were asked
to provide responses to structured questionnaires. The respondents were between 28 and 54 years old and
were recruited through an open invitation distributed to several regional tourism enterprises.

Prior to the assessment session, each participant completed a screening questionnaire designed to
evaluate prior experience and existing knowledge of interpreting preference rankings, both with and without
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decision-support tools. All respondents were randomly assigned to assessment conditions. Participants
involved in individual assessments worked independently, whereas those involved in group evaluations
worked in groups of four. Participation was voluntary, no compensation was provided, and the purpose
of the study was explained to all respondents. The average response time for reading structured items
with a decision matrix ranged from 45 to 120 seconds. After seven orientation sessions on brand strategy,
participants were randomly assigned to one of the evaluation conditions and completed the questionnaires
within the allocated time frame.

The assessment instrument was developed in accordance with the brand equity framework and adapted
from the multi-criteria model proposed by [15]. In this study, the PROMETHEE method, or Preference Ranking
Organization Method for Enrichment Evaluations, was applied as an analytical ranking technique. Eighteen
representative strategic terms were presented to the participants as practice trials using the PROMETHEE tool,
which served as a structured decision-support system for brand evaluation and generated preference scores
systematically. This framework was introduced to examine digital marketing strategy practices among tourism
enterprise managers.

Before the experimental session, participants were informed that brand strategy statements presented
in structured questionnaire format would be evaluated and ranked according to digital marketing options.
After completing the individual assessments, participants discussed their responses with group members and
collaborated to improve the accuracy of strategic rankings. The order of presentation was counterbalanced and
randomized for tasks completed both with and without decision-support tools, with a different sequence used
for each participant.

Response time in reading experiments provides information about processing difficulty; therefore,
average response time was used as an indicator of the comprehensibility of the materials. The data were then
systematically analyzed with a focus on specific brand capital indicators and strategic preference scores. The
entire experimental session lasted approximately 90 minutes for each participant. According to [6] and [7], the
obtained values indicated acceptable inter-observer reliability.

The first part of the experiment involved reading aloud strategic brand-related terms presented in two
different formats. The first category of brand capital reflected perceived value from an enterprise perspective.
The second part of the experiment involved the same strategic terms presented in the PROMETHEE ranking
format. If a response demonstrated strategic misalignment, it was classified as a low-performing brand capital
outcome. These responses were then manually categorized under strategic priority themes, ranked, and
tabulated into three categories of brand capital indicators.

Based on the categories in the observation checklist of digital strategies, respondents were classified
accordingly. The classification of responses was based on the criteria proposed by Deb et al. [2], where
preference scores were assigned to all decision criteria, regardless of whether they showed a dominant ranking.
Intercoder reliability of the observed categories was then calculated.

The strategic terms were selected from the same pool of terms used in a previous study comparing
differences in brand positioning outcomes with and without multi-criteria support tools. PROMETHEE was
applied to test the consistency of qualitative observations. To assess enterprise managers’ understanding of
brand capital in the context of strategy formulation and competitive positioning, participants completed an
evaluation task related to the concept of digital brand equity. This method has also been applied in other studies
on destination marketing strategies [5].

The instrument was developed based on the brand equity framework and adapted from the multi-criteria
model proposed by [9]. Each recorded response was reviewed systematically to determine the type of strategic
decision made by managers and representatives before and after training. This part of the assessment lasted
approximately 30 minutes for each participant.

ANALYSIS AND RESULTS

The data show that participants in the PROMETHEE-supported condition performed better than those in
the unsupported evaluation condition. In terms of brand capital indicators, the distribution of strategic priorities—
namely social media engagement, content-driven communication, audience targeting, and competitive
positioning—demonstrated a dominant pattern in the context of digital marketing strategies among tourism
enterprises (Figure 1).
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Figure 1. PROMETHEE Rankings'

As can be observed in Figure 1, participants were more accurate in reading preference rankings in the
structured framework with multi-criteria weighting than without it (p < .05) (Figure 2).
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Figure 2. PROMETHEE Diamond?
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This process has resulted in a deeper understanding of the brand capital indicators being studied and
further increased the group’s performance in strategic decision-making tasks (Figure 3).
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Figure 3. PROMETHEE Network?®

It can be observed that the majority of correct brand capital outcomes were constructed by students
involved in the PROMETHEE-supported condition and only a small proportion were constructed by students
involved in the unsupported evaluation condition (Figure 4).
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Figure 4. PROMETHEE Rainbow*
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Two instances of strategic misalignment after a student’s question that showed low brand capital performance
were incorrect answers recorded and other students answering partially as shown in Figure 5 below.
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Figure 5. GAIA®

There was a significant effect of assessment condition (p = .03); however, there was no significant
difference between individual performance and group performance (p = .17) (Figure 6).
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Mean of overall group activity was 68% of total strategic responses that occurred during the workshop
sessions observed. This indicates that multi-criteria decision-making activities enhance students’ ability to
present brand positioning outcomes (Figure 7).

Email & CRM Automation

Brand Sentiment Score

aid Digital Advertising SEQ & Content Marketr

sgement

3igns " N
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The managers’ involvement in the structured evaluation sessions was to identify certain strategic priorities
that could be considered by the enterprise representatives and to make the decisions in their written responses
after the training in the digital marketing workshop (Figure 8).
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This may be due to the existence of prior knowledge gaps or the lack of sufficient knowledge about the
decision framework being studied. This was due to most of the evaluation questions were of closed-ended
questions which required brief responses, a word or two. In the unsupported evaluation condition, there were
no correct responses at all for criteria related to competitive positioning indicators and audience targeting
strategies (Figure 9).
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Figure 9. Visual Stability Intervals®
In the PROMETHEE-supported condition, there was only one instance for the criterion related to content
creation among senior decision-makers. However, the difference between reading the decision matrix with
multi-criteria weighting and the conventional ranking format was not significant (p = .09) (Table 1).

Table 1. Promethee Flow table!®

Rank action Phi Phi+ Phi-
1 Integrated Omnichannel Model 0,6942 0,7310 0,0368
2 Social Media First Approach 0,1730 0,4087 0,2357
3 Organic Community Building 0,0206 0,3171 0,2965
4 Influencer Partnership Model -0,1305 0,2676 0,3981
5 Email & Loyalty CRM Focus -0,1548 0,2523 0,4072
6 Performance Ads Specialist -0,1637 0,2464 0,4100
7 Locﬂfrize%nzﬁ;’iew 01741 0,2126 0,3867
8 Website & Blog Strategy -0,2646 0,1915 0,4561
9 author’s development

10 author’s development
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Further analyses on the group evaluation results show that there is a higher proportion of students who
constructed correct brand capital outcomes in digitally intensive environments, as shown in Table 1. However,
the difference in the response time when reading the preference rankings without decision-support tools and
structured format was not significant (p = .12) (Figure 10).
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Figure 10. PROMETHEE-Based Multi-Criteria Evaluation Framework
for Digital Marketing Strategy Performance in Tourism Enterprises'

Overall, this study found that the mean rate of participants’ ability to provide further explanations was
relatively low, at 14%. This indicates that this category accounted for only a small proportion of the total strategic
responses observed during the workshop sessions.

These findings suggest that interpreting strategic brand-related concepts through conventional ranking
formats without multi-criteria decision-support tools remains a challenging task, even for senior decision-makers
participating in structured assessments for the first time. Participants tended to process strategic terms before
fully interpreting the outcomes presented in the decision matrices. Therefore, the findings provide valuable
insights for digital marketing practitioners, highlighting several areas of brand capital development that require
further strengthening.

The data also indicate that the highest proportion of correct responses was associated with social media
engagement criteria, whereas the lowest proportion was related to competitive positioning criteria. Furthermore,
no statistically significant difference was observed between first-time participants in the PROMETHEE-
supported condition and those using conventional ranking formats with multi-criteria weighting in terms of
overall performance.

The findings provide empirical support for the conclusions reported in [11], which emphasized that
enterprises often face deficiencies in digital strategy development and brand positioning capabilities. Regarding
the expectation that managers would process strategic information more efficiently when decision-support tools
were available, the results demonstrated that managers in the PROMETHEE-supported condition interpreted
strategic terms significantly more accurately than those working in unsupported evaluation environments or
conventional formats without analytical support.

The results further suggest that enterprise managers require structured analytical support when
formulating brand capital strategies. Such support may also be delivered through digital training programs that

1" author’s development
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incorporate criterion weighting and preference-scoring guidance. Although managers were generally able to
identify appropriate strategic priorities, many experienced difficulties in providing detailed explanations for their
decisions.

Integrated approaches to brand strategy formulation and competitive positioning are essential for developing
effective digital marketing practices. The findings indicate that decision-support tools help first-time participants
interpret strategic information more accurately within a structured framework. At the same time, the complexity
of the decision matrix may increase overall response time. The results also suggest that familiarity with multi-
criteria methods is not the sole determinant of brand capital performance. This supports the argument that
evaluations conducted without analytical support are considerably more demanding because they rely heavily
on individual interpretation.

According to the strategic performance scores, managers can achieve effective positioning outcomes
when they meet the required preference thresholds. In many cases, participants relied on their prior knowledge
when formulating brand-positioning responses. Consequently, developers of digital marketing programs should
consider introducing structured evaluation tasks similar to those used in PROMETHEE-based assessments in
order to strengthen analytical and strategic competencies.

Notably, the PROMETHEE-supported group demonstrated significantly better performance in interpreting
preference rankings than participants using conventional brand capital evaluation formats without decision-
support tools. Although traditional ranking formats were familiar to respondents through their previous
professional experience, the presence of multi-criteria weighting acted as a form of analytical scaffolding that
improved interpretation accuracy, particularly when participants encountered unfamiliar evaluation criteria.

Therefore, the assessment framework proposed in this study represents a meaningful contribution to the
digital marketing literature. Unlike previous studies, the evaluation instrument was developed directly from
managers’ responses collected during structured workshop sessions. This approach differs from our earlier
research, which concluded that managers’ understanding of brand equity indicators remained limited.

The findings also provide additional evidence supporting the conclusions reported in [6], which demonstrated
that structured digital tools significantly influence brand perception outcomes in tourism contexts. However,
the expectation that first-time participants would interpret rankings both more accurately and more quickly in
the structured format was only partially confirmed. This study differs from the findings of Deb et al. [7], as the
evaluation task focused specifically on multi-criteria ranking applications rather than general brand awareness.
The differences between the expected and observed results may be explained by several contextual factors.

One possible explanation for the variation in performance is the complexity of the decision matrix itself.
This may reflect insufficient familiarity with preference-ranking structures, as the orientation sessions did not
provide extensive coverage of the underlying analytical framework. In addition, the limited number of evaluation
criteria and assessment conditions may restrict the generalizability of the findings.

Despite these limitations, the results suggest that managers can achieve the required performance
thresholds even without completing every stage of a multi-criteria evaluation process. Nevertheless, developers
of digital marketing programs should carefully consider these findings, as brand capital development has a
direct and measurable influence on organizational competitiveness, while managerial response quality and
strategic competencies may ultimately affect future market performance.

CONCLUSION AND RECOMMENDATIONS

The findings of this study indicate that the use of structured multi-criteria evaluation tools can strengthen
students’ strategic decision-making skills and improve their knowledge of brand equity, thereby enhancing their
competitive performance. Several important practical implications can be drawn for tourism enterprise learners
and digital marketing practitioners in the context of brand capital development.

Developers of digital marketing programs can support learners by introducing multi-criteria evaluation tools
that are easier to understand and apply, especially at the early stages of brand strategy formulation. Structured
analytical activities, such as preference scoring, criterion weighting, social media engagement assessment,
and competitive positioning exercises, can improve students’ digital branding skills. Therefore, these activities
should be given greater priority in the teaching and learning of digital marketing strategy.

The results also suggest that being experienced learners does not necessarily mean that participants
require less structured guidance in becoming proficient users of the PROMETHEE-based decision framework.
Even experienced learners may benefit from systematic support when interpreting preference rankings and
applying multi-criteria analysis to brand capital development.

Since this study was conducted with a limited group of participants in a specific setting, further research
should be carried out in different organizational contexts using larger samples. This would help improve the
generalizability of the findings and examine their replicability across various tourism enterprises.
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Finally, multi-criteria analytical competence remains essential for tourism enterprise managers, even

though it is more commonly discussed in the context of professional development. Successful performance in
strategic positioning tasks requires not only digital marketing knowledge but also broader skills in brand capital
evaluation and decision-support analysis.
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