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General Characteristics of the Research

Relevance of the Research Topic: The tourism industry constitutes one of the leading sectors
of a country’s economy, thereby determining the continuous development and transformation
of the hospitality industry. Within this context, the application of benchmarking
methodologies in the hotel business is regarded both as a significant challenge and as a strategic
opportunity for enhancing organizational performance and competitiveness.

Despite the rapid expansion of the hotel sector in Georgia, the implementation of innovative
management instruments remains insufficient. Benchmarking, as an innovative managerial
approach, contributes to the improvement of service quality, optimization of operational costs,
and enhancement of competitive advantage.

In the Georgian hospitality market, the application of benchmarking represents both an
important challenge and a substantial opportunity, particularly under conditions where the
tourism industry serves as one of the principal contributors to the national economy and
demonstrates a high degree of sensitivity to competitive dynamics and innovative management
practices. In this regard, the identification of opportunities for applying the 12P marketing mix
within the hotel business, the determination of the most influential elements, and the
development of corresponding analytical models establish an essential framework for hotel
managers to evaluate competitiveness effectively and improve strategic decision-making
processes.

Furthermore, benchmarking remains a relatively novel managerial method within the
Georgian market, which further increases the relevance of the research topic, especially in the
context of the growing competitiveness of the contemporary hospitality industry, the
transformation of consumer behavior, and the increasing influence of digital platforms. These
circumstances emphasize the necessity of systematically assessing the competitive business
environment and utilizing effective strategic management instruments. In this respect, the
integration of benchmarking methodologies with the 12P marketing model creates the
possibility for comprehensive and multidimensional analysis, thereby reinforcing both the
theoretical and practical significance of the research.

Moreover, the globalization of tourism and the rapid development of digital technologies
have significantly intensified competition within the hospitality industry. Consequently,
hotels no longer compete solely within local markets; rather, they operate in an increasingly
globalized competitive environment where sustainable positioning requires not only
consideration of international trends, but also a thorough analysis of local market
characteristics and the competitive landscape.

Companies operating under the principle that “openness leads to development” perceive
benchmarking as a strategic instrument based on the identification, analysis, and adaptation of
best practices within a competitive environment. This approach does not imply the exchange

of confidential information with competitors; rather, it is oriented toward the study of effective
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managerial practices and organizational experience. Ultimately, such an approach contributes
both to increased customer satisfaction and to the strengthening of a company’s competitive
position.

The benchmarking method is particularly significant for the hospitality industry in Georgia,
which encompasses both international hotel brands and local companies. While international
brands benefit from extensive strategic management experience and strong support from their
headquarters, local hotels often lack long-term strategic approaches and managerial
frameworks. In this context, benchmarking integrates data from different types of hotels,
enabling them to identify organizational weaknesses and develop appropriate improvement
strategies.

It should also be emphasized that benchmarking influences not only business processes, but
also the level of customer satisfaction. Ongoing transformations within the tourism industry
significantly affect consumer behavior and expectations; tourists increasingly value high-
quality service, thereby creating a necessity for hotels to maintain elevated service standards
and ensure continuous improvement. In Georgia, where the tourism industry remains
relatively new and rapidly developing, the implementation of benchmarking practices can
assist hotels in improving service quality, which directly contributes to increased customer
loyalty and positive consumer feedback.

International practice demonstrates that hotels which regularly conduct benchmarking
analysis are more successful in implementing marketing strategies, improving service
standards, and enhancing financial performance indicators. For Georgia, as a developing
tourism destination, such practices represent an essential component of long-term sustainable
growth.

The relevance of benchmarking is further determined by its multifunctional and practical
benefits. It represents an effective management instrument that contributes to the
development of the hospitality industry, the optimization of operational processes, and the
enhancement of customer satisfaction. In Georgia, where the hotel sector constitutes an
important component of the national economy, the purposeful application of benchmarking
methodologies may become one of the key factors for achieving success within the
international market.

Research Objectives: The primary objective of the research is to develop a benchmarking
management implementation model and determine the prospects for its practical application
within the hotel sector of Georgia.

Research Tasks: The research objectives include:

e Examining the theoretical foundations of benchmarking and determining its role within the
hospitality industry.

e Identifying the preconditions and challenges associated with the implementation of

benchmarking in the Georgian hotel sector.
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e Investigating and analyzing existing problems through relevant research methodologies.

e Determining the application of innovative approaches in benchmarking and developing
practical recommendations for their implementation.

¢ Applying the 12P marketing mix within the service sector, particularly in the hotel business,
in order to improve financial, marketing, operational, technological, and human resource
management processes.

¢ Conducting comparative evaluation and analysis of competitors through the elements of the
12P marketing mix, specifically:

eidentifying the least developed elements and developing innovative approaches for their
improvement;

e strengthening the elements with the highest significance in order to maintain and enhance
competitive advantage;

eimplementing data-driven management approaches;

eadapting international best practices to the local market environment.

Research Hypotheses: The application of the benchmarking method and its integration with
the elements of the 12P marketing mix, data analysis, and innovative management approaches
ensure the enhancement of competitiveness, service quality, and financial efficiency of
international hotel brands operating in Georgia.

Research Subject and Object:

Research Subject: The subject of the research is the application of benchmarking management
methods within the Georgian hospitality industry, including its theoretical and practical
analysis.

Research Object: The object of the research comprises branded hotels operating in Georgia,
whose operational activities, development dynamics, and competitive positioning are
evaluated through innovative marketing approaches, with the aim of identifying the key
determinants of market success and conducting a comprehensive analysis of competitiveness.

Research Methodology: The research methodology applied in the dissertation is based on the
specific characteristics of the research object, as well as the aims and objectives of the study.
During the process of working on the dissertation, both theoretical and empirical research
methods were employed, ensuring a comprehensive and multidimensional examination of the
research topic.

In order to identify the development trends of the hospitality industry, innovative processes,
and the characteristics of the competitive environment, methods of statistical observation,
analysis, and comparative evaluation were utilized throughout the research process.

For the purpose of studying and analyzing the innovative potential of the hospitality industry
in Georgia, a marketing research study was conducted using an online survey methodology.
The objective of the research was to evaluate the level of awareness regarding innovation and

benchmarking within the hotel sector, as well as the use of modern technologies and marketing
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activities. The research was conducted through a pre-designed questionnaire, while the
collected data were processed and analyzed using statistical methods, enabling the
identification of existing trends and the specific characteristics of innovative development
within the sector.

Furthermore, the study also employed the expert research method. The expert survey,
conducted on the basis of a purposive sampling approach, involved leading scholars, industry
specialists, and company executives, all of whom participated individually in the research
process. The expert study included the evaluation of the components of the 12P marketing mix
model within the hospitality industry, which was subsequently used for analyzing
competitiveness and identifying opportunities for innovative development in the hotel sector.

State of Research on the Problem: Considering the relevance of the issue, the problems related
to innovative potential and benchmarking in the hospitality industry have been extensively
discussed in the works of numerous Georgian and foreign scholars, scientific publications, as
well as reports produced by international and local organizations. In addition, the research
process utilized statistical and analytical materials provided by the National Statistics Office of
Georgia and the Georgian National Tourism Administration.

The issues addressed in the dissertation have been actively studied by Georgian scholars,
including: M. Azmaiparashvili (2023), N. Katsitadze (2019), G. Gigauri (2018), N.
Kochlamazishvili (2019), V. Ghlonti (2025), G. Mamuladze (2024, 2025), K. Kveladze (2014),
R. Manvelidze, A. Tsintsadze (2025), G. Abuselidze (2017), Akhalaia (2016), N. Tsiklashvili
(2025), G. Katamadze (2025), Kiknadze (2019), B. Gechbaia, N. Maziashvili (2023), P.
Aroshidze (2025), N. Makharadze (2025), N. Mamuladze (2025), E. Bakhtadze (2023), I.
Tavadze (2023), S. Sukhitashvili (2024), M. Vanishvili (2020), and others.

In particular, service quality within the hospitality industry determines customer satisfaction,
loyalty, and the long-term success of businesses. According to G. Mamuladze, N. Mamuladze,
and N. Makharadze, consideration of these factors enables companies operating in online sales
environments to apply modern approaches that improve corporate image, strengthen customer
trust, and ensure competitive advantage. Since tourists increasingly emphasize digital services
and convenience, they tend to prefer hotels that actively utilize modern technologies.
According to Akhalaia and Vasadze, benchmarking enables the identification of deficiencies
that hinder hotel development.

Within the Georgian market, certain researchers argue that the use of artificial intelligence
in the hospitality industry is associated with ethical concerns, particularly regarding the
protection of customer data, as Al systems collect and analyze customer-related information.
However, the studies conducted by N. Ositashvili and N. Nadareishvili demonstrated that
approximately 40% of consumers require assurance that their personal data are securely
protected. The effective utilization of innovative technologies, benchmarking methodologies,

and data analysis instruments represents a significant factor for the development of Georgia’s
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hospitality industry. Their broader implementation would contribute to enhancing sectoral
competitiveness, improving service quality, and strengthening the country’s position within
the international tourism market.

The research process also revealed numerous evaluations and conclusions proposed by
Georgian and foreign scholars, particularly considering that benchmarking practices remain
relatively underdeveloped within the Georgian hotel market. Consequently, the experiences
of hotels operating in developed countries are of particular importance.

Phillips and Appiah-Adu (1998) emphasize that detailed revenue analysis enables hotels to
allocate resources more effectively and maximize market opportunities. Furthermore, through
benchmarking, hotels become acquainted with international standards and analyze the
strengths and weaknesses of their own services. In this regard, Fu, Chao, Lee, and Liao (2011)
discuss the application of the Fuzzy AHP and VIKOR methods, which facilitate information
processing and support optimal decision-making. Kahraman (2003) argues that the Fuzzy AHP
method allows for the reassessment of priorities identified during the selection process, the
determination of the most significant criteria, and subsequently, through the VIKOR method,
the calculation and selection of the optimal alternative.

According to Wober and Karl (2001), benchmarking data enable hotels to study customer
behavior and develop strategies aligned with customer expectations. This is particularly
important within highly competitive markets where customer demands continuously increase,
as noted by Zadneprovskaya and Poddubnaya (2021). The evaluation of data analysis within
hotel management development is associated with various difficulties caused by limited access
to data and deficiencies in technological knowledge. Oses et al. (2016) suggest that these
challenges can be overcome through the sharing of international experience and the
implementation of modern analytical systems. Data analysis represents one of the principal
instruments of the benchmarking process, enabling hotels to evaluate market development,
analyze competitors’ strategies, and determine optimal development pathways.

The majority of existing studies emphasize the existence of intense competition and the
necessity of identifying diverse approaches aimed at improving sales strategies in order to
satisfy customer needs. Such processes require continuous monitoring and market analysis,
which should be implemented through benchmarking methodologies. In particular, the
application of innovative methods is regarded as a crucial factor for enhancing the success and
competitiveness of the hospitality sector.

Scientific Novelty of the Research: The scientific novelty of the research is reflected in the
following aspects:

e The necessity of applying benchmarking within tourism and the hospitality industry has been
theoretically substantiated.
¢ The possibilities of applying benchmarking methods in the hotel business for identifying and

evaluating competitiveness have been examined.
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e The operational specificities, management methods, and distinguishing characteristics of
hotels operating in both Georgian and international markets have been comparatively
analyzed.

e The 12P marketing mix within the hospitality industry has been studied and theoretically
justified based on the perspectives of various scholars.

e Through an expert survey, the significance and weighting of the 12P marketing mix elements
have been investigated and substantiated, resulting in the identification of the most
influential element.

o A graphical competitiveness model based on the 12P marketing mix has been developed,
clearly identifying the most significant elements of the 12P model within the hotel business.

e The applicability of integrating the marketing mix into benchmarking methodology has been
substantiated, and a practical model based on international branded hotels has been
presented, thereby confirming the possibility of implementing the proposed model in practice
for determining competitiveness.

¢ A comparative analysis has been conducted between a local hotel brand and an international
hotel brand according to the elements of the 12P marketing mix, through which their
distinguishing characteristics, strengths, and weaknesses have been identified.

¢ A model based on large international hotel brands has been presented, further confirming the
practical applicability of the proposed model for assessing competitiveness.

eInnovative potential has been conceptualized as a systemic capability grounded in
benchmarking results, ensuring the enhancement of hotel competitiveness through
innovative management practices, technological integration, and the improvement of
marketing strategies.

Practical Significance of the Dissertation: The dissertation encompasses both theoretical and
practical values. Its conceptual foundations, methodological approaches, as well as the results
of qualitative and quantitative research, establish a relevant theoretical and methodological
framework that may be utilized by managers operating within the tourism sector, industry
researchers, scholars, and individuals interested in the field. These circumstances clearly
demonstrate and confirm the theoretical significance of the research.

The practical significance of the dissertation is reflected in the possibility of applying the
research findings, developed recommendations, and proposed approaches by governmental
structures and relevant institutions. The obtained results are important not only for hotel
owners and managers, but also for other representatives of the tourism sector and policy-
makers, as they contribute to enhancing the competitiveness of the industry. Furthermore, the
issues discussed within the study possess practical value for business owners and senior
management representatives in general, which determines the broad applicability and practical

relevance of the research.

52



Structure of the Dissertation: The dissertation consists of an introduction, three main
chapters, nine subchapters, conclusions, and recommendations. The study is accompanied by
a list of references.

In accordance with the research objectives and tasks, the dissertation includes the discussion,

analysis, and development of relevant recommendations regarding the research issues.
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Chapter 3. Opportunities for the Application of Innovative Approaches in Benchmarking and
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Conclusions and Recommendations
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Main Content of the Thesis

Benchmarking, as a strategic management instrument, emerged in the mid-twentieth century
when companies began comparing their operational activities and managerial processes with
those of their competitors. However, its formal development is associated with the economic
transformations of the 1970s and 1980s, when the wave of globalization led to a significant
intensification of market competition. Under these conditions, benchmarking became an
essential mechanism enabling organizations to improve operational efficiency, service quality,
and overall competitiveness.

Benchmarking is defined as the process of comparing an organization’s performance with
best-performing indicators and best practices within similar industries or competing
organizations. It assists organizations in addressing such critical questions as: How effectively
are we performing in comparison with our competitors? In which areas are the greatest
deficiencies observed? Which innovative practices can be adopted for improvement?
Benchmarking methodologies, instruments, and tactical approaches facilitate the process of
obtaining and analyzing such information.

Benchmarking represents one of the most significant instruments for enhancing
competitiveness within the hospitality industry, while its systematic implementation
contributes not only to improving operational efficiency, but also to developing customer-
oriented services.

The hospitality industry is particularly sensitive to the influence of benchmarking because
this sector is continuously required to respond to increasing customer expectations and
growing global competition. The primary role of benchmarking is to compare organizational
activities with best practices in order to improve operational and managerial standards. In
particular, benchmarking enables hotels to analyze such factors as operational cost structures,
personnel management models, and service quality standards.

Furthermore, benchmarking assists hotels in identifying weaknesses within their operational
processes and determining appropriate improvement strategies. Operational activities
encompass critical aspects such as service speed, cost optimization, personnel efficiency, and
infrastructure management. Data obtained through benchmarking provide companies with the
opportunity to compare their operational performance with competitors’ indicators, which is
essential for increasing organizational effectiveness and achieving sustainable competitive
advantage.

For instance, international hotel chains such as Marriott and Hilton have utilized
benchmarking practices to compare their cost structures and operational performance
indicators with those of their competitors. In the case of Marriott, this process resulted in the
development of a new operational model, which continues to be implemented to this day.

The operational elements of Marriott and Hilton hotels may be presented as follows:
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Table 1. Operational Model Elements of Marriott

Elements

Characteristic

1. | Job specialization

The services and operations within the hotel are divided into
departments and positions. For example, food service and

room service operations are managed by separate teams

2. | Delegation of
Authority

Management distributes responsibilities and authority among
employees, which improves coordination and operational

efficiency.

3. | Control System

Each department is monitored through a control system to
ensure that high-quality services are delivered in compliance

with established standards and time requirements.

4. | Coordination
Methods

Communication and coordination between departments
enable the maintenance and continuous improvement of

service quality.

5. | Technological

Innovations

Marriott invests heavily in digital platforms, which enables
the company to maintain and strengthen its competitive

position.

6. | Sustainability and
Social

Responsibility

Safety and environmental protection programs represent key
components of Marriott’s operational strategy, contributing to

the development of customer trust and corporate reputation.

Source: Compiled by the author.

Table 2. Operational Model Elements of Hilton

Elements

Characteristic

1. | Job specialization

In Hilton hotels, services are clearly divided into departments
(Front Office, Housekeeping, Food & Beverage, Revenue
Management). Each department is responsible for specific
operational activities, ensuring service efficiency and the

maintenance of quality standards.

2. | Delegation of
Authority

Management clearly distributes responsibilities across
different levels (top, middle, and operational management).
This enhances the speed of decision-making and improves

operational efficiency.
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3. | Control System Hilton employs a multi-level quality control system (KPIs,
audits, and guest feedback), which ensures compliance with

service standards and supports continuous improvement.

4. | Coordination Coordination between departments is carried out through
Methods both digital systems (PEP and CRM) and internal
communication standards, ensuring process continuity and

consistency in the customer experience.

5. | Technological Hilton actively implements innovative technologies, including
Innovations the Property Engagement Platform (PEP), mobile check-in,
digital key solutions, and Al-based systems. These innovations
enhance operational efficiency, improve service
personalization, and increase customer satisfaction by

streamlining hotel operations and optimizing the guest

experience.
6. | Sustainability Hilton implements the “Travel with Purpose” program, which
and Social focuses on environmental protection, energy efficiency,
Responsibility resource optimization, and corporate social responsibility

initiatives. Through this program, the company promotes
sustainable development, reduces its environmental impact,
and strengthens stakeholder trust, thereby enhancing brand

reputation and ensuring long-term sustainability.

Source: Compiled by the author.

Marriott International and Hilton operational models demonstrate that both companies are
based on standardized management systems; however, they differ in their strategic priorities
and approaches to innovation implementation. Comparative analysis reveals that Hilton’s
model is more technology- and data-driven, whereas Marriott’s model is primarily focused on
customer relationships and brand loyalty. Hilton’s operational model can be evaluated as
highly innovative from a technological perspective, as the company actively utilizes digital
platforms and data analytics. In contrast, Marriott’s model is distinguished by marketing and
relationship-management innovations that ensure a high level of customer loyalty.

The practical role of benchmarking lies in adapting to customer demands through the analysis
of consumer behavior. Through benchmarking, hotels evaluate customer satisfaction indicators
and accurately identify the factors that influence guest satisfaction. For example, a 2020 study
demonstrated that more than 70% of customers highly value attributes such as cleanliness, staff

professionalism, and the availability of online services.
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Data obtained through benchmarking enables companies to respond quickly and effectively
to the growing expectations of customers. For instance, the introduction of personalized offers
for guests, first implemented within the Hilton network, is directly linked to strategies selected
on the basis of benchmarking results.

Although Hilton operates as an international hotel chain with unified brand standards across
countries, its operational management differs to some extent between regions. These
differences are mainly associated with market specifics, customer expectations, managerial
practices, and technological environments. The distinction between Hilton operating in the
Georgian market and Hilton operating in the European market is presented in Table 3.

Hotel chains that actively use benchmarking have introduced innovative services over the
last decade, including fully automated room management systems, environmental initiatives,
and the integration of digital technologies such as hotel applications, online reservation
systems, virtual check-in, mobile keys, smart rooms, and robotic services, all of which create

significant competitive advantages in the market.

Table 3. Differences Between Hilton Operating in the Georgian Market and the European

Market

Charasteristics

Hotel Hilton in Europ

Hotel Hilton in Georgia

1) Market Structure

and Customer Profile

Business travelers;
international conferences;
frequent and high-budget

travelers

Seasonal tourists; medium-
budget travelers; regional

tourists

2) Revenue

Management System

Data analysis; global
market analysis; demand

forecasting; Al algorithms

Limited data analysis;
seasonality assessment; flexible

pricing strategy

3) Technological

Infrastructure

Online reservations; mobile
check-in and check-out;
digital keys; AI chatbot
services; online service

evaluation systems

Online reservations; digital
keys; flexible check-in and
check-out; online service

evaluation systems

4) Staff Management

High-level professional
education; international
training programs; hotel

management schools

Local training programs and

staff retraining
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5) Marketing Strategy Strong brand awareness; Digital marketing; influencer

loyalty programs; corporate marketing; collaboration with
clients tourism companies
6) Partnership Airlines; international Tourism agencies; local
Network brands; business businesses

organizations; training

centers

Source: Compiled by the author.

In our assessment, benchmarking should be considered not only as a comparative tool but
also as an important strategic management mechanism that supports organizational
development and the achievement of competitive advantage. Its integration into hotel business
management processes is particularly important, as it enables organizations to effectively
analyze their market position, identify development opportunities, and implement innovative
management approaches.

Benchmarking results are regarded as one of the most important instruments for improving
the financial performance of the hotel industry. This process allows hotels to conduct detailed
analyses of their financial indicators, evaluate operational efficiency, and optimize
performance in order to strengthen their market positions.

Developed European tourism markets, particularly countries such as Croatia, Italy, and
France, play a significant role in the adaptation of practical benchmarking mechanisms. Small
and medium-sized hotels that regularly apply benchmarking are more capable of coping
effectively with the challenges of a competitive environment.

The continuous change in customer preferences represents a major challenge within the
tourism industry. Benchmarking, as a method, enables hotels to respond rapidly to market
dynamics. The experience of European hotels demonstrates that the data obtained through
benchmarking processes is particularly valuable for service personalization.

Thus, the experience of the European hotel industry demonstrates that the systematic use of
benchmarking is an integral component of improving service quality and strengthening
competitiveness. Benchmarking is particularly effective for small hotels seeking to overcome
the challenges of financial constraints and intense competition. Successful examples indicate
that the integration of benchmarking not only improves operational performance but also
contributes to the achievement of long-term strategic objectives. Accordingly, its application
should remain a priority instrument for the hotel industry, especially in growing markets such
as Croatia and regions with similar economic environments.

The study of international experience provides a basis for assuming that the integration of
benchmarking into hotel management systems represents an important prerequisite for

competitiveness, service quality enhancement, and innovative development. Its effective
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implementation is particularly significant for countries seeking to establish a sustainable and
competitive position within the rapidly developing tourism market.

Tourism plays a significant role in the economic development of a country, and Georgia is no
exception. The contribution of tourism to Georgia’s economic growth is substantial.
Expenditures made by tourists on accommodation, food services, transportation,
entertainment, and other services positively affect the country’s Gross Domestic Product
(GDP). In particular, in 2025, the direct contribution of tourism to the country’s GDP
amounted to approximately 104 billion GEL.

Figure 1. Tourism Growth Indicator (2025)

International

Travel Visitors 7.8 Million

International 8.4%

.5 Milli
Tourist Visits > Million Growth

Revenue from 6%

international 4.7 Million USD
visitors Growth

Source: Figure prepared by the author based on data from the Georgian National Tourism

Administration.

Thus, the existing data confirms that tourism is one of the leading sectors of Georgia’s
economy, and its development has a significant impact on the country’s economic growth and
international competitiveness. The increasing trend in tourist flows and tourism revenues once
again indicates the sector’s high potential and the importance of its effective development.

The data demonstrates that Georgia’s accommodation sector is characterized by a diverse
structure, in which both hotels and small family-owned accommodation facilities play an
important role. This structure contributes to meeting the demands of different segments of the
tourism market. At the same time, for the sustainable development of the sector, it is important
to improve service quality, increase compliance with international standards, and implement
modern management methods, which will ultimately enhance the competitiveness of the
country’s tourism industry in the international market.

The types and quantities of accommodation facilities in Georgia differ significantly. In

particular, the largest share, approximately 40%, belongs to family-type hotel networks, while
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traditional hotels account for 39%. Guesthouses represent 14%, whereas the remaining 7%
consists of other accommodation facilities. The number of accommodation establishments has
been increasing continuously from year to year. Based on the growth trend of accommodation
facilities, it can be assumed that their expansion may soon significantly exceed the growth rate
of overnight stays by visitors. In total, 3,198 accommodation facilities are registered in Georgia,
including 53,759 rooms and 128,015 beds.

In 2024, the occupancy rate of branded hotels was approximately 47%, while in 2025 this
figure increased to 53%. This growth indicates an increase in demand within the hotel industry
and suggests that branded hotels are being utilized more actively by tourists.

The increase in occupancy rates may be associated with the growth of international tourist
flows, the rising popularity of Georgia as a tourist destination, and the quality of services
offered by branded hotels. International hotel brands generally provide standardized and high-
quality services, which increases tourists’ trust and encourages them to choose such hotels.
Therefore, the increase in branded hotel occupancy rates reflects the positive development of
the tourism sector.

Innovative potential in the hotel business includes the organization’s ability to effectively
utilize both internal resources and external environmental opportunities for the creation and
implementation of innovations. In this study, innovative potential is considered as an
opportunity identified through the application of benchmarking and the 12P marketing mix,
which supports the generation of innovations and the enhancement of competitiveness within
the hotel industry.

Benchmarking enables hotels to develop and implement innovations in various directions.
For example, personalized customer offers were first introduced within the Hilton hotel
network through the implementation of the cloud-based Property Engagement Platform
(PEP). This platform reduces time spent on technological operations and allows employees to
establish direct and closer communication with customers, receive feedback, and subsequently
develop personalized offers tailored to guests’ needs. Through the implementation of this
system, Hilton managed to reduce queues at reception desks, decrease staff training time from
40 hours to 4 hours, improve service quality, and strengthen friendly communication with
customers. According to Deng (2016), more than 1,000 hotels had already adopted this system
within the Hilton network.

Within Marriott International, the development of personalized customer services actively
began through the implementation of digital technologies and integrated platforms, including
mobile applications and the loyalty program Marriott Bonvoy. These systems enable hotels to
collect and analyze customer data, including guest preferences, behavior, and service history,
on the basis of which individualized offers are developed.

Digital solutions introduced by Marriott, such as mobile check-in/check-out, digital keys, and

personalized communication channels, significantly reduce the time spent on operational
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processes and increase service efficiency. The implementation of these systems has made it
possible to improve customer satisfaction, enhance service quality, and simplify
communication between guests and hotel staff.

In addition, Marriott International’s digital ecosystem ensures continuous communication
with customers throughout every stage of the travel journey, thereby creating deeper and
longer-term relationships. This approach represents a successful example of data-driven
personalization, which increases both customer loyalty and the financial performance of
hotels.

The role of digital technologies in the benchmarking process is critically important, especially
within the hotel industry, where competition and customer demands are constantly increasing.
Modern digital platforms and software systems enable hotels to assess their performance more
accurately, identify problematic areas, and develop optimal strategies.

The popularity of online platforms such as Booking.com and Airbnb enables hotels not only
to increase sales but also to improve service quality. The use of these platforms in the
benchmarking process is particularly important because they allow hotels to evaluate the
strengths and weaknesses of competitors more effectively. In terms of location distribution, the
Adjara region holds the leading position with 1,593 accommodation facilities, followed by
Thilisi with 1,473, Imereti with 264, while Racha has the lowest number with 22 facilities.
These data indicate that tourism infrastructure development is particularly concentrated in the
most active tourist regions.

According to the data, apartments are the most popular type of accommodation facility with
2,476 units, followed by hotels with 818, guesthouses with 749, holiday homes with 131,
hostels with 61, and villas with 50. The latter categories are still in the development stage, and
demand remains relatively low.

Over the past several years, the number of hotels in Georgia has increased significantly;
however, the sector still faces challenges related to the lack of high-quality services and well-
organized management systems. Many hostels, guesthouses, and apartment rental services are
still unable to operate effectively through electronic systems. In response to this problem, a
startup named Arealy emerged in the market and succeeded in simplifying these processes.
Since 2017, Arealy has operated in the Georgian market by creating an integrated hospitality
management system. Initially, it was used by only a few hotels, whereas today it partners with
companies such as Booking.com, Expedia, and Hostelworld. Through Arealy, hotel and hostel
managers are able to manage all booking channels in real time within a single integrated space.

Hotels frequently compare their results based on key indicators such as occupancy rate,
average daily rate (ADR), revenue per available room (RevPAR), operating profit per room,
and hotel rankings according to location quality.

Regarding daily accommodation prices, the largest share falls within the 182 GEL segment,
accounting for 66%, followed by 182-364 GEL with 20%, 364-546 GEL with 8%, 546-728 GEL

61



with 4%, and 728 GEL and above with 3%. Relatively smaller numbers are recorded for holiday
homes, hostels, and villas, indicating that these segments are still under development.

The data shows that the largest share belongs to the low- and medium-price segment,
specifically 0-182 GEL (66%), indicating that Georgia’s tourism market is primarily oriented
toward affordable pricing. The 182-364 GEL segment follows with 20%, while higher-price
categories occupy comparatively smaller shares. These findings demonstrate that the high-
price premium segment remains relatively underdeveloped.

Thus, the combined analysis of the diagrams demonstrates that Georgia’s tourism market is
characterized by regional concentration, a high share of apartments and small accommodation
facilities, and a primary orientation toward low- and medium-price segments. These trends
indicate opportunities for the development of tourism infrastructure, particularly in the
direction of high-quality services and premium segments, which would contribute to
increasing the competitiveness of the country’s tourism sector in the international market.

The research findings indicate that digital benchmarking provides hotels with the
opportunity to evaluate their activities according to key indicators such as occupancy rate,
average daily rate, revenue per available room, and customer evaluations. The analysis of these
data helps management identify weaknesses within operational processes and develop effective
strategic decisions.

Thus, the implementation of digital benchmarking and Al technologies can be considered an
important prerequisite for the innovative development of the hotel business, contributing to
the establishment of data-driven management systems, the development of customer-oriented
services, and the long-term sustainability of the tourism sector.

Existing challenges may be addressed through the sharing of international experience and the
improvement of professional education systems. For example, in 2023, several tourism training
centers in Georgia began offering courses that include the application of analytical tools. This
initiative contributes to enhancing the qualifications of hotel industry professionals and
supports overall business development.

In the future, the success of Georgia’s hotel industry will depend on the ability to strategically
apply benchmarking, which involves not only the use of modern analytical tools but also the
improvement of professional qualifications and increased alignment with market demands.

The integration of technological innovations into Georgia’s hotel sector represents an
important prerequisite for strengthening market positions. International tourists, who
frequently emphasize digital services and comfort, are more likely to choose hotels that actively
utilize modern technologies.

The potential of Georgia’s hotel sector, based on benchmarking practices, is considered one
of the main priorities for development. The application of benchmarking enables local hotels
not only to improve service quality but also to adapt effectively to the requirements of

international markets.
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The research conducted by us revealed that, from the perspective of professional distribution,
tourism specialists (30%), hotel managers (25%), and marketing specialists (25%) represent the
main target groups directly involved in benchmarking processes. These findings suggest that
the active involvement of such professionals plays a decisive role in the development of the
hotel industry (Figure 2)

Figure 2. Professional Distribution of Respondents

Your Profession
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A) Hotel manager B) Tourism specialist C) Financial analyst D) Marketing specialist

Source: Compiled by the author based on the research results.

Tourism specialists, as the largest professional group, create an important link between guest
demands and hotel service standards. The decisions made by these specialists have a significant
impact on hotel operational processes, while marketing and management professionals play a
central role in improving customer experience.

As the research demonstrated, hotel managers and marketing specialists are the most active
users of benchmarking tools. These two professional groups determine the strategic direction
of hotels, define competitive positioning, and work toward improving service quality. The 25%
share represented by managers indicates that they perceive benchmarking as a management
instrument that supports success in a competitive market environment.

Marketing specialists, who also account for 25% of respondents, focus significantly on the
analysis of customer behavior and demands. Their involvement in benchmarking is
particularly important because customer-oriented approaches enhance hotel reputation and
ensure long-term market stability.

Another important aspect of the research concerns the respondents’ level of awareness
regarding benchmarking. The results revealed that only 24% possess comprehensive
knowledge of benchmarking processes, while 39% have partial knowledge, 28% possess only
minimal information, and 9% are entirely unfamiliar with the concept (Figure 3). These
findings indicate that benchmarking education and awareness in Georgia are still in the process
of development.

The lack of education limits the effective implementation of benchmarking practices. This

issue is particularly significant in markets such as Georgia, where a large proportion of hotels
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still do not apply standardized analytical approaches and instead place greater emphasis on

traditional management methods.

Figure 3. Recognition of benchmarking processes
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Source: Compiled by the author based on the research results.

According to the research findings, the level of benchmarking knowledge in regional hotels
remains relatively low, which is caused both by the lack of technological resources and the
limited availability of relevant training programs. For example, employees working in regional
hotels often do not use modern analytical tools, which hinders the comprehensive evaluation
of market competitiveness.

In this regard, the sharing of international experience may prove beneficial. Knowledge
exchange and the systematic organization of training programs improve the quality of
benchmarking practices. Georgia should utilize international experience and training
initiatives in order to equip professionals with the skills necessary to apply modern approaches.

The research also demonstrated that the implementation of digital technologies plays an
important role in the dissemination of benchmarking knowledge. Modern tools, such as
data management platforms and analytical software, may be used as educational
instruments for improving the qualifications of professionals.

The analysis of professional distribution and knowledge levels revealed that benchmarking
already plays a significant role in Georgia; however, for its full implementation, greater
emphasis should be placed on knowledge enhancement and technological development. The
involvement of managers and marketing specialists in this process is critically important,
although additional support and educational initiatives are needed at the regional level. The
sharing of international experience, the organization of training programs, and the integration
of digital technologies will be the key factors that elevate benchmarking practices to a new
level.

Benchmarking, as one of the primary instruments for hotel development, plays a significant

role in improving competitiveness and service quality. According to the research findings, 60%
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of participants strongly emphasized the importance of benchmarking, confirming its role in
increasing the efficiency of the hotel sector. At the same time, 2% considered benchmarking
not important at all, while 8% indicated that it is of limited importance, whereas 30%
acknowledged its significance (Figure 4). These findings suggest that benchmarking has not yet
been fully integrated into hotel management processes

Figure 4. The Importance of Benchmarking in the Hotel Development Process
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Source: Compiled by the author based on the research results.

By observing competitors’ activities, businesses can obtain, analyze, and learn a significant
amount of information. Eight major elements that influence competitors’ activities include the
following:

1) Image and Positioning — A company’s products, advertising, and other marketing activities
emphasize its image and market positioning.

2) Goals and Commitments — These determine both the company’s current activities and its
future plans.

3) Current and Past Strategies — The analysis of previously unsuccessful strategies helps
businesses avoid repeating similar mistakes.

4) Organization and Culture — This refers to the environment and organizational culture
created within the business.

5) Cost Structure — This concerns the strategies selected by a business for managing costs
effectively, such as salaries, inventory, sales, advertising, and other operational expenses.

6) Exit Barriers — These include special business assets, fixed costs, relationships with other
divisions of the company, governmental and social barriers, and human relationships.

7) Strengths and Weaknesses — These enable businesses to strengthen competencies that are
particularly important for a specific industry.

8) Size, Growth, and Profitability — The primary driving indicators of business strategy are
sales growth, market share expansion, and the maintenance of a strong market position.

Benchmarking is considered highly important in hotel management because it contributes

not only to the reduction of operational costs but also to strategic planning. Benchmarking
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enables hotel managers to identify the strengths and weaknesses of their businesses, improve
service standards through comparative analysis, and strengthen market positioning. This
finding is particularly relevant for the hotel sector in Georgia, where competition becomes
especially intense during peak tourism seasons.

Research data indicates that the frequency of benchmarking usage in Georgia remains
uneven. The low level of its regular application may be caused both by limited technological
resources and insufficient professional experience. Similar challenges are common in
developing markets such as Georgia. Hotel managers often perceive benchmarking as an
additional instrument rather than a strategic necessity.

In order for benchmarking to become a more integrated instrument in the development

of hotels in Georgia, several key steps are required:

1) Implementation of Digital Tools — Digital platforms that integrate analytical data enable
hotel managers to analyze market trends quickly and effectively.

2) Integration of Educational Programs — Offering training programs for managers and other
professionals focused on the strategic use of benchmarking.

3) Sharing International Experience — Cooperation with international partners would
provide Georgia’s hotel sector with a better understanding of the practical implementation and
significance of benchmarking.

The application of benchmarking in hotel development creates substantial opportunities for
Georgia; however, its effective implementation requires the integration of strategic approaches
and modern technologies. Research findings demonstrate that benchmarking is not merely a
comparative analysis tool; rather, it represents one of the most important mechanisms for
improving business processes and increasing competitiveness. Overcoming these challenges
would make Georgia’s hotel sector more sustainable and effective within the international
market.

The research also revealed that artificial intelligence (AI) and automation tools are still rarely
used in Georgia. However, international experience demonstrates that the integration of Al
into operational processes significantly reduces costs and improves customer relations. For
example, chatbots operating on a 24/7 basis not only increase service efficiency but also reduce
staff workload.

In the same context, data analytics tools and Al technologies are particularly effective for
competitive markets, where hotels require rapid and accurate decision-making processes.

Despite the global development of technologies, the research findings indicate that
professionals within Georgia’s hotel sector often lack the necessary knowledge and skills to
fully utilize digital tools. This challenge is especially evident in regional hotels, where the
implementation of digital solutions remains even more limited.

The introduction of digital training and educational programs is essential to enable

professionals to use modern technologies effectively. Training programs that include the
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application of data analytics tools and Al technologies would not only improve the efficiency
of the industry but also increase its competitiveness in the international market.

Some research participants noted that the primary barrier to technology adoption is the lack
of infrastructure. This includes both limited access to software systems and the absence of high-
quality internet services, which is particularly common in the regions of Georgia. As a result,
regional hotels are unable to fully utilize existing market opportunities, which hinders their
development.

International examples, such as European hotel chains, demonstrate that the development of
technological infrastructure is one of the essential components of the long-term strategic
success of the hotel sector. The implementation of similar initiatives in Georgia would provide
substantial support for the development of the industry.

Customer feedback is one of the primary instruments for the continuous improvement of
service quality within the hotel industry (see Appendix 2). The research findings revealed that
72% of respondents consider the analysis of customer feedback to be “very important,”
emphasizing that success in the hotel industry is directly connected to customer-oriented
strategies.

For hotel managers, customer feedback represents a direct source of information describing
guests’ needs, preferences, and expectations. The use of instruments such as digital feedback
platforms and internal survey systems improves service quality and enhances customer
experience. Continuous analysis of feedback enables hotels to develop customer-oriented
service strategies and respond rapidly to market changes.

The research results also demonstrated that 62% of respondents believe benchmarking
significantly improves the quality of hotel services, while 25% stated that its impact is
insignificant. This indicates that benchmarking is more actively utilized in high-level hotels
that are strongly focused on improving customer experience.

The analysis revealed that the practical implementation of benchmarking in Georgia has not
yet been fully established; however, its importance is already clearly recognized within
professional circles. The majority of research participants perceive benchmarking as an
important or very important instrument, which indicates that the sector demonstrates
readiness for its implementation. At the same time, the research findings show that
comprehensive knowledge regarding benchmarking remains limited, particularly in regional
hotels, where both analytical approaches and relevant technological instruments are less
widely adopted.

For the effective implementation of benchmarking processes, it is important to apply
comparative elements. Specifically, within the hotel industry, hotel management methods are
actively compared with one another. Therefore, the five most commonly used hotel

management methods should be examined
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Table 4. Hotel Management Methods

Method Purpose Result Source
DEA (Data To evaluate how efficiently | The efficiency of the hotel Assaf, Barros,
Envelopme hotels use resources across | industry differs significantly 2013)
nt Analysis) different countries and across countries. Hotels in

identify which markets developed countries use
represent “best practice” resources more effectively,
examples. whereas less developed markets
demonstrate inefficiencies,
which increases the need for
benchmarking applications.
Conceptual/The | To determine the extent to | Benchmarking is not merely a (Belias,2021)
oretical which benchmarking comparative instrument; it also
Analysis) contributes to the helps organizations determine
improvement of strategic their position within a
decision-making in hotels. | competitive environment,
identify strengths and
weaknesses, and find ways for
improvement.
Bilbao Case Monitoring and analyzing | Provides a comparative price (Oses, 2016)
Method hotel tariffs and occupancy | index that enables the
data at the city level. evaluation of the hotel sector’s
market position, identification of
seasonal fluctuations, and
development of competitive
strategies.
Bayesian Predicting hotel booking Enables managers to manage (Jishan,2024)
Method cancellations and resources more effectively and
controlling cancellation reduce financial losses caused by
frequency. booking cancellations.
Machine Forecasting future demand | Increases not only the accuracy | (Khabeishvili
Learnin - Al | (by month, day, or season) | of future revenue forecasting but | & Katia, 2025)
Models in order to optimize also revenue efficiency, as it

pricing and promotional

activities.

allows dynamic planning of
resources and prices based on

cancellation risk indicators.

Source: Table prepared by the author.
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Benchmarking processes also actively utilize hotel performance indicators for

comparative analysis:

Scheme 1. The Most Commonly Used Indicators for  Hilton

RevPAR (Revenue per Available Room)

Occupancy Rate

ADR (Avarage Daily Rate)

Adjusted EBITDA

Loyalty/Membership Metrics

GOPPAR- (Gross Operating Profit Per Available Room)

BSC- (Balanced Scorecard)

Source: Table prepared by the author.

Thus, the presented scheme represents an important model for the practical application of
benchmarking, supporting the systematic evaluation of financial performance, operational
processes, and the strategic development of the hotel industry.

For an even deeper and more specific comparative analysis within the benchmarking process,
we propose the application of the 12P marketing mix model, specifically examining how
benchmarking interacts with each element of the 12P marketing mix within the hotel industry.

The comparison of hotel operations through the 12P model may be conducted through the
following stages:

1) Selection of competing hotels;
2) Identification of indicators for each “P”;
3) Data collection (financial reports, customer reviews, marketing activities);
4) Assignment of scores or creation of an index;
5) Interpretation of results and development of strategic recommendations.
The following section examines the 12 elements of the marketing mix in relation to the hotel

business:
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Table 5. Benchmarking and the Elements of the 12P Marketing Mix in the Hotel Business

12 P Elements

Interaction Between Benchmarking and the
Elements of the 12P Marketing Mix in the
Hotel Industry

Author

Product

Benchmarking compares hotel room types,
facilities, spa services, food and beverage (F&B)
offerings, and technologically advanced
services. This process helps hotels compete
with leading hotels already established in the

market.

Kotler - 2016

Price

Refers to pricing strategies, including service
tariffs determined according to seasonality,
room type, discounts, and other factors. Hotels
adjust tariffs daily based on revenue objectives,
offering lower weekday rates and discounts to

increase occupancy levels.

Ivanov & Zhenchev,
2012.

Place

Includes distribution channels and the ways
through which customers can access hotel
services, particularly booking processes. Hotels
mainly use platforms such
as Booking.com and Airbnb, as well as tourism
companies, internal networks, and corporate

partners.

Morosan & Jeong,
2008

Promotion

Includes all communication channels and
promotional platforms. Hotels actively manage
social media advertising, collaborate with
bloggers, send email campaigns, and use Google

Ads to attract tourists.

Kandampully, 2018

People

Refers to the entire hotel service staff. Every

employee directly influences customer

experience.

Baum, 2007

Process

Includes all procedures customers experience
within the hotel. This covers operational
systems that ensure convenient services, such
as check-in, check-out, room cleaning, and the

timely resolution of problems.

Lovelock & Wirtz,
2016

70




Physical Evidence

staff

uniforms, modern technologies, and all visible

Refers to hotel design, cleanliness,

elements that create a sense of trust and

reliability.

Bitner, 1992

Packaging

Refers to how services are offered, particularly
hotel room packages combined with additional
services. Examples include family packages,
spa-inclusive packages, weekend offers, or

entertainment services for children.

Missleton, 2009

Positioning

Defines the market status of the hotel, whether

it is positioned as small, medium-level,

premium-class, or budget-oriented.

Ries & Trout, 2001

10.

Productivity

Refers to the evaluation of service quality and
hotel occupancy, as well as the monitoring of

operational and marketing performance.

Baker & Magnini,
2008

11.

Personalization

Includes customized offers and loyalty

programs for customers. Examples include
personalized welcome letters, greeting
messages in rooms, and customized room

settings.

Chung & Bubhalis,
2008

12.

Partnership

Refers to cooperation with brands, influencers,

and local partners, including airlines,

restaurants, tourism companies, banks, and

event organizers.

Wang &

Fesenmaier, 2007

Source: Table prepared by the author.

The presented table (Table 5) reflects the interaction between benchmarking and the

elements of the 12P marketing mix within the hotel industry. The analysis demonstrates that

benchmarking represents not only a comparative evaluation tool but also an integrated

mechanism for marketing and managerial decision-making that influences virtually every

aspect of hotel operations.

Each element of the 12P model acquires strategic importance within the benchmarking

process. Specifically, the components of product, price, place, and promotion determine the

hotel’s market offering and competitive position, while people, process, and physical evidence

form the main foundation of service quality and customer experience. At the same time,

elements such as packaging, positioning, productivity, personalization, and partnership create

additional value in the modern hotel business and strengthen the hotel’s ability to adapt to

changing market demands.
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The analysis of the table indicates that benchmarking within each element contributes not
only to the comparison of competitors’ practices but also to the identification of best practices
and their adaptation to the operations of a specific hotel. For example, in the areas of pricing,
personalization, and partnerships, benchmarking enables hotels to develop more customer-
oriented offers, while in the areas of process and productivity, it contributes to improving
operational efficiency and financial performance.

The international hotel chain Hilton consistently applies benchmarking methods across all
12P components in order to maintain competitive advantage. The company considers Marriott
International, Hyatt, and Accor as its main competitors. In comparison with these brands,
Hilton establishes best practices, develops marketing strategies, and implements innovative
operational systems. For example, Hilton applies competitive pricing benchmarking methods
by analyzing average daily rates in similar competing hotels across different cities, which helps
the company remain competitive and increase revenue.

For comparative analysis, alongside international hotel brands, the local hotel brand Rooms
Hotels may also be examined. Rooms Hotels is a Georgian hospitality brand established by
Adjara Group Hospitality. The first hotel under the brand was opened in 2014 in Tbilisi, within
the former publishing house building. Later, additional properties were opened in Kazbegi,
Kokhta-Mitarbi, and other locations. The brand quickly attracted the attention of international
tourists and is frequently recognized as a successful example of modern Georgian hospitality.

The success of Rooms Hotels is based on the combination of local culture, modern design,
customer-oriented services, and effective digital marketing. These factors create a strong brand
identity and provide the Georgian hotel industry with the opportunity to compete with

international brands.

Table 6. Comparison of Hilton and Rooms Hotels According to the 12P Marketing

Mix Components

12P Elements Hotel Rooms Hotel Hilton
Product Culturally designed hotels and local Standardized
experiences international services
Price Relatively flexible pricing policy Dynamic pricing and

global revenue

management systems

Place Mainly located in Georgia and tourist | Global network
destinations operating in more than

120 countries

Promotion Social media and design-oriented Global marketing

branding campaigns
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People Personalized customer service Staff operating
according to

international standards

Process More flexible operational processes Strictly standardized

operational procedures

Physical Industrial design and authentic Unified global brand

Evidence atmosphere design

Packaging Experience-based service packages Standardized packages
and loyalty offer

Positioning Modern design-oriented hotel brand | Global premium
hospitality brand

Productivity Smaller network with high-quality Large-scale operations

guest experience and high operational

efficiency

Personalization High level of personalization Personalization mainly

based on data analytics

Partnership Local brands and cultural projects Global corporate

partnerships

Source: Table prepared by the author.

The comparison of these two models demonstrates that a successful hotel brand may
develop through the application of two different strategies: a standardized international
management model or a locally experience-based concept.

Comparative analysis of hotels is not merely an evaluation process; rather, it represents a
mechanism for generating innovations that supports the creation of new competitive
services and management models. Specifically, based on the comparison between Rooms
Hotels and Hilton, it may be argued that it is possible to develop a combined model that
integrates design, experience, and emotional connection together with technologies,
international standards, and operational processes.

Hotel competitiveness is determined not by a single factor but by the combination of several
high-weight elements, particularly product, price, processes, and human resources. Hilton’s
competitiveness is based on standardization, technologies, and efficient management, whereas
the competitiveness of Rooms Hotels is founded on experience, design, and emotional
connection with customers.

The comparative analysis conducted on the basis of the 12P marketing mix model
demonstrates that the local brand Rooms Hotels and the international brand Hilton possess
different competitive advantages, which creates opportunities for the transfer and integration

of innovations (Table 7)
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Table 7. Transfer of Hotel Innovations According to the 12P Elements

12P Elements Rooms Hotels from Hilton | Hilton from Rooms Hotels
Product Standardized service Unique design and traditional
elements elements
Price Dynamic pricing systems | Flexible and seasonality-
oriented pricing
Place Global distribution Better utilization of local
channels and OTA channels and local markets
optimization
Promotion Data-driven marketing Emotion-oriented marketing
(CRM, AI technologies)
People Standardized training and | Personalized and individual
service protocols communication
Process Use of digital technologies | Greater focus on additional
customer services
Physical Evidence Quality control systems Design and authentic
atmosphere
Packaging Special promotional offers | Location- and customer-
oriented offers
Positioning Global branding strategy | Market strategies adapted to
local environments
Productivity Operational efficiency and | Flexibility and rapid
indicator management adaptation
Personalization Al-based personalization | Emotional and human-
programs centered approaches
Partnership Global partnerships Local partnerships

Source: Table prepared by the author.

experts.

creating new forms of competitive advantage.
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The comparison demonstrated that innovations may involve not only the creation of new

technologies but also the adaptation and integration of existing successful practices, thereby

In order to provide a logical justification for the application of the 12P marketing mix
elements in benchmarking and to ensure the accuracy of the research, the expert method was
applied. Expert surveys enable researchers to evaluate problems more accurately through the
use of professionals’ experience and qualifications. In practice, the expert method is oriented
toward a predetermined number of professional specialists, since the reliability of research

results largely depends on the qualification level and practical experience of the selected




Traditionally, the expert method is used when the research object represents a relatively new
phenomenon. In such cases, experienced specialists provide minimum and maximum
evaluations based on their professional judgment. Considering this approach, the experts were
selected from leading specialists in the field and company executives, including managers from
Marriott International and Hilton hotels. The expert group consisted of ten participants in total
(see Questionnaire — Appendix 1) (Table 8).

Table 8. Results of the Expert Evaluation of the 12P Marketing Mix

Marketing Mix 12P Experts & £ o
ai 1020345 6|7 8| 9|05z 2 =
1 | Product 10| 9 (10| 9 |10| 10 | 10 | 10| 10 | 10| 98 | 9.8 0.09917741
2 | Price 8 9 |10 9 | 9| 8 8 |10 10 | 8 | 89 | 89 0.09021395
3 | Place 9 |10 10| 8| 10| 10 |10 9 | 9|9 | 9 0.09091421
4 | Promotion 10 | 8 10 | 8 | 10 | 10 8 7 | 84 | 84 0.083648534
5 | People 10|10 | 5| 10| 8] 9 9 8 | 7| 8 | 84 0.08381844
6 | Process 9 7 151 9 |61 10 9 |6 | 77 | 7.7 0.07649234
Physical
7 X 7 9|5 8 (910|107 9 | 6|8 | 8 0.07965076
Evidence
8 | Packaging 8 8 |8 9|8 9|10|8| 9 |6| 83|83 0.0831665
9 | Positioning 8 8 |8 9|8 9|10|7)| 8 | 7| 8 |82 0.08231272
10 | Productivity 9 9 |6| 8 8| 8 |10|7)| 8 | 8| 81 |81 0.08124605
11 | Personalization | 9 7 6 8 6 8 8 7 8 4 |71 |71 0.07075478
12 | Partnership 8 8 |71 9 |6 8 8 | 7| 8 | 9|78 |78 0.0786043
Sum 101 | 101 |85 | 108 | 94 | 109 | 112 | 96 | 104 | 87 1.0

Source: Compiled by the author based on the results of expert research.

During the selection process, particular attention was paid to the experts’ evaluations based
on a ten-point rating system. All twelve elements of the marketing mix were assessed by the
experts using this scale. According to the research findings, the product element received
ratings of 9 and 10 points, including two evaluations of 9 points and eight evaluations of 10
points. The price element was evaluated three times with 10 points, three times with 9 points,
and four times with 8 points, and so forth. Analysis of the evaluations demonstrates that the
lowest score was recorded within the personalization criterion, which received 4 points once.
Similarly, place, promotion, people, and process each received a minimum score of 5 points
once.

Based on the results obtained, the element was identified by the Formula (1) for calculating

the weighting.

al

- Z(p?;pq') (1)
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In which ai — is a moment of the parameter, i — is a number of the parameter; j — is a number
of the expert; m — quantity of experts in the board; Pij — the ball grade of the i parameter by j
expert; Pcj - total of the ball grades of the parameters by the j experts (Fatkhutdinov, R. A,,
2000).

According the results (Table 1), the product weighting criterion amounted to
A1=0.09917741; the next Price weighting indicator a2=0.09021395 is equal to; the third place
criterion weighting indicator a equal =0.09091421 is equal to; the fourth Promotion weighting
therefore a4=0.083648534 is equal to; People weighting coefficient weighting a6=0.07649234,
while physical evidence weighting a7=0.07965076 is equal to; packaging a8=0.0831665;
positioning weighting a9=0.08231272; productivity weighting al0 =0.08124605; Customization
weighting all = 0.07075478 and Partnership weighting al2 =0.0786043. Obtained and survey
results show that the weightiest indicator is Place =9 (0.09091421) and Product =9.8
(0.09917741), and the lowest indicator is Process =7.7 (0.07649234).

Taking into account the results and weighting coefficients of the evaluation of the 12P
element of the marketing mix, it is possible to build a graphical model of competitiveness in
the form of a polygon (Figure 5), where the possibilities of comparing and evaluating indicators
in the hotel business are clearly visible. It should be noted that this model of competitiveness
can be practically used to evaluate and analyze hotels by customers, which can become an
important method of benchmarking.

In particular, the results of consumer marketing research indicate that the presented model
not only confirms the existing theoretical approaches but also develops them, taking into
account the local context, which increases the analytical accuracy and transferability of the
research.

Figure 5. Graphical Model of the 12P Marketing Mix
(Polygon Representation)

Product
10

Partnership

Personalization Place

Productivity Promotion

Positioning People

Packaging Process

Physical Evidence

Source: Figure prepared by the author.
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Hotel competitiveness represents the ability of hotels to provide customers with the required
services in a timely manner and under relatively favorable conditions. Clearly, within a
competitive environment, only those hotels that actively apply the elements of the 12P
marketing mix and conduct comparative analyses of these indicators will be able to maintain
competitiveness. At the same time, before determining competitiveness, it is necessary to
identify the hotels that most actively compete within the market and hold leading positions.

Research findings indicate that, under benchmarking conditions, significant results regarding
the sustainable competitiveness of hotels can be achieved through the practical application of
the graphical model of the 12P marketing mix (polygon model). Specifically, within the
benchmarking-oriented marketing research, particular attention was focused on branded
hotels where competition is especially intense and which are highly recognizable to customers.
For this purpose, the international hotel brands Marriott International and Hilton were
selected.

Initially, the target audience was selected through an online marketing survey, according to
which respondents were asked to recall their most recent hotel visit and evaluate the service
based on the 12P marketing mix using a ten-point scale. Approximately 60 customers
participated in the online survey, of whom 72% were customers of Hilton, while 28% were
customers of Marriott. More than 20 visitors from each hotel were selected randomly. The
evaluations provided by respondents were processed and analyzed, and the obtained results
were presented in the form of the polygon graphical model of the 12P marketing mix.

Specifically, during the benchmarking-oriented marketing research, attention was
concentrated on branded hotels, where competition is particularly visible and where customer
awareness is high. Therefore, the international hotel brands Marriott International and Hilton
were selected for comparative analysis.

The polygon model demonstrates that, according to the obtained results (Figure 6),
respondents assigned the highest evaluations to Marriott in the categories of Promotion — 9.6,
Process — 9.4, and Partnership — 9.3. The lowest evaluations for Marriott were identified in
Positioning and Personalization, both with values equal to 7.9. In the case of Hilton, the highest
result was recorded only once in relation to Product, with a value of 9.1, while the lowest
evaluation was observed in Process, with a score of 7.7. It should also be noted that, according
to the results, a value of 9.1 simultaneously represented the highest score for one hotel and the

lowest high-ranking indicator for the other hotel.
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Figure 6. Graphical Model of the 12P Marketing Mix According to Marriott International
and Hilton Hotels

—0—336)00:‘0@0 30@(50)50
Product
10
Partnership Price

Personalization Place

Productivity Promotion

Positioning People

Packaging Process

Physical Evidence

Source: Figure prepared by the author.

Thus, the graphical model of the 12P marketing mix enables hotel brands to determine more
accurately which indicators of the marketing mix require greater attention and to design
marketing activities that ensure the sustainable competitiveness of hotels within the modern
global environment.

These findings confirm that service improvements achieved through benchmarking are
directly connected to customer satisfaction and hotel reputation. The research demonstrated
that some hotels in Georgia still do not utilize this strategy optimally, which is primarily caused
by deficiencies in education and professional experience.

The study revealed that 72% of respondents identified customer feedback as a “very
important” factor within the benchmarking process, emphasizing the necessity of customer-
oriented approaches. This result strongly corresponds with the assumption that the effective
analysis of customer feedback represents one of the central pillars of hotel management.

The research findings further indicate that Georgian hotels require modern data management
systems capable of analyzing customer feedback in real time. Such systems would support
hotels in improving service standards and enhancing customer experience.

According to the study, 35% of respondents stated that digital technologies are regularly used
within benchmarking processes, while 10% reported that they never use such technologies.
These findings demonstrate that, despite certain progress, digital transformation within the
Georgian hotel industry is still at an early stage of development.

The integration of digital technologies, such as artificial intelligence and automation,

contributes to simplifying benchmarking processes and increasing the effectiveness of
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outcomes. At the same time, Georgia’s hotel sector should further intensify development in
this direction.

The question concerning the effectiveness of data management revealed that 32% of
respondents evaluated their systems as “highly effective,” while 20% stated that these processes
are “poorly organized.” This indicates that although certain hotels have access to modern
technologies, data management processes remain relatively ineffective within some
organizations.

The comparative analysis of the research findings demonstrates that benchmarking in
Georgia is perceived as an effective but still insufficiently utilized instrument. Existing
literature confirms the research results and emphasizes the necessity of integrating
technologies, involving qualified personnel, and applying international standards.

Georgia’s hotel sector should strengthen benchmarking practices in order to compete
effectively within international markets and improve service quality. As a result,
benchmarking may become one of the principal driving forces not only for the hotel sector but

also for the broader development of the tourism industry.

Conclusions and Recommendations

Within the framework of the present study, the theoretical foundations of benchmarking, its
practical applications, and its development prospects within Georgia’s hotel sector were
examined and analyzed. The research process made it possible to understand the significance
of benchmarking, the challenges related to its implementation, and its effectiveness in
supporting the long-term development of the tourism industry in Georgia.

The research findings revealed that the implementation and use of benchmarking in Georgia
are associated with a number of challenges. The main problems identified include the
inconsistency of hotel service standards with international requirements, lack of information,
deficiencies in technological infrastructure, and insufficient managerial competencies. Many
hotels operating in Georgia are unable to maintain high service standards due to limited
financial resources and inadequate staff qualifications.

For the active implementation of benchmarking in Georgia, it is necessary to create digital
platforms that facilitate the organization and management of benchmarking processes. In
addition, training programs should be provided for hotel managers and staff in order to develop
their skills in the use of benchmarking instruments. This would not only increase operational
efficiency but also ensure the long-term stability of the sector.

The comparative analysis of the presented materials and research findings demonstrates that

benchmarking in Georgia is perceived as an effective yet still insufficiently utilized instrument.
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Since trends within the hotel business are developing rapidly, and considering the need for
further sales growth and the improvement of benchmarking practices, it is advisable to focus
attention on the following issues:

1) Benchmarking represents a powerful business management instrument that combines the
comparison of best market practices with the process of adapting them. The study
demonstrated that its application contributes both to the reduction of operational costs and
the improvement of service quality.

2) The research revealed that the implementation and application of benchmarking in
Georgia remain challenging. The primary issues include lack of information, deficiencies
in technological infrastructure, and insufficient managerial competencies.

3) The study demonstrated that digital technologies, such as data analytics, artificial
intelligence, and the integration of ISO standards, represent important components for
increasing the effectiveness of benchmarking. However, their application in Georgia is still
not widespread.

4) The analysis of customer feedback and its integration into hotel management plays an
important role in improving service quality. The research findings confirmed that
continuous evaluation of customer satisfaction and the use of this information increase
competitiveness.

5) The results and literature analysis demonstrated that benchmarking contributes to the
financial stability, operational efficiency, and competitiveness of hotels.

6) The survey conducted on the basis of the 12P marketing mix identified the most significant
elements, enabling managers to determine which indicators require greater attention and
improvement.

7) Innovative potential within the hotel business includes the organization’s ability to
effectively utilize both internal resources and external environmental opportunities for
the creation and implementation of innovations. In this study, innovative potential is
considered as an opportunity identified through the application of benchmarking and the
12P marketing mix, ensuring the generation of innovations and the enhancement of
competitiveness within the hotel business.

Based on the results of the study, the following recommendations have been formulated:

1) The hotel sector should strengthen benchmarking practices in order to compete effectively
within international markets and improve service quality.

2) Benchmarking may become one of the main driving forces for the development of both
the hotel sector and the tourism industry in general. The competitiveness model may be
practically applied through the regular evaluation of hotels operating within a specific
region.

3) The competitiveness model should be implemented individually for hotels according to

their size categories, including small, medium, and large hotels.

80



4) Based on the obtained results, particular attention should be focused on those elements of
the 12P marketing mix where evaluation scores are comparatively lower. In conclusion, it
may be stated that the application and practical implementation of the 12P marketing mix
within benchmarking processes will contribute to more effective managerial decision-
making.

5) Georgia’s hotel sector should accelerate the integration of digital technologies and data
analytics tools. It is necessary to establish digital platforms that simplify the organization
and management of benchmarking processes.

6) Itis essential for hotels to expand the integration of ISO standards, which would contribute
to improving service quality and increasing international trust. In this process,
governmental support is important from both financial and educational perspectives.

7) Training programs for managers and staff working within the hotel sector are necessary in
order to develop their skills in the use of benchmarking instruments. This would not only
increase operational efficiency but also ensure the long-term stability of the sector.

8) The integration of artificial intelligence and automation tools into the daily operations of
hotels is highly important, as it would contribute to improving service quality and
reducing operational costs.

9) Cooperation with international partners and the sharing of best practices would support
the development of Georgia’s hotel sector. In particular, the experience of countries where
benchmarking practices are already successfully implemented may be considered and
adapted.

The findings of the study indicate that benchmarking should not be considered merely as a
comparative analysis tool; rather, it represents a multidimensional strategic process that
integrates technological and managerial components. The application of this approach in
Georgia would contribute not only to the development of the hotel sector but also to
increasing the sustainability and competitiveness of the tourism industry as a whole.
Furthermore, in order for Georgia to achieve a leading position within the regional tourism
market, it is essential to strengthen benchmarking systems institutionally, implement
innovative approaches, and ensure the full integration of modern technologies.

In the future, the success of Georgia’s hotel industry will depend on the strategic application
of benchmarking, which involves not only the use of modern analytical tools but also the
enhancement of professional qualifications and greater alignment with market demands.

The principal findings and provisions of the dissertation have been presented in the

author's published scientific works, including:
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