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Abstract. This paper examines the crucial function of digital marketing tactics in 

enhancing and conveying the value proposition of eco-friendly hotels in Uzbekistan's developing 

tourist sector. The physical execution of sustainable practices, such as resource efficiency and 

historical protection, is essential; yet, their commercial influence depends on good digital 

communication that meets the conscious consumer's need for transparency and authenticity. The 

report contends that green hotels in Uzbekistan should shift from basic digital communication to 

targeted, narrative-focused marketing that utilizes digital platforms (SEO, social media, video 

content) to convert intricate sustainability accomplishments into engaging, credible guest 

narratives. Essential results delineate certain digital strategies—ranging from geo-targeted 

marketing that emphasize local Uzbek craftsmen to interactive material that illustrates energy 

consumption reduction—that bolster brand trust, augment bookings, and further the overarching 

national objective of sustainable tourism advancement. 
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Introduction 

Uzbekistan is carefully establishing its presence on the global tourist landscape, merging 

its historic Silk Road allure with ambitious initiatives for sustainable development and green 

hotel investments (Sodikov, 2025). The physical advancement of "green hotels"—which adopt 

resource efficiency, local sourcing, and cultural preservation—is essential for sustainability. In 

the intensely competitive global tourist industry, this tangible accomplishment is inadequate 

unless it is efficiently communicated and validated through digital platforms (Font & Tribe, 

2020). The success of a green hotel in Uzbekistan is thus contingent not only upon its minimal 

carbon footprint but also on its substantial digital exposure and openness. 

The primary difficulty for Uzbek green hotels is to alleviate information asymmetry and 

evade allegations of "greenwashing" (Ritchie & Crouch, 2020). Conventional hotels use 

traditional digital marketing methods that focus on cost and location, but these don't do a good 

job of showing how unique sustainability is. This study asserts that focused digital marketing is 

the crucial strategy for converting intricate, frequently obscured sustainable attributes (such as 

solar thermal collectors or wastewater recycling systems) into transparent, emotionally 

impactful, and substantiated advantages for the consumer. This paper examines the particular 
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mechanisms via which digital platforms can enable this transformation, concentrating on three 

principal domains: search engine optimization (SEO) and transparency, narrative video content, 

and geo-targeted social media advertising. 

Literature Review 

The scholarly discourse on sustainable tourism marketing underscores the growing 

consumer demand for reliable ethical and environmental information (Hawkins, 2021). This has 

led to the growth of Sustainable Digital Marketing, which focuses on using digital tools to build 

trust through openness (Gupta & Sharma, 2023). Mirziyo Sodikov's study (2025) shows how 

quickly digital technology is being used in Uzbekistan's tourism business. This study 

underscores that as traditional marketing wanes, advanced digital tools such as SEO, contextual 

advertising, social media marketing, and the strategic application of AI/AR/VR are vital for 

promoting tourist services and ensuring effective customer engagement (Sodikov, 2025). The 

strategy must employ immersive storytelling to tailor digital advertising for niche markets, 

linking environmental practices and cultural heritage to high value (Sodikov, 2025).  

The swift expansion of mobile-first internet usage in Uzbekistan, surpassing 94% 

penetration, renders mobile optimization and in-app advertising essential avenues for audience 

engagement (BYYD, 2025). A major theme is the necessity of overcoming greenwashing. The 

literature clearly states that digital claims must be supported by reliable data and third-party 

certifications (Ritchie & Crouch, 2020). For eco-friendly hotels, this entails employing digital 

tools to attain transparency. The global trend highlights the transition from mere compliance to a 

regenerative hospitality model, wherein hotels strive for a net-positive effect on ecological and 

social systems (EHL, 2024). Digital marketing serves as the instrument that conveys this 

transition from 'less detrimental' to 'net beneficial.' The financial rationale for digital investment 

in sustainability is grounded on the Return on Sustainability Investment (ROSI). ROSI 

techniques assist managers in capitalizing on the financial advantages of sustainability 

initiatives, categorized into revenue improvement (premium pricing, increased market share) and 

risk mitigation (anti-greenwashing, enhanced brand reputation) (Atz et al., 2021). Through 

effective digital communication of sustainability, hotels may substantiate a pricing premium and 

appeal to the affluent, environmentally-aware tourist, hence enhancing financial performance 

(Font & Tribe, 2020). This financing mechanism supports the strategic implementation of digital 

marketing in this area. 

Methods 

The primary technique is a Thematic Digital Strategy Analysis aimed at deriving 

actionable content and channel mechanisms. This research encompasses three primary digital 

domains: Content Verification (SEO), Engagement (Social Media/Video), and Conversion 



 

 

научный журнал ВЕСТНИК АССОЦИАЦИИ ВУЗОВ ТУРИЗМА И СЕРВИСА Том 19. 2025 / №2 

140 

(Targeted Advertising). The synthesis is conveyed through comprehensive tables to clearly 

delineate the transition from generic digital marketing to sustained, results-oriented digital 

storytelling. 

Results and Discussion 

The study shows that digital marketing is a useful part of the green hotel's sustainability 

management system since it allows for verification, openness, and targeted conversion, all of 

which are needed to reach the ROSI. Good SEO for green hotels goes beyond just using standard 

metadata. It also involves making long-form, verifiable content that shows the hotel is an expert 

in eco-friendly travel. This is the best way to stop greenwashing. 

 

Table 1 – Digital strategy: SEO and content verification mechanisms 

Sustainability Feature Targeted SEO/Content 

Verification Mechanism 

Digital Output and Conversion 

Impact 

ROSI Driver 

Resource Efficiency 

(Water/Energy) 

Schema Markup & Data 

Storytelling: Implement 

specialized schema for 

"eco-friendly hotel" and 

host an interactive 

"Sustainability 

Dashboard" on the 

website. 

Output: Interactive charts showing 

verifiable Year-over-Year Water 

Reduction (e.g., 25% reduction in 

water usage per guest-night), backed 

by utility data. Impact: Positions the 

hotel as transparent leader, 

improving search ranking for high-

intent queries like "verifiable green 

hotels Samarkand." 

Brand 

Enhancement & 

Risk Mitigation 
(Anti-

Greenwashing) 

Local 

Sourcing/Community 

Long-Form Artisan 

Profiles with Micro-

SEO: Dedicated blog 

section featuring video 

interviews and GPS-

tagged profiles of key 

local artisan/farm partners. 

Output: 1,500-word SEO article on 

"Meet the Rishtan Potter Who 

Designed Our Lobby Ceramics," 

linking to the artisan's workshop. 

Impact: Establishes Authenticity, 

directly supporting the local creative 

economy (Sodikov, 2025). 

Supply 

Chain Resilience 
& Community 

Support 

Green Certification Dedicated Verification 

Page and Explainer 

Content: Link directly to 

the external auditor's 

certification page (e.g., 

Green Globe) and use 

video to explain the 

criteria met. 

Output: A YouTube video titled 

"Why Our Green Globe Audit 

Matters: Measuring People, Planet, 

Profit." Impact: Overcomes 

Greenwashing by offering 

transparent, third-party proof, vital 

for capturing corporate bookings 

subject to ESG reporting 

mandates. 

Lower Cost 

of Capital (Access 

to green financing) 

& Brand 

Enhancement 

 
Table 1 shows that the most important change is going from passive content (a static logo) 

to active data transparency (interactive dashboards). Hotels meet the consumer's requirement for 

trust by using accurate schema markup and reliable reporting. This is important for conversion in 

the sustainable industry. Adding GPS-tagged profiles for local artists meets both financial and 

moral goals, as Uzbekistan needs to become more culturally integrated. Social media sites are 

important for turning the hotel's real-life efforts to be more environmentally friendly into 

emotionally powerful, immersive stories that get people involved and justify the higher fee. 
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Video content is the best format for a market like Uzbekistan that is focused on mobile devices 

(BYYD, 2025). 

 
Table 2 – Digital Strategy: social media and video narrative mechanisms 

Sustainability 

Feature 

Targeted Narrative 

Video Content 

Mechanism 

Execution and Conversion ROSI Driver 

Cultural Heritage 

Preservation 

Behind-the-Scenes 

Cultural Co-Creation: 
Short-form vertical video 

(TikTok/Reels) showing 

guests participating in a 

traditional craft or culinary 

masterclass, focusing on 

the usta (master artisan). 

Execution: A 30-second reel titled 

"Weaving the Silk Road: A 

Masterclass with a Bukhara 

Weaver," highlighting the use of 

local, sustainable materials. 

Conversion: Drives Experience 

Bookings (high-margin ancillary 

revenue) by showcasing active, 

authentic engagement. 

Increased Market 

Share/Premiums & 

Customer Loyalty 

Ethical Employee 

Well-being 

Personalized Staff 

Stories: Video series 

highlighting employee 

training, ethical working 

conditions, and 

professional growth 

opportunities linked to 

local universities. 

Execution: A 60-second video 

titled “Behind the Green Stay”, 

showcasing how guests participate 

in towel-reuse programs, waste 

sorting, and energy-saving 

practices, emphasizing co-creation 

of sustainability value between the 

hotel and its visitors (Sodikov, 

2025).  

 

Conversion: Attracts Conscious 

Talent and signals ethical 

governance to conscious travelers 

and institutional partners. 

Employee 

Satisfaction/Retention 
& Reduced 

Recruitment Costs 

Environmental 

Stewardship 

Interactive 

"Sustainability Tour": 
Drone footage and close-

ups detailing specific green 

infrastructure with AR 

overlays (Ruzikulov & 

Karimova, 2021). 

Execution: A hosted YouTube 

video showing the internal 

workings of the Gray Water 

Recycling System, with an AR 

overlay showing how the water is 

filtered and reused for irrigation. 

Conversion: Builds Brand 

Loyalty by showcasing deep 

investment in the environment, 

validating the guest's choice and 

promoting user-generated content 

(UGC). 

Reduced Operational 

Costs & Earned Media 

Benefits 

 
Table 2 shows that the conversation is about the shift from passive observation to 

immersive narrative. Using AR/VR and personalized staff stories turns abstract ideas about 

sustainability into real, human-centered experiences. This way of telling stories fits in perfectly 

with what is happening around the world, as tourists want to help find solutions instead of just 

using up resources (EHL, 2024). Sodikov's (2025) research emphasizes the role of immersive 

storytelling in attracting niche, high-value tourism markets. The third step is to use data analytics 

for targeted advertising to make sure that investments in sustainability are financially sound by 

getting people who care about the environment to buy things. 

 



 

 

научный журнал ВЕСТНИК АССОЦИАЦИИ ВУЗОВ ТУРИЗМА И СЕРВИСА Том 19. 2025 / №2 

142 

Table 3 – Digital Strategy: targeted advertising and conversion mechanisms 

Conversion 

Objective 

Geo-Targeted Sustainable 

Conversion Tactic 

Impact on ROI ROSI Driver 

Increase High-

Value Bookings 

"Conscious Traveler" 

Lookalike Audience: Targeted 

ads on LinkedIn/Facebook to 

lookalike audiences of verified 

eco-tourism site visitors or ESG 

conference attendees. 

Impact on ROI: Targets 

travelers proven willing to pay a 

premium (e.g., $\sim 20\%$ 

higher ADR), significantly 

boosting ROSI by reducing 

wasteful ad spend on non-

conscious segments. 

Increased Market 

Share/Premiums 

Promote Local 

Sourcing/Ancillary 

Geo-Targeted Local Artisan 

Campaigns: Display ads shown 

only to travelers within a 5km 

radius of the hotel, promoting the 

artisan-in-residence workshop 

package. 

Impact on ROI: Drives On-

Site Ancillary Revenue (e.g., 

workshop fees, craft sales) and 

supports the local economic 

cluster simultaneously 

(Sodikov, 2025), transforming 

the hotel into a cultural hub. 

Ancillary Revenue 
& Community 

Support 

Capture Corporate 

ESG 

Google Ads/Display Network: 
Targeted advertising on industry 

news sites (e.g., CSR Europe) 

promoting the hotel’s certified 

meeting space and CO2 

reduction metrics. 

Impact on ROI: Directly 

captures the high-yield 

corporate and MICE (Meetings, 

Incentives, Conferences, and 

Exhibitions) segment mandated 

to choose certified, sustainable 

venues. 

New Business 

Acquisition (High-

Volume MICE) 

 

Table 3 shows that the conversion method works really well, not simply for brand 

awareness. The focus is on using programmatic advertising and advanced audience segmentation 

to connect the hotel's eco-friendly features directly to what customers buy. The best financial 

outcome is being able to prove that the "Conscious Traveler" group is willing to pay more, which 

immediately increases the financial returns on investments in sustainable infrastructure. 

Conclusion 

Digital marketing is the non-negotiable final link in the sustainability chain for green 

hotels in Uzbekistan. It is the functional tool that transforms costly physical investments into 

measurable market results. By strategically employing SEO for transparency, video for narrative 

authenticity, and geo-targeting for high-value conversion, green hotels can successfully 

overcome market skepticism and justify their premium value. The key success factor is the 

commitment to verifiable data and place-based storytelling, turning the hotel's environmental 

performance and cultural contributions into a compelling digital narrative that resonates with the 

global conscious traveler, thereby securing both economic viability and long-term commitment 

to sustainable development. 

 

References 

1. Atz, U., van der Vegt, L., & Pagnan, P. (2021). The Return on Sustainability 

Investment (ROSI): Monetizing Financial Benefits of Sustainability Actions in Companies. The 

Handbook of Sustainable Development. 

2. BYYD. (2025). Digital Marketing in Uzbekistan: 2025 Trends and Insights. 



 

 

научный журнал ВЕСТНИК АССОЦИАЦИИ ВУЗОВ ТУРИЗМА И СЕРВИСА Том 19. 2025 / №2 

143 

3. EHL Hospitality Business School. (2024). Regenerative Hospitality: A Paradigm 

Shift for the Hotel Industry? EHL Blog Insights. 

4. Font, X., & Tribe, J. (2020). The Business of Sustainable Tourism Development 

and Management (3rd ed.). Routledge. 

5. Gössling, S. (2021). Tourism, environmental degradation and climate change. In 

J. Tribe (Ed.), The Sage Handbook of Tourism Studies. Sage Publications. 

6. Gupta, A., & Sharma, P. (2023). Digitalization in tourism: The role of AI, VR, 

and AR in sustainable tourism. Technological Forecasting and Social Change, 179, 121654. 

7. Hawkins, R. (2021). The role of eco-labels in reducing information asymmetry in 

sustainable tourism. Journal of Travel Research, 60(2), 221-235. 

8. Ritchie, B. W., & Crouch, G. I. (2020). The Competitive Destination: A 

Sustainable Tourism Perspective. CABI. 

9. Sodikov, M. O. (2025). THE ROLE OF TOURISM IN THE DEVELOPMENT 

OF THE GREEN ECONOMY IN UZBEKISTAN. International Journal of Management, 

Economics, and Financial Studies, 3(10), 13-20. 

10. Sodikov, M. (2025). PREDICTIVE ANALYTICS AND IMMERSIVE 

STORYTELLING: THE ROLE OF AI AND AR/VR IN TAILORING DIGITAL 

ADVERTISING FOR UZBEKISTAN'S NICHE TOURISM MARKETS. European Journal of 

Economics, Finance and Business Development, 3(5), 133–142. 

11. UNWTO (World Tourism Organization). (2023). International Tourism Trends 

and Prospects. UNWTO Publications. 


