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

The Role of Digital Marketing Technologies in Enhancing Tourist 

Destination’s Mental Image -A Case Study of Dubai as a Global Tourist 

Destination- 

Abstract:  

The study highlighted the role of digital marketing technologies in strengthening the 

mental image of a tourist destination through the study of the Dubai case, including the use of 

social media, influencers, targeted digital advertising and digital applications; the study showed 

that innovative digital campaigns have contributed to increasing Dubai's awareness by 

strengthening its position as a luxury tourist destination on a global scale and thus contributed 

to a significant growth in the number of its visitors, to conclude investing in marketing 

technologies and strengthening cooperation with influencers allows tourist destinations to offer 

unique experiences as well as target new markets. 
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