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Abstract

Objective; Entering the era of the fourth industrial revolution and facing
the increasing use of digital technologies, this research seeks to analyze
and evaluate digital marketing strategies for tourism platforms using
multi-criteria decision-making tools. Method; The research philosophy
is pragmatic and uses a mixed (qualitative-quantitative) approach to
examine digital marketing strategies in tourism platforms. Also, in an
inductive research approach, real data analysis and expert opinions have
been used to develop decision-making models. This research was
conducted cross-sectionally with a multi-criteria analysis and fuzzy
modeling strategy, and the data were collected in a specific period of
time (Moharmah 1403). The required information was first obtained
through a literature review, and then fuzzy questionnaires were
completed through interviews with experts in the field of digital
marketing and tourism, and data analysis was carried out based on fuzzy
best-worst methods (for weighting the criteria for selecting digital
marketing strategies) and fuzzy TOPSIS (for evaluating digital
marketing strategies based on weighted criteria). To implement the
analysis according to the mentioned methods, Excel software and
coding in the Python environment were used, and the results were
presented in the form of tables and graphs. Findings; Cost reduction,
audience increase, customer loyalty, brand development, and user
experience improvement were selected as criteria for evaluating
strategies, and according to the fuzzy best-worst method, the customer
loyalty criterion was assigned the lowest weight and the cost reduction
criterion was assigned the highest weight. Also, based on these criteria
and based on the fuzzy-TOPSIS method, social media marketing had the
highest priority and was identified as the most effective digital
marketing strategy for tourism platforms. Conclusion; Social media
marketing was ranked first for its wide reach and diverse content
production, and search engine optimization was ranked second for its
cost-effectiveness and sustainability. In the new era of information
technology, tools such as email-based marketing are no longer
considered, and for advertising in the digital space, it is necessary to
focus on tools based on social networks, artificial intelligence, and big
data. Research innovation; The achievement of this research will be
exploited to develop models for evaluating the performance of
advertising and digital marketing in an environment of uncertainty and
ambiguity, relying on multiple criteria. On the other hand, the
methodology used in this research can be considered for prioritizing
other initiatives, strategies, and advertising and sales programs by
referring to expert opinion and considering multiple weighted criteria.

Keywords: Marketing strategy, digital marketing, tourism, mixed multi-
criteria fuzzy, fuzzy best-worst, fuzzy-TOPSIS
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