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Abstract :  The article  analyzes the level  of  Georgia's  tourism potential  usage during the pandemic.  The conclusion is
drawnthat Georgia, as a tourism brand, is in a significant crisis at this stage, revenues from this sector have been substantially
reduced, communication with potential customers is interrupted, no international marketing and PR communication strategies
have been developed for the post-pandemic period. In order to rehabilitate the tourism industry of Georgia, it is considered
vital to take measures using international marketing and PR communication strategies adjusted to the needs of the sectorthat
will improve the use of tourism potential and stimulate the development of the sector. The goal of the research is to identify the
factors hindering the use of tourism potential in the direction of international marketing and PR communication strategies in
the post-pandemic period and to develop recommendations on ways to solve them. Research methods. The paper uses various
theoretical and methodological tools of research, including Bibliographic research has been conducted on the main research
issues;  Analysis,  synthesis,  induction,  and  other  methods  are  used  to  select  and  group  data,  identify  similarities  and
differences, and identify trends; Endogenous and exogenous factors affecting the field of tourism have been studied by means
of SWOT and PESTEL analyzes. A comparison model is used to analyze the strategy documents. Primary accounting materials
are obtained from the National Statistics Office and the relevant ministries. Based on the results of the research, the directions
of correct positioning of tourism products and marketing communication in the post-pandemic period have been developed. It
is  substantiated  that  a  short-term  international  marketing  strategy  should  include:  probable  goals  of  communication,
maintaining a position on a potential  traveler's “radar,” focusing communication on key motivating factors (gastronomy,
winemaking,  folklore,  protected  areas,  mountainous  regions).  From a  marketing  point  of  view,  it  is  important:  holding
international  marketing events,  compiling a  list  of  target  countries,  formation of  stimulus  mechanisms,  development  of
incentive programs for international tour operators, etc. The paper draws conclusions about the problems of using the tourism
potential, recommendations on ways to solve this problems through international marketing and PR communication strategies
are offered
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