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1. INTRODUCTION 

1.1 Problem Statement 

Amid the ongoing digital transformation of the hospitality industry, visual content has emerged as a 

critical driver in attracting customers and establishing competitive brand positioning. Among the most 

innovative tools in this domain is drone-based aerial imagery, which enables the creation of immersive 

visual narratives that highlight hotel features in a compelling and emotionally resonant manner. Despite 

the growing adoption of such content in marketing strategies, there remains a notable gap in systematic 

academic research exploring its actual impact on consumer behavior. This lack of empirical 

understanding underscores the need for a structured scientific inquiry and the development of marketing 

models that assess the effectiveness of drone-generated visuals in influencing decision-making 

processes within the hotel sector. 

1.2 Analysis of Recent Research and Publications 

Contemporary scholarly discourse has paid increasing attention to the transformative processes within 

the hospitality industry, largely driven by digitalization, globalization, and evolving patterns of 

consumer behavior. A review of relevant academic and professional literature reveals several key 

thematic areas that collectively establish the foundation for exploring the impact of drone-generated 

visual content on the behavioral responses of potential customers. These areas include the growing 

importance of visual communication in branding, the role of emotional engagement in consumer 

decision-making, and the integration of emerging technologies—such as aerial photography—into 

marketing strategies. While prior studies have examined digital marketing in hospitality, relatively few 

have specifically addressed the behavioral and psychological effects of drone visuals, highlighting a 

gap that this study aims to fill. 
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1.3. Overview of Relevant Research 

A growing body of literature has explored various dimensions of digital transformation in the hospitality 

sector, with a particular focus on the role of visual content in shaping customer experience and brand 

perception. Krupenna and Ostapenko [1], examining network-based business models, emphasize the 

necessity of strong visual brand identity as a strategic mechanism for attracting clientele. Yegupova [2] 

defines the hospitality industry as a complex, multi-component domain in which marketing tools—

especially visual media—are becoming increasingly pivotal. Similarly, Paslavska, Orlova, and Basarab 

[3] discuss promotional strategies during the COVID-19 pandemic, highlighting the urgency of 

updating communication channels and enhancing the visual appeal of hotel services. 

Mendela and Mendela [4] focus on how innovative technologies are reshaping the form and content of 

hotel–customer interaction. Balatska et al. [5] argue that digital marketing facilitates new opportunities 

for tourism development, particularly through emotionally driven visual communication. The work of 

Mazaraki, Melnychenko, and Danylenko [6] outlines tools of internet marketing—such as aerial 

footage, video tours, and spatial visualization—that allow hotels to effectively engage with target 

audiences. 

Sereda [7] emphasizes the importance of adaptability, personalization, and technological integration in 

the post-war hospitality landscape. Listrova [8] identifies visual content as a critical element of 

innovative branding and market positioning. Garbar and Hontaruk [9] advocate for unconventional 

visual strategies, including drone usage, to enhance the customer experience. Sazonets, Gessen, 

Sedletska, and Yakovleva-Melnyk [10] highlight graphic design and visual media as key elements in 

shaping first impressions in electronic hotel marketing. 

Further, Sazonets and Zinkevich [11] study PR and advertising strategies under global market pressures, 

emphasizing visual content’s role in influencing behavior and generating added value. Palamarenko 

[12] frames technological innovation as central to strategic management and competitive positioning. 

Bilgihan and Ricci [13] explore how emerging technologies like virtual reality and AI are redefining 

customer-oriented strategies in hotel marketing. Byelikova et al. [14] examine the interplay between 

digital security and visual content in shaping regional competitiveness—particularly in coastal 

destinations. 

Finally, Shostak and Moskvich [15] provide evidence that drone-assisted destination visualization can 

foster deeper emotional connections with tourism brands, while Volyanyk and Marushko [16] examine 

the role of social media and visual storytelling in customer retention strategies. 

While the existing literature provides a strong foundation for understanding visual communication in 

hospitality, few studies offer systematic insights into how drone-generated visuals specifically shape 

consumer behavior. This knowledge gap forms the central focus of the present research. 

1.4. Research Gap and Objectives 

Although visual content plays an increasingly prominent role in hotel marketing, its function as a 

behavioral stimulus influencing booking decisions remains underexplored. Most existing research tends 

to emphasize the technical quality or aesthetic value of video materials, while offering limited insight 

into the psychological mechanisms and behavioral shifts induced by drone-generated visuals. 

Consequently, there is a critical need for a deeper investigation into how drone imagery affects 

consumer preferences, emotional engagement, and decision-making processes within the hospitality 

context. 

This study aims to examine the strategic marketing potential of drone-based visual content in shaping 

the behavior of prospective hotel customers. To achieve this, the article pursues the following 

objectives: 

● To analyze the use of digital marketing communication channels within the hotel industry; 

● To identify the core visual elements of drone footage that contribute to effective hotel promotion; 

● To explore the psychological and communicative effects of drone visuals on consumers, as well as 

their behavioral responses; 

● To assess strategic approaches for implementing drone content in hotel marketing and to develop a 

conceptual model illustrating its influence on consumer behavior. 
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1.5. Presentation of the Primary Research Material 

In the context of digital transformation and increasing market competitiveness, the hospitality industry 

is actively seeking effective marketing tools that resonate with both the emotions and behavior of 

potential customers. Among such tools, drone-generated content stands out as a highly immersive and 

visually compelling medium. Aerial imagery captured by drones enables hotels to present their physical 

spaces from unique vantage points, offering potential guests an enriched sense of place and 

atmosphere—even before arrival. This sense of virtual immersion not only enhances brand 

differentiation but also fosters emotional engagement through visual storytelling. 

Drone videos are particularly valuable because they showcase not only the infrastructure but also the 

ambiance and mood of the hotel environment. However, the impact of such content depends heavily on 

the technical specifications of the equipment used—resolution, stabilization, dynamic lighting 

capabilities, and creative shooting modes. These features determine how aesthetically pleasing and 

technologically convincing the content appears to the viewer, thereby enhancing the illusion of presence 

and emotional appeal. 

As Krupenna and Ostapenko [1] observe, the hospitality sector is undergoing a fundamental 

transformation marked by shifts in external marketing environments and internal business models. 

These shifts are driven by the rising expectations of younger, digitally native consumers who seek 

personalized, meaningful, and aesthetically rich experiences. Standardized services no longer guarantee 

customer loyalty; instead, consumers increasingly value emotional authenticity and innovation in 

service presentation. 

Yegupova [2] highlights the redefinition of the hospitality industry as a dynamic part of the service 

economy, in which visual marketing plays a dual role: conveying information and building emotional 

resonance. Drone content exemplifies this duality by merging technological innovation with 

psychological influence. Such visuals offer not only factual information but also foster impressions that 

affect perception and behavior—often before any physical interaction with the property occurs. Given 

the importance of emotion in destination choice, drone imagery functions as a multisensory cue, 

engaging visual, auditory, and intuitive channels of perception [3]. 

Mendela and Mendela [4] underscore the importance of creating immersive marketing experiences, 

arguing that visual stimuli are key among the “seven notes” of hospitality. Their work suggests that the 

use of drone content as part of branding strategies can significantly enhance guest loyalty, emotional 

connection, and ultimately, the decision to book. 

Echoing these insights, Balatska et al. [5] emphasize that digital technologies—including drone 

videography—create new opportunities for customer attraction and retention through visual 

personalization. They argue that modern marketing in hospitality must go beyond simple promotion to 

become a dynamic system of interaction, spanning SEO-optimized websites, social media, booking 

engines, email campaigns, and data analytics tools. 

Drone content is not a standalone tactic but a central component within this broader marketing 

ecosystem. Its integration across multiple digital touchpoints—homepage videos, Instagram Reels, 

targeted email clips, or embedded booking platform content—contributes to building a cohesive and 

emotionally charged brand narrative. The effectiveness of drone visuals is particularly amplified when 

embedded within a multichannel marketing strategy grounded in personalization, data-informed 

optimization, and visual storytelling. 

Table 1 . Digital marketing communication channels in the hotel business 

Tool/channel Role Example of drone content integration 

Hotel website Main source of information, conversion Video on the main page as a «hook video» 

Instagram / Facebook Visual image, brand storytelling Drone videos + geotags + Reels 

YouTube Deep video engagement, SEO support Full HD/4K hotel tour 

Booking / 

TripAdvisor 

Reviews + photos + emotional 

attachment 

Inserting drone video into the hotel gallery 

Email newsletters Personalized communication with the 

client 

Video selection of locations that motivates 

booking 

PPC 

advertising/targeting 

Rapid reach of the target audience 

through video ads 

Advertising with short drone teasers 

CRM- system Management of customer base, loyalty Tracking reactions to drone content 

Source: formed by the author based on analysis [4;5] 
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In light of rapid technological advancements, evolving consumer expectations, globalization, and the 

lingering effects of global crises such as the COVID-19 pandemic, hotels and tourism enterprises are 

compelled to rethink and adapt their marketing strategies. These strategies must emphasize flexibility, 

personalization, and the integration of cutting-edge tools—such as big data analytics, social media 

platforms, and other digital channels—to stay competitive and relevant [7]. 

The review of current academic literature confirms that visual content has become central to 

establishing a compelling first impression of a hospitality property. Among various forms of visual 

media, drone photography stands out for its ability to produce aesthetically rich, spatially immersive, 

and emotionally evocative imagery. Unlike traditional visuals, drone footage captures the environment 

from a unique vantage point, enabling brands to showcase the full scale, atmosphere, and experience of 

their offerings. 

To better understand the components that most significantly influence customer perceptions and 

behavior, we have systematized the key elements of drone-generated content commonly used in hotel 

marketing (Table 2). These elements include not only visual attributes—such as color, lighting, and 

framing—but also dynamic features like motion and sound, which collectively shape emotional 

engagement. 

As demonstrated in the table, the effectiveness of drone content lies not solely in its artistic appeal, but 

in its capacity to evoke emotional responses—from awe and curiosity to a sense of connection and 

desire to experience the property firsthand. The synergy of smooth camera movement, strategic use of 

color and light, and auditory cues contributes to a powerful visual narrative. Importantly, the degree of 

emotional impact is largely contingent upon the technical sophistication of the drone equipment used, 

underscoring the strategic importance of high production value in hospitality marketing. 

Table 2. Key elements of visual content from drones in hotel marketing 

Content element Description Possible effect on the client 

Panoramic overview 
Shooting from above, covering the entire 

hotel area, beach, and pool 

Forming a "scale effect", wow 

impression 

Sunlight, color Bright colors, sunset, turquoise sea 
Aesthetic delight, association with 

relaxation 

Frame dynamics 
Smooth movement, zoom, flying over 

details 

Feeling of presence, desire to "get 

there" 

Music/sound Melody or the sounds of nature 
Increased emotional impact, 

relaxation 

Focus on details Bar, room, restaurant, SPA-zone Stimulating interest in service, details 

Source: author's development 

The analysis of visual content elements and their influence on consumer behavior underscores the 

importance of drone technology's technical characteristics—such as resolution, image stabilization, and 

shooting modes—in determining the emotional and perceptual quality of the final output. High-

definition, well-composed drone footage enhances viewer engagement and trust, which in turn increases 

the likelihood of booking, thereby elevating the overall effectiveness of the hotel's marketing efforts. 

Empirical findings suggest that such innovative marketing tools not only reduce service delivery costs 

but also contribute to a property’s competitive differentiation and strengthen its reputation within 

targeted market segments [8, p. 106]. 

In today’s hospitality landscape, booking decisions are increasingly shaped by visual impressions 

encountered through digital media—particularly on platforms like Instagram, Facebook, and X. These 

social networks function as both storytelling mediums and promotional channels, offering hotels the 

opportunity to craft immersive brand narratives. Regularly updated content that highlights the 

property’s unique features—especially through drone footage—plays a crucial role in reinforcing brand 

identity and sustaining customer loyalty [10]. 

One of the most significant advantages of drone-generated visual content lies in its ability not merely 

to inform, but to influence behavior. In the digital ecosystem, visual materials act as psychological 

stimuli that elicit a wide range of cognitive, emotional, and behavioral responses. These responses 

present valuable opportunities for marketers to build trust, capture attention, and stimulate user action. 

To better understand these effects, Table 3 categorizes the most common behavioral reactions observed 

in response to drone video content and outlines their corresponding digital manifestations. 
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Table 3. Behavioral reactions of potential customers to drone videos 

Behavioral reaction  Characteristics External manifestation 

Visual interest First impression, visual engagement Number of views, viewing duration 

Emotional 

engagement 
Aesthetic pleasure, peace, admiration 

Likes, comments like “wow”, “dream 

place” 

Booking intention The emergence of a desire to visit the hotel Clicking on the link, viewing the price 

Trust formation Visual confirmation of quality Positive reaction to comments, reposts 

Brand recall Memorability of the hotel image 
Survey responses, logo/location 

recognition 

Source: author’s development 

Drone videography in hospitality marketing serves purposes far beyond aesthetics or information 

delivery—it functions as a behavioral design tool, capable of shaping the decision-making processes of 

prospective guests. Viewer responses, ranging from passive consumption to active intent to book, can 

be quantitatively assessed through digital metrics such as view counts, likes, click-through rates, 

comments, and levels of engagement. These indicators allow hotels to refine their communication 

strategies and gauge the real-world impact of their visual content, thus enhancing the overall 

effectiveness of their digital campaigns. 

The ongoing transformation of hotel marketing is driven by a convergence of global trends: increasing 

consumer expectations regarding service quality, the proliferation of digital technologies, a shift toward 

personalized experiences, and the growing demand for emotionally resonant brand communication. As 

noted by Sazonets and Zinkevich [11, p. 50], hospitality marketing has evolved from a promotional 

function into a comprehensive management system focused on delivering high-value, personalized 

tourism products supported by technological sophistication. 

In response to these changes, hotel enterprises are moving away from static, uniform marketing 

approaches and embracing dynamic models centered on innovation, agility, franchising, and 

technological partnerships. This strategic evolution opens new avenues for meaningful engagement 

with consumers. Aerial content produced by drones plays a vital role in this shift, serving as a visual 

differentiator that enhances public relations efforts and establishes strong emotional associations with 

the brand. 

We align with the perspective of economist Ya. V. Palamarenko [12], who argues that strategic growth 

in the modern business environment depends on the integration of innovative tools capable of 

supporting adaptation, differentiation, and competitive advancement. Within this context, drone-based 

visual content emerges as a high-impact asset for brand development, customer acquisition, and market 

positioning in the hospitality industry. 

However, the creation of drone footage alone does not guarantee marketing success. Effectiveness is 

contingent upon a comprehensive strategy that integrates multiple stages: content planning, platform 

targeting, emotional storytelling, performance analytics, and iterative adaptation based on customer 

feedback. These interconnected elements form the foundation of a strategic approach to drone 

marketing, as illustrated in Figure 1. 

The proposed framework presents a holistic strategy for integrating drone content into hotel marketing. 

It balances the creative production of visually engaging content with data-driven mechanisms for 

monitoring and optimizing audience interaction. Each stage in the cycle—from initial goal setting to 

measurable increases in booking activity—is closely aligned with consumer behavioral responses. This 

strategic alignment not only enhances brand visibility but also systematically improves the overall 

effectiveness of digital communication in the hospitality sector. 

Our analysis highlights the growing importance of digital marketing tools such as responsive websites, 

SEO optimization, social media engagement, content marketing, and revenue analytics powered by big 

data. Within this ecosystem, drone-generated visual content transcends its aesthetic appeal to serve as 

a strategic asset. It fosters emotional connection and active engagement, often delivering a powerful 

“presence effect” that allows customers to virtually experience the hotel environment prior to booking. 

To better understand the pathway through which drone content influences decision-making, we identify 

a series of stages that illustrate how a visually appealing image can evolve into a targeted behavioral 

response. The video material serves a dual purpose: it informs and simultaneously elicits psychological 
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reactions. These include emotional resonance, the formation of brand perception, and ultimately, 

behavioral intention. 

 

Figure 1. A strategic approach to using drone video in hotel marketing 

Source: author’s development 

Drawing on the synthesis of visual communication principles, behavioral psychology, and hospitality 

marketing strategies, we propose a conceptual model—shown in Figure 2—that captures the process 

through which drone visuals impact consumers' intent to choose a specific hotel. 

The proposed conceptual model illustrates how the emotional impact of drone-generated video content 

serves as a catalyst in the hotel marketing process. Visual experiences—such as awe inspired by 

panoramic views, the illusion of physical presence, and aesthetic appreciation—contribute to trust-

building, foster positive associations with comfort and service quality, and ultimately increase the 

probability of conversion. These emotional responses encourage users to progress from passive interest 

to active behaviors, such as exploring additional information or initiating a booking. As such, the model 

offers a strategic foundation for designing customer engagement campaigns that prioritize emotional 

resonance in digital communication. 

Creative marketing in the hospitality sector plays a vital role in cultivating the emotional appeal of 

destinations. By visually communicating a location’s unique atmosphere and identity, drone footage 

can influence tourist motivations and guide decision-making. Visual immersion—especially when 

presented in an artistic and narrative-driven format—stimulates curiosity and accelerates the path to 

booking [15]. 

 

Goal: increase the effectiveness of service promotion 

Strategic directions for using drones in hotel marketing 

Creating drone videos → choosing a target platform (Instagram, YouTube, etc.) 

Analysis of the psychological impact on the client (trust, emotions, etc.) 

Reaction analytics → content adjustment 

Growth in bookings and loyalty 

Defining personalized targeting channels 

Analysis of the external and internal environment 
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Developing effective marketing strategies in hospitality remains a timely and essential endeavor given 

the industry's high pace of development, its substantial economic contributions, and its role in shaping 

both regional and national identity. The sector generates significant public revenue, supports job 

creation, fosters intercultural exchange, and promotes social cohesion. In the current digital 

environment, the success of hotels and tourism businesses depends on their ability to implement cutting-

edge marketing tools—particularly personalized, visually driven content that can both attract new 

customers and sustain brand loyalty [16]. 

In this context, the integration of aerial photography and drone videography represents a breakthrough 

opportunity for reimagining hotel presentation and communication. These tools enable emotionally 

compelling marketing narratives that not only captivate the audience but also increase the share of direct 

bookings. Furthermore, targeted drone content can be customized across social media platforms, 

websites, and booking engines to match the psychological needs and expectations of specific customer 

segments. 

In conclusion, drone-based visual content should be recognized not merely as a supplementary media 

asset but as a strategic communication channel with the capacity to influence consumer behavior. By 

enhancing destination appeal, reinforcing brand identity, and establishing a competitive edge, drone 

imagery has become an indispensable component of the hospitality industry's digital ecosystem. 

 

Figure 2. Model of the influence of drone video on customer behavior 

Source:author'sdevelopment 

2. CONCLUSION 

This study highlights the strategic significance of drone-generated visual content—both 

videoandphotography—as a powerful marketing tool within the contemporary hotel industry. In today’s 

visually saturated information environment, consumer choices are increasingly shaped by emotional 

impressions and digital aesthetics. Drone-based media offers a unique advantage by enabling hotels to 

craft immersive narratives that enhance brand recognition, attract potential guests, and foster a positive 

emotional perception of services. 

The review of academic literature and practical applications demonstrates that drone visuals contribute 

to trust-building by portraying hotels as transparent, accessible, and authentic. These visuals also 

support personalized customer experiences by showcasing architectural design, ambient atmosphere, 

and surrounding landscapes. Moreover, drone content strengthens brand positioning across social media 

platforms and serves as an effective instrument for targeted promotion through video-sharing channels 

and influencer collaborations. 

 

Emotional response (trust, desire, relaxation) 

DRONE CONTENT (visual) 

 

Formation of a positive image of the hotel 

Intention to book 

Search for additional information, and make a reservation 

Effectiveness 
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The findings suggest a broader shift in hospitality marketing—from traditional techniques to digital 

strategies that prioritize high-impact visual communication. Within this evolution, drone technology 

offers a timely and effective response to shifting consumer behavior and the growing expectation for 

emotionally engaging and visually rich brand interactions. 

Future research should aim to develop advanced frameworks for integrating drone content into 

comprehensive digital marketing strategies. This includes identifying key performance indicators for 

drone video effectiveness, exploring automation and AI-enhanced editing, and analyzing how cultural 

and demographic variables affect audience reception of visual content in the context of hospitality 

decision-making. 
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