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[bookmark: _Toc215261169]Abstract
Social media has completely changed the way tourists look for information, form opinions, and choose where to go. Instagram and TikTok are now the most popular places to find visual inspiration, learn about new places to visit, and get recommendations from friends. These platforms affect every step of the tourist decision-making process. This report looks at how Instagram and TikTok affect how people travel. It focuses on how user-generated content (UGC), influencer marketing, and short-form videos affect how people think about a destination, how likely they are to buy something, and how they decide where to stay. The report examines the influence of visual storytelling, authenticity signals, algorithmic content exposure, and parasocial interaction on changes in consumer preferences, utilizing existing academic literature.

The study employs a qualitative research design, utilizing secondary data from peer-reviewed journals, tourism reports, and digital marketing studies. The main findings show that Instagram's image-based aesthetics have a big impact on how desirable a destination is, while TikTok's personalized "For You Page" algorithm speeds up trend-based travel decisions and viral tourism behaviour. Influencer credibility, perceived authenticity, and social proof are significant psychological factors influencing tourist engagement with content. Also, tourism companies are using social media analytics, partnerships with influencers, and user-generated content (UGC) campaigns more and more to get younger travellers who are already comfortable with technology.

The report says that social media has changed tourism marketing by making travel choices more based on social factors, visual factors, and algorithms. The suggestions stress the importance of tourism organizations improving visual storytelling, getting more people to share their own content, and using micro-influencers to build trust and authenticity. In general, the study helps us understand how Instagram and TikTok affect modern tourism choices and gives tourism marketers who work in a digitally mediated consumer landscape some strategic ideas.
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[bookmark: _Toc215261170]1.Introduction 
[bookmark: _Toc215261171]The tourism industry has gone digital very quickly, which has changed a lot about how people look for information, compare options, and make travel plans. Social media sites, especially Instagram and TikTok, are now the most important digital tools that shape tourist motivation, destination choice, and overall travel behaviour. Tourism is a very experiential and visual field, so it fits well with the short-form video and visual storytelling formats that these platforms offer. Because of this, social media has become the main source of inspiration, taking the place of more traditional sources like brochures, travel agencies, and printed guidebooks (Gretzel & Sigala, 2020). Millennials and Gen Z are two groups of modern travellers who rely heavily on user-generated content (UGC), influencer recommendations, and algorithmically curated travel posts to find places to stay, things to do, and places to go that fit their tastes.

Instagram is a big part of building destination imagery because it focuses on beautiful pictures and carefully chosen lifestyle content. Tourists frequently depend on real-time visuals, travel reels, geotagged posts, and photos taken by influencers to judge how appealing a place is, how good the weather is, and how good the service is (Mariani et al., 2022). Also, TikTok's quick rise as a short-video platform has added a new level to tourism marketing, where quick, interesting, and algorithmically enhanced videos make people want to travel right away. The platform's "For You Page" lets travel trends go viral, like hidden gems, budget travel hacks, and destination challenges. These trends change people's minds at an unprecedented speed (Zhong & Zhang, 2023).

From a psychological perspective, social media augments both the cognitive and emotional aspects of travel planning. Visual content lowers the perceived risk by showing real-life experiences, and peer recommendations build trust and authenticity (Filieri & McLeay, 2019). Tourists usually think that user-generated content (UGC) is more credible and relatable than brand-generated content. Moreover, parasocial relationships between travellers and influencers forge emotional connections that significantly impact destination choices and purchasing intentions (Casaló et al., 2020).

Tourism companies have realized how important these platforms are for their business and are using them more and more in their marketing plans. Hotels, airlines, destination marketers, and tour operators use Instagram and TikTok to do personalized advertising, work with influencers, run hashtag campaigns, and talk to customers in real time. These platforms come with built-in data analytics tools that help businesses keep an eye on how customers are acting, how they feel, and how to reach specific groups of people with content that is relevant to them (Li et al., 2021). As competition grows, using social media well has become very important for reaching digital-native travellers who value realness, honesty, and content that is rich in images.

This report examines the impact of Instagram and TikTok on travel decisions, utilizing academic research and industry data to analyze trends in visual communication, user-generated content, and social media algorithms. The study seeks to elucidate the psychological, social, and technological factors that influence destination perception and tourist booking behaviours. The results provide essential insights for tourism enterprises aiming to enhance their social media strategies in a swiftly changing digital environment.

2. Literature Review 
As digital communication changes how travellers look for ideas, compare destinations, and make final booking decisions, the effect of social media on tourism behaviour has become a well-studied field. Instagram and TikTok, two of the most visually appealing and algorithm-driven platforms, are very important for shaping how people see a destination, what motivates them to travel, and how they plan their trips. This literature review consolidates scholarly viewpoints on four principal themes: (1) the construction of destination image through visual content, (2) the influence of user-generated content (UGC), (3) influencer marketing and parasocial interactions, and (4) the technological and algorithmic factors influencing tourist decision-making.

2.1 Social Media and the Creation of Destination Image

Destination image has long been recognized as a significant factor influencing travel decisions. Destination image used to be shaped mostly by brochures, TV ads, and guidebooks. Now, social media content plays a big role in shaping it (Gretzel et al., 2020). Instagram's focus on visuals makes it easy to make idealized, aspirational travel photos that draw tourists in by making places look beautiful and emotionally engaging. Research underscores that visual stimuli, especially high-resolution images and brief videos, affect emotional reactions and mould tourists' cognitive assessments of locations (Mariani et al., 2022).

Instagram lets tourists see real-time geotagged photos, stories, and reels, which helps them build a more detailed mental picture of a place before they go there. Echtner and Ritchie's (1991) seminal framework on destination image—comprising cognitive, affective, and holistic elements—remains highly relevant in the context of social media. Instagram impacts the cognitive aspect by supplying comprehensive information and influences the affective dimension by eliciting emotional responses, including desire, excitement, and escapism (Kim & Kim, 2020). This two-pronged effect makes the platform very convincing when it comes to changing people's plans to travel.

The way TikTok affects how people see a place is different, but the effect is the same. Its short videos turn experiences into quick visual stories, which can help places go viral. TikTok trends like "hidden gems," "travel hacks," and "destination challenges" are having a bigger and bigger effect on how younger travellers picture things in their minds (Zhong & Zhang, 2023). Viral videos help lesser-known places get noticed around the world, changing the way tourists usually travel and often causing sudden increases in visitors.

So, literature consistently says that both platforms have changed destination marketing by letting tourists make decisions based on dynamic, peer-generated media instead of static promotional materials.

2.2 The Importance of User-Generated Content (UGC) in Travel Choices

User-generated content has emerged as a significant digital information source for tourists. People think that UGC is more real, credible, and trustworthy than official promotional content (Filieri & McLeay, 2019). Photos, videos, travel guides, and reviews made by regular people help tourists set their expectations and serve as social proof when they are making decisions.

Several studies emphasize that travellers significantly depend on user-generated content (UGC) during the pre-trip planning phase, as it provides firsthand narratives of experiences, service quality, and emotional responses (Tussyadiah et al., 2019). UGC is especially powerful with Gen Z because they like real content more than polished ads from brands. Instagram and TikTok are both huge stores of user-generated content (UGC) that travellers can use to see pictures, videos, and reviews of places they've been. This lowers the level of uncertainty and perceived risk, especially for travel to other countries or less popular places.

Also, UGC backs what Xiang and Gretzel (2010) call "social search," which is when people use peer-generated information instead of regular search engines. Instagram hashtags and TikTok's algorithmic suggestions help people find new places to visit by letting them see what other people have done there. These platforms are also interactive, which means that travellers can talk to each other, ask questions, and interact socially before making decisions (Mariani & Nambisan, 2021).

The literature thus characterizes UGC as a transformative entity that reallocates power from marketers to ordinary users, who serve as co-creators of destination narratives.

2.3 Influencer marketing and interactions that aren't real

Influencers are becoming more and more important in digital tourism marketing. Influencers often build communities based on how real they seem, how knowledgeable they are, and how well they fit into their lifestyle (Casaló et al., 2020). This is different from how traditional celebrities do it. They can get people to want to travel by making parasocial relationships, which are one-sided emotional connections where followers feel like they know them personally.

Studies indicate that trust in influencers is a significant predictor of travel behaviour. Lou and Yuan (2019) discovered that the credibility of an influencer, based on their expertise, attractiveness, and trustworthiness, directly increases followers' intentions to visit suggested destinations. Instagram travel influencers are like modern-day travel agents because they use visually appealing posts, narrative captions, and consistent branding to shape the dreams of a lot of people.

Even though TikTok influencers are usually younger and less formal, they can still affect tourism decisions by making content that people can relate to and that is spontaneous. TikTok's algorithm makes their suggestions go viral, which means that places can become popular all over the world in just a few hours. Viral tourism, also known as "TikTok-driven overtourism," is a phenomenon in which large numbers of people visit places that are featured in trending videos (Zhang et al., 2022).

The theory of parasocial interaction explains why posts by influencers are convincing. People who follow influencers see them as friends instead of ads, which makes them more likely to accept the message and less likely to be skeptical (Labrecque, 2014). So, tourism marketers are working with influencers more and more to promote places to visit, stay, and experience culture.

Most experts agree that influencer marketing, especially on platforms that are mostly about pictures, changes the reasons why people travel and makes them feel more pressure to do so.

2.4 Trends in Short-Form Content and Algorithmic Influence

Another important topic in the literature is the technical aspects of Instagram and TikTok, especially how their algorithmic recommendation systems work. TikTok's "For You Page," which uses machine learning, makes sure that users get travel content that is tailored to their interests and how they watch videos. Studies show that algorithmic filtering makes people see more content about travel destinations and makes them more likely to decide to travel on the spur of the moment (Kaye et al., 2022).

Instagram's Explore Page also picks out travel-related posts based on how many people like them, how many hashtags they use, and what's popular right now. The platform's shift to prioritizing reels has made short-form video even more important. Literature says that short-form video is more emotionally engaging and memorable than still images (Rodriguez et al., 2021).
Short-form content affects tourists in the following ways:
· quick emotional arousal,
· immersive experience,
· taking part in trends,
· Fear of missing out (FOMO) effects, and
· comparing yourself to others.

TikTok, in particular, has made "trend-based tourism" popular. This is when people go to places that have been featured in viral videos just to have the same experience. This phenomenon exemplifies a significant sociocultural transformation in which travel has evolved into a performative act intricately linked to the construction of digital identity (Urry & Larsen, 2011).
Scholarly research underscores ethical dilemmas, such as overtourism, environmental deterioration, and unattainable expectations stemming from excessively idealized social media representations. These worries show how important it is to have responsible ways to talk about tourism.

2.5 Overview of Literature Deficiencies
Although current research unequivocally illustrates the impact of Instagram and TikTok on tourism choices, notable deficiencies persist:
Few comparative studies investigate the distinctions between Instagram's curated imagery and TikTok's spontaneous video storytelling.
There is not enough research on how algorithms affect tourists' behaviour without them knowing it.
There is a dearth of empirical research examining Gen Z's inclination towards short-form content in tourism planning.
There hasn't been enough research on worries about sustainability and overtourism caused by viral trends.


3. METHODOLOGY 
This study employs a qualitative research methodology supplemented by secondary data to examine the influence of Instagram and TikTok on tourism decision-making. Due to the research topic's emphasis on digital behaviour, visual content, and platform-specific engagement, qualitative methods provide the most suitable framework for comprehending user perceptions, meanings, and social interactions within online environments. Qualitative methodologies are particularly effective for examining how travellers interpret visual content, react emotionally to influencer posts, and develop destination preferences through social media exposure (Creswell & Poth, 2018).

The study is based on a systematic review of academic literature sourced from peer-reviewed journals, conference papers, tourism reports, and digital marketing studies published from 2015 to 2024. This time frame shows how quickly social media has changed, especially since TikTok became popular in 2020. We used databases like Google Scholar, ScienceDirect, Taylor & Francis, and Emerald Insight to find studies that were relevant. The search terms were Instagram tourism marketing, TikTok travel decisions, user-generated content tourism, influencer marketing travel, and destination image social media. We checked the articles to see if they were relevant, trustworthy, and in line with the research goals.

Content analysis was employed to integrate significant patterns within the literature. This included putting studies into groups based on themes like how people think about a place, user-generated content (UGC), the reliability of influencers, short-form video trends, and the effect of algorithms. The thematic analysis framework posited by Braun and Clarke (2006) facilitated the coding and interpretation of results, allowing for the recognition of recurring themes and the development of novel theoretical insights.

The methodology also involved reviewing industry reports from entities like the World Tourism Organization (UNWTO), Statista, and social media analytics firms. These reports provided empirical data regarding platform usage trends, traveller demographics, and marketing practices within the tourism sector. While primary data collection would yield more profound behavioural insights, this report is confined to secondary data due to limitations of time, accessibility, and ethical considerations.

Validity was guaranteed by employing various reliable academic sources, triangulating literature, and conducting cross-comparisons of findings across diverse regions and demographics. Ethical concerns were mitigated by utilizing exclusively publicly accessible data and previously published scholarly research. In general, this method gives us a strong base for understanding the complicated, multi-faceted link between social media and tourism decision-making.






4. FINDINGS 
The results of this study show that Instagram and TikTok have a big effect on how tourists act by using visual content, user-generated content, influencer marketing, and algorithmic recommendations. These platforms shape every step of the tourist's decision-making process, from the first idea to the last booking, by giving them personalized, immersive, and interesting content.

4.1 Visual Content as the Main Source of Travel Inspiration

A key conclusion from the literature is that visually attractive content serves as the main source of motivation for modern tourists. Instagram's focus on aesthetics makes travellers want to visit places that look nice, are culturally unique, or have a lot of things to do (Mariani et al., 2022). High-resolution pictures, reels, and posts with location tags give people sensory cues that make them curious and want to know more. TikTok's short videos are also dynamic representations of places, showing food, landscapes, nightlife, and cultural experiences in short, interesting ways.

Research shows that visual stimuli can make people feel things like excitement, relaxation, and wanderlust, which can change where they want to go (Kim & Kim, 2020). TikTok's quick, repetitive style of showing travel content makes these feelings even stronger. Because of this, more and more tourists are making travel decisions based on how pretty and emotionally resonant social media posts are instead of on more traditional sources of information.

4.2 The Strength of User-Generated Content (UGC)

UGC became a very important factor in how tourists thought and made decisions. Peer-generated content is more trustworthy than official promotional materials because it seems more real, fair, and relatable (Filieri & McLeay, 2019). Instagram posts showing real travellers' experiences can help people feel less scared about travelling, especially if it's to a different country or for an adventure.

UGC is even more important on TikTok because the site is built around content creation by the community. Videos about "hidden gems," budget travel tips, and itinerary walkthroughs have become very popular with Gen Z as sources of inspiration. Scholars call the sudden rise in visitors to certain attractions that happens when a TikTok trend goes viral "algorithm-driven tourism" (Zhong & Zhang, 2023). This indicates that UGC not only affects personal choices but also modifies overall tourism patterns.

Also, hashtags and geotags make it easy to find content pools that help travellers compare experiences, judge quality, and set realistic expectations. So, UGC is like digital word-of-mouth that affects how tourists see things and helps them make decisions.

4.3 Trust-Based Decision Making and Influencer Marketing

Influencer marketing is very important for how people travel on both Instagram and TikTok. Influencers, including travel vloggers, lifestyle creators, and micro-influencers, are people that people look up to and whose suggestions are very convincing. Studies show that people see influencers as real and trustworthy, which makes their credibility and influence over travel decisions stronger (Casaló et al., 2020).

Instagram influencers often post carefully chosen and visually appealing travel stories that make people want to have similar experiences. Their knowledge, how they present things, and how they tell stories all help shape the image of a destination. Influencers on TikTok use spontaneous, relatable videos that Gen Z really likes. Because TikTok content seems less staged and more real, followers are more likely to think of influencers as real travellers instead of advertisers.

Parasocial relationships—one-sided emotional ties that followers form with influencers—enhance this influence (Labrecque, 2014). People who follow influencers see their suggestions as personal advice, which makes them less skeptical and more likely to try out the suggested places or activities. This finding shows that social media influencers are strong links between places and people who want to visit them.

4.4 Travel Trends Based on Short-Form Video and Algorithms

Short-form video, especially on TikTok, has changed how people travel by speeding up how quickly they watch content and starting viral trends. TikTok's personalized algorithm makes sure that users see content that fits their interests, which makes it more likely that they will watch travel-related videos (Kaye et al., 2022). This algorithmic curation results in "serendipitous discovery," where users come across unexpected places that interest them.

Short travel videos often show off unique experiences, beautiful places, or local food, which can make people want to travel right away. These videos are more convincing than still images because they are immediate and emotional. Research indicates that travellers are increasingly selecting destinations based on TikTok trends rather than intentional research (Zhang et al., 2022).

Instagram has also started using reels to stay competitive. It has changed its focus from photos to short videos. This change is important because reels are given priority by algorithms, which means that users see more travel content than they did before. Because of this, both platforms lead to impulsive choices of where to go and travel patterns based on trends.

4.5 Effects on what tourists expect, what they do, and how they behave

Instagram and TikTok not only affect how people decide where to go before they go, but they also affect what people expect and how they feel when they get there. Social media shows places in an idealized way, which can make people expect more and affect how happy they are with their trip (Rodriguez et al., 2021). Tourists may try to recreate Instagrammable moments or TikTok viral trends, which makes travel a performance that is connected to building an online identity.

The results also show that more and more travellers are using social media to plan their trips. For instance, TikTok videos that show "Top 10 things to do" or "Hidden places you must visit" directly affect how people act. This shows how closely visual content is linked to travel motivation.

At the same time, overtourism has become a bigger problem in places that have been made famous by viral posts. Several studies caution that surges in visitation driven by social media can stress local infrastructure, diminish environmental quality, and disturb community life (Gössling et al., 2021). This shows that tourism businesses need to have long-term plans for managing their content.

5. DISCUSSION 
The results of this study indicate that Instagram and TikTok have emerged as significant influences in modern tourism decision-making, fundamentally altering how travellers seek information, develop perceptions, and select destinations. This section analyzes these findings through the lens of overarching theoretical frameworks, linking them to consumer behaviour, destination marketing, and digital communication theories.

A major finding is that visual communication is very important when people are making decisions about travel. Tourism is an inherently experiential and sensory activity, and platforms like Instagram and TikTok enhance this by prioritizing visual stimuli as the main way to interact. This is in line with the theory of emotional contagion, which says that visual content can make people feel things that affect their choices (Hatfield et al., 2014). Instagram's focus on beautifully arranged photos and TikTok's fast-paced short videos make people feel desire, anticipation, and curiosity, which can change where they want to go on vacation. The conversation backs up Mariani et al.'s (2022) claim that visually rich platforms have taken over as the main sources of travel inspiration from traditional media.

User-generated content (UGC) is another important thing that affects how people choose their trips. The strength of UGC comes from how real it seems, which builds trust and credibility—two important factors that affect how people act. This corresponds with the source credibility theory, which identifies trustworthiness and expertise as indicators of persuasion (Hovland et al., 1953). Tourists see UGC as unbiased accounts of experiences, which helps them feel less unsure and less risky before they book (Filieri & McLeay, 2019). The conversation implies that UGC acts as a digital version of word-of-mouth communication, which is one of the most powerful ways to influence consumer choices. Also, the interactive nature of social media makes people more likely to get involved. Tourists can ask questions, get advice, and check facts directly from content creators.

Influencer marketing has a big impact on how people see things and what they want to buy. Influencers are like opinion leaders in online communities, and their advice has social and emotional weight. Based on parasocial interaction theory, followers often feel emotionally connected to influencers, which makes them more persuasive (Labrecque, 2014). Instagram influencers usually make very polished content that fits with aspirational travel stories, while TikTok influencers use relatability and spontaneity. The discussion backs up what Casaló et al. (2020) found: that the credibility and authenticity of an influencer are very good indicators of how likely followers are to do the same things they recommend for travel.

The way TikTok uses algorithms to show users content is a big change in how people find places to travel. The "For You Page" uses algorithms to show users a constant stream of travel content that fits their interests. This can change their preferences for destinations without them even realizing it. This finding is in line with algorithmic culture theory, which says that digital algorithms shape how people act by deciding what information they see (Striphas, 2015). The quick rise of "viral tourism," in which trending videos quickly make a place popular, shows how powerful the platform is on travel flows. Instagram's growing focus on reels shows a similar trend, making it even harder to tell the difference between planning a trip on purpose and getting inspired by accident.

A significant consequence of these findings is the rise of performative travel behaviour. More and more tourists are looking for places that are "Instagrammable" or "TikTok-worthy," not just for their own enjoyment but also to get more attention on social media. This fits with Urry and Larsen's (2011) idea of the "tourist gaze," which says that people look at places both visually and symbolically. Social media helps this gaze by getting travellers to carefully choose the pictures they post online. Because of this, destination marketing strategies have changed to focus on promoting places and activities that look good on social media.

But the conversation also brings up problems. Viral content can cause overtourism, especially in small or fragile places that suddenly get a lot of visitors. This is similar to what Gössling et al. (2021) said about how tourism spikes caused by social media could put a lot of stress on cultural and environmental resources. Furthermore, aestheticized representations may engender unrealistic expectations, leading to discontent when reality does not conform to online depictions (Rodriguez et al., 2021). Because of these effects, tourism organizations need to use responsible communication strategies.

In short, the discussion links technological, psychological, and social factors that affect tourism choices in the digital age. Social media sites have changed the way tourists find and rate places to visit by using visual storytelling, authenticity cues, influencer persuasion, and algorithmic exposure. Tourism marketers who want to use Instagram and TikTok in a smart and long-lasting way need to understand how these different factors work together.













6. RECOMMENDATION
Based on the results and discussion, we suggest some strategic ideas for tourism businesses, destination marketing organizations (DMOs), and hospitality providers who want to use Instagram and TikTok to their fullest potential to affect travel choices.

First, tourism groups should work on improving how they tell stories with pictures. To get people emotionally involved, marketing campaigns should include high-quality images, reels, and short videos. Destinations should show off their unique cultural features, local customs, natural scenery, and signature activities that are in line with what Instagram and TikTok users like. Keeping the same look and feel for your brand across all platforms helps make your destination more appealing and recognizable.

Second, businesses should make user-generated content (UGC) a top priority in their marketing plans. Using hashtags, geotags, and branded challenges to get visitors to share their experiences can greatly increase organic reach. UGC campaigns not only save money on marketing, but they also make the brand look more trustworthy by showing real experiences. DMOs should actively interact with UGC creators by sharing their work again, giving them rewards, and making digital spaces where people can interact with each other and get involved in the community.

Third, you should carefully choose influencer partnerships that will make your brand seem more real and fit with the demographics of your target market. Micro-influencers, in particular, often make content that people really trust and get a lot of engagement because they have smaller, more loyal followings. Tourism companies should work with influencers who are truly interested in the destination to make sure that promotions don't look too commercial. Being open and following ethical rules, like disclosure policies, builds trust and makes people feel like they aren't being manipulated.

Fourth, to take advantage of TikTok's algorithm, you need to make short, interesting, and trend-responsive content. Tourism companies should keep an eye on new trends and take part in viral challenges to get more attention. You can get the attention of younger travellers who like short videos by making TikTok series, behind-the-scenes videos, or "Top 5 things to do" clips that are specific to your destination. It's better to have videos that are real and spontaneous than ones that are too polished.

Fifth, to stop overtourism, businesses need to use communication methods that are good for the environment. DMOs should encourage responsible travel, point out less well-known places to visit, and teach tourists about protecting the environment. Adding messages about sustainability to social media posts can help keep tourism growth in line with what the area can handle.

Lastly, it is very important to keep an eye on things and analyze data all the time. Built-in insights from platforms can help tourism businesses figure out what their audience likes, when to post, and how well their campaigns are working. Making decisions based on data makes sure that marketing strategies stay flexible and can adapt to changing trends and consumer behaviour.




7. CONCLUSION (≈300 words)
This report examined the influential role of Instagram and TikTok in shaping modern tourism decisions, highlighting how visual content, user-generated material, influencer marketing, and algorithmic curation collectively reshape traveller behaviour. In today’s digital environment, social media has become one of the most dominant forces guiding travel inspiration, destination image formation, and visitor decision-making. Instagram’s emphasis on curated, high-quality visuals, alongside TikTok’s dynamic and trend-driven short videos, has shifted tourism marketing from traditional informational approaches to experience-based, emotionally driven strategies.
The findings reveal that social media content stimulates both cognitive and affective responses, enabling travellers to form vivid mental images of destinations before visiting them. User-generated content continues to function as a powerful tool for reducing risk, fostering trust, and supporting authentic decision-making. Meanwhile, influencers serve as digital opinion leaders whose credibility, relatability, and storytelling significantly impact tourists’ purchase intentions. TikTok’s algorithm, in particular, accelerates the spread of travel trends and facilitates unexpected destination discovery, contributing to viral tourism behaviour.
However, the report also highlights important challenges, including the risk of overtourism, sustainability concerns, and mismatches between expectations and reality stemming from overly aestheticised portrayals. These issues indicate the need for responsible digital marketing practices and balanced tourism promotion strategies.
In conclusion, Instagram and TikTok have fundamentally transformed the tourism landscape, making social media not just a communication channel but a decisive factor in shaping the tourist journey. For tourism businesses and destination marketers, understanding these dynamics is essential for crafting effective, data-driven, and sustainable engagement strategies. The report emphasises that future tourism success will depend on leveraging visual storytelling, fostering authenticity, collaborating with influencers ethically, utilising platform algorithms effectively, and promoting sustainability across digital spaces.
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