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[bookmark: _Toc215449362]Abstract 
The accelerated development of digital communication tools has radically changed the essence of global tourism industry, and social media platforms have become the focal point in influencing the decision-making activities of tourists. Instagram and Tik Tok are some of these platforms that have become very powerful tools of visual communication which create destination image, consumer perception, travel intentions, and post-trip interaction. This research paper applies the change in consumer behaviour and customer loyalty through visual content, user-generated content, influencer marketing, and electronic word-of-mouth to the decision making of tourism using Instagram and Tik Tok.
The qualitative secondary research strategy was used based on the information gathered in the form of academic journals, industry reports, tourism marketing research, and digital analytics. Thematic analysis has been used to establish major trends associated with the visual storytelling, destination discovery, consumer trust, and influencer-based booking behaviour. The research will combine the key theories of consumer behaviour, such as the Theory of Planned Behaviour, Social Influence Theory, and electronic word-of-mouth, to explain the phenomenon of digital tourism behaviour.
The results indicate that Instagram and Tik Tok have dominant effects on aspirational destination imagery and travel intentions as a result of curated visual materials and real-time travel trends as a result of short-form video and algorithmic recommendations, respectively. It was also determined that influencer marketing and peer-generated content have a significant impact on booking behaviour, especially in Generation Z and millennials. 
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1. [bookmark: _Toc215449363]Introduction 
The tourism sector is among the liveliest sectors that are affected by the innovations of information technology and digital communication. The last ten years have witnessed a high level of internet and mobile technologies and social media networks developing fast, and this has revolutionized the way tourists search, compare options, travel decision-making and exchange information. The social media have gone beyond being the social networking tools to being the marketing, communication, and decision-support systems that are influential in the tourism industry (Abebe and Lecturer, 2024).
Traditionally, tourism promotion was based on the use of travel agencies, brochures, print advertisements and television campaigns. Conversely, the modern-day tourists are becoming highly reliant on digital marketing platforms in real-time information, peer reviews, and aesthetic inspiration. Instagram and Tik Tok are the most prominent visual communication tools that have formed a significant part of travel behaviour among other social media sites. Instagram and Tik Tok have different priorities in their aesthetic image and destination branding and short-form and algorithm-based video content that advocates spontaneous exploration and trends in viral travel, respectively. The platforms currently touch on all three phases of tourist decision-making, namely pre-trip planning, during-trip experience, and post-trip sharing (Khan and Rehman, 2024).
Online content, social influence, and electronic word-of-mouth are the biggest influencers of consumer behaviour in tourism. Peer reviews, influencer recommendation, and user-generated content are gaining more and more trust among tourists compared to traditional brand advertising (Oza, 2023). Image and video-based visual storytelling has turned into an effective trigger of emotions that decrease the perceived risk and reinforce travel intentions. Simultaneously, the quick expansion of the area of influencer marketing has also enhanced the convincing quality of social media communication in the tourism sector (Shetye et al., 2025).
[bookmark: _Toc215449364]2. Literature Review
The advent of social media has changed the world tourism industry dramatically. The social media sites have now become necessary during the entire duration of the travel process, both before a trip, sharing of the experience during the trip, and post-trip contemplation. Travel planning is no longer a linear business process that is dominated by travel agents and brochures but rather a Digital, dynamic, and social influenced travel. As Tešin et al. (2022) argue, travel planning involves three major stages that are information search, information processing, and decision-making. All these stages are currently massively mediated through social media.
Social networking sites are becoming increasingly important to the tourism industry as a source of information and destination promotion, as well as, in shaping decision-making of tourists. The consumer decision-making process within tourism marketing using social media will go through a series of interrelated steps before the completion of a tour, and it is affected by digital content and peer interaction (Khan and Rehman, 2024). 
[bookmark: _Toc215449365]2.1 Digital Communication in Tourism
The advent of digital space and social media has brought with it a lot of changes in the way people interact, obtain information and make decisions. The concept of digital communication implies the utilization of digital technologies and the use of online platforms in the exchange of information between companies and customers. These digital instruments in the tourism industry consist of official websites and mobile apps, chatbots that operate with artificial intelligence, social media, and platforms that allow online reviews.
Digital communication has improved the access, transparency and individuality of the tourism services. The tourists can now enjoy real time information, compare prices in real time, and get peer reviews prior to making travelling decisions. The level of online interaction is also growing at a huge pace. Tik Tok alone has about 1.6 billion monthly active users globally with Android users spending 35 hours monthly on the platform in 2025. The TikTok travel content has become one of the most discussed ones, which proves the increasing integration between online communication and touristic consumption (Adams, 2025).
Web 2.0 was a pivotal change in tourism communication in that it facilitated the participation of users, generation of content and creation of online communities. 
[bookmark: _Toc215449366]2.2 Social Media and its use in Tourism Marketing
The tourism businesses have access to cost-effective, and highly interactive marketing channels through social media platforms, to reach out to the global masses. With the functionality of comments, likes, stories, reels, and live sessions, tourism brands are able to interact with consumers one-on-one and develop long-term relationships. Social media marketing reinforces the brand awareness, improves the destination awareness, and augments the customer involvement.
Studies have always indicated that tourists are more likely to believe peer-created content rather than conventional advertisement. In comparison to the traditional promotional messages, the content created on social media is usually viewed as authentic, experience-based, and neutral. Social media is also critical in the whole travel lifecycle such as inspiration and planning in a pre-trip period, sharing of experience during the trip, and reviews of the trip. These ongoing interactions have great effects on the expectations and decisions that future travelers have.
The advent of social media has changed the way of communication of tourism destinations and businesses with potential travelers due to its swift development. Research shows that the social media has outperformed the traditional communication tools including the print media, television and travel brochures because of its capacity to reach and actively engage the world in a very short time. In contrast to the traditional media, social media enables real-time interaction, delivery of content in a personalized way, and peer-to-peer communications. This has made social media one of the most effective marketing tools in the modern tourism promotion and consumer interaction ( View of the Influence of Social Media in Tourism Marketing Strategy: China and Indonesia, 2025).
[bookmark: _Toc215449367]2.3 Instagram as a Visual Marketing Place.
Instagram is a platform of visual based social media that is most powerful in tourism marketing. It makes it especially appropriate in advertising tourism destinations by its interest and focus in photos, reels, stories, and influencer-created content. HD pictures of the beaches, mountain ranges, hotels, food and cultural sites arouse emotion and preconceptions of the desires and expectations of the users regarding travelling.
Instagram has created new features, including hashtags, geotags, reels, and influencer partnerships, to enable tourism marketers to reach niche segments and audiences across the world effectively. The image of a destination is also formed through these tools and this is very important in determining the travel intention and booking behavior. The empirical evidence proves that Instagram plays a major role in the formation of positive destination images, which, in turn, raises the chances of tourists visiting the location and purchasing travel services (Tešin et al., 2022).
Blanco-Moreno et al. (2024) conducted a massive empirical investigation as a large-scale study to assess social media engagement (SME) on Instagram tourism posts through the lenses of communication and mental imagery theories. The researcher examined 27,088 Instagram posts with the help of artificial intelligence methods, including machine learning and deep learning. It contrasted the type of message senders (tourists and residents) and visual content features such as pictorial stimuli (places of interest and hospitality services) and centricity (including image with or without people). The results have indicated that photos taken of places of interest and photos with people in them attract much more interest. 
[bookmark: _Toc215449368]2.4 Tik Tok and Short-Form Video Impact.
TikTok is based on video content consisting of short, engaging, and algorithm-based content. In contrast with Instagram, which focuses on the aesthetic curation of content, Tik Tok is more focused on authenticity, trends and entertainment. The type of content in travel-related TikTok often becomes viral because of the style of storytelling, humor, short travel guides, and live experiences. This is because of its viral nature, where destinations stand to acquire instant global publicity.
The algorithmic content of the For You Page on Tik Tok presents people with the content on travelling without any active search. The platform uses opportunity costing to serve the user in a personalized manner as they engage with the videos and are guided by the browsing history and extensive geolocation roles. Therefore, minor destinations can soon become famous. Younger tourists are especially susceptible to the platform, particularly the Generation Zers and the Millennials (Adams, 2025; Elliott, 2024).
According to surveys conducted by industry participants, Tik Tok is now being used by younger users as a travel planning search engine. The increased dependency on TikTok as a destination discovery platform to inform initial stages of travel choice and spontaneous travel behavior point to the increased role of the platform in destination discovery (TikTok Influencing Americans, 2023).
[bookmark: _Toc215449369]2.5 Social Media Tourism Consumer Behaviour Theories.
Consumer behavior is vital in explaining how digital communication can change the decision of the tourists. Consumer behaviour in tourism can be defined as the extent of activities, experiences and choices of purchasing and utilizing of tourism products and services. The Theory of Online Consumer Behaviour in Tourism (2024) defines it as the search and evaluation stage, the decision stage on travel-related aspects and the post-consumption reflection stage. The notions of consumer behaviour, tourist behaviour and travel behaviour have been used interchangeably in the research of tourism since they consider the same psychological, social, and situational factors affecting the choice.
Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour is a construct that describes the behaviour of consumers in terms of three main constructs namely attitude, subjective norms, and perceived behavioral control. Attitudes of tourists in the context of social media tourism are influenced by the visual content, reviews, and endorsement by an influencer. Peer interaction, likes, comments, and social approval have an impact on subjective norms. When the tourists have confidence in their capacity to travel, as indicated by the available online data and flawless reservation, there is an increment in perceived behavioral control (Khan and Rehman, 2024). During-trip stage entails the utilization of the tourism services including accommodation, transport, attractions, and food in addition to real time information seeking. The post-trip phase encompasses experience appraisal, satisfaction, and sharing of the content online, which has an impact on the decision-making of future tourists. Instagram and Tik Tok have an active impact on each of the three levels.
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Figure 1 (Khan & Rehman, 2024)
Social Influence Theory
The Social Influence Theory posits that people have the tendency of adopting the views and actions of other people. The travel influencers, friends, online reviews and online communities play an important role in the social media environment by influencing tourists. Social proof (high levels of engagement, views, likes, shares, comments, etc.) leads to greater credibility and trust. This social validation greatly influences the destination perception and booking intentions especially among the younger travelers who heavily depend on peer recommendations (Kumar, 2024).
[bookmark: _Toc215449370]2.5.3 Electronic Word-of-Mouth (e-WOM).
Electronic word-of-mouth (e-WOM) can be defined as online ratings, reviews, comments and travel recommendations posted by users and e-WOM has a strong impact on the tourism decision process since it is seen as experience-based and unbiased. Bad online reviews may drive tourists away whereas positive ones boost brand trust, quality perceptions and booking intentions. The effect of e-WOM is increased in platforms like Instagram, Tik Tok, youtube and travel review websites (Oza, 2023).
[bookmark: _Toc215449371]2.6 Trust and User-Generated Content.
User-generated content (UGC) entails photos, videos, stories, reviews, as well as travel vlogs by tourists themselves. UGC increases credibility as it is based on actual experiences, and not marketing text. Tourists are progressively turning to UGC in developing preconceptions concerning destinations, lodgings and travel services. UGC is found to be more believable and affective than the official advertisements. Authentic UGC creates emotional associations between destinations and tourists and creates a perception of transparency. But over edited or inaccurate information may one have high expectations that may be not attained, causing post-trip disaffection. It is important to uphold authenticity of user-generated content in promoting trust in digital tourism marketing (Mokhare et al., n.d.; Oza, 2023).
[bookmark: _Toc215449372]2.7 Influencer Marketing in the Tourism Industry.
The concept of influencer marketing has become a leading promotional tool in the tourism sector. Travel influencers are people who promote destinations, hotels, airlines, and other tourism experiences by doing sponsored content and collaborations. Influencers, and micro-influencers, in particular, are viewed as more credible since their relations with followers are more personal and close (Shetye et al., 2025).
Travel influencer marketing is a form of strategy where tourism brands work with digital storytellers to explore destinations, products, and services by telling true stories. Rather than using prepared advertising, influencers show actual travel experiences, which makes the brand communication process look natural and credible. Brand messages are incorporated in visually rich storytelling by influencers that fits platform algorithms and consumer interests. Instagram, YouTube, Tik Tok, and travel blogs are the most popular platforms in influencer marketing as they are designed in a visual nature and have an immersive approach to the content ( Travel Influencer Marketing: Benefits, Statistics, and Strategy, 2025).
As Figure 2 shows, the major advantages of travel influencer marketing are the creation of brand awareness, high engagement rates, authentic content creation, low-cost promotion, and access to niche travel audiences. These benefits justify the reason why influencer marketing has become an essential part of the modern tourism communication strategy.
[image: ]
Figure 2 (Travel Influencer Marketing: Benefits, Statistics, and Strategy, 2025)
[bookmark: _Toc215449373]2.8 Research Gaps
Despite the fact that the current literature on the topic highly recognizes the role of Instagram in the tourism marketing sector, there are few scholarly studies that discriminate the evolution of Tik Tok, which is increasingly gaining prominence. Also, the comparative research that investigates the role of various platforms in developing consumer behavior in different ways in the three stages of travel is lacking. Moreover, although influencer marketing and user-generated content have been extensively investigated separately, there has been little systematic research on their interaction to assess the impact of the two on consumer trust, consumer decision-making, and customer loyalty. The research will fill these gaps by investigating the joint effects of Instagram and Tik Tok on tourism purchases and customer retention.
[bookmark: _Toc215449374]3. Methodoly
This study adopts a qualitative secondary research approach to examine the role of social media, particularly Instagram and TikTok, in shaping tourism decision-making. Secondary research was selected as it enables the systematic analysis of existing academic knowledge, industry insights, and real-world case evidence without the need for primary data collection. This approach is appropriate for identifying dominant trends, behavioral patterns, and strategic practices in digital tourism communication (Cheong et al., 2023).
[bookmark: _Toc215449375]3.1 Research Design
A descriptive and analytical research design was employed to explore and interpret existing studies, reports, and case materials related to social media use in tourism. The descriptive component was used to outline current trends in Instagram and TikTok usage within tourism marketing, while the analytical component allowed for critical examination of how these platforms influence consumer behavior, destination perception, and travel decision-making. This mixed qualitative design ensured both theoretical depth and practical relevance.
[bookmark: _Toc215449376]3.2 Data Collection
Data were collected exclusively from secondary sources to ensure credibility, reliability, and academic rigor. These sources consisted of peer-reviewed tourism and marketing journals, industry and tourism organization reports, digital marketing agency publications, and government tourism websites. In addition, social media analytics reports and documented travel brand campaigns on Instagram and TikTok were reviewed to support real-world application and empirical relevance. The use of established secondary data sources aligns with best practices in qualitative research (Wickham, 2020).
[bookmark: _Toc215449377]3.3 Sampling Technique
Purposive sampling was applied to select relevant case studies and industry examples that directly reflected the research objectives. Well-established global tourism brands, including Visit Dubai, Tourism Australia, Airbnb, and Booking.com, were selected due to their strong digital presence and extensive use of social media marketing strategies. This targeted selection ensured that the data analyzed were information-rich and aligned with contemporary tourism communication practices.
[bookmark: _Toc215449378]3.4 Data Analysis Method
The collected data were analyzed using thematic analysis to identify recurring patterns and key themes related to visual engagement, influencer marketing, electronic word-of-mouth, user-generated content, consumer trust, and customer loyalty. Thematic analysis enabled the systematic interpretation of large textual datasets and facilitated the development of meaningful insights. The analytical approach was supported by principles of secondary qualitative data analysis and dynamic theory development (Akcam et al., 2019).
[bookmark: _Toc215449379]3.5 Ethical Considerations
Ethical integrity was maintained throughout the research process. Only publicly available secondary data were used, and no personal, private, or identifiable user information was accessed or analyzed. All sources were appropriately cited to avoid plagiarism and to ensure transparency and academic honesty.
[bookmark: _Toc215449380]3.6 Limitations of the Study
This study is limited by its exclusive reliance on secondary data, which restricts the ability to capture real-time consumer perceptions and behavioral motivations through direct interaction. Additionally, rapid changes in social media algorithms, platform features, and user behavior may affect the long-term generalizability of the findings.
[bookmark: _Toc215449381]4. Findings 
This part summarizes the major findings of the secondary data analysis, which will be on the use of social media in the tourism industry, the impact of Instagram and TikTok on customer decision-making and on bookings, the impact of visual media, the impact of influencers on booking, the effect of the post-trip sharing on customer loyalty, and the effect of the post-trip sharing on customer loyalty.
[bookmark: _Toc215449382]4.1 Social Media Usage Trends in Tourism
The results show that the tourism brands are turning to social media platforms, especially Instagram and Tik Tok, as the main medium of promoting the destination and interacting with the consumers. The visual storytelling content like reel, live, and short-form video will always create more engagement than the regular static content. Social media has become the most common means through which tourists learn about a destination, accommodation, and an experience than the traditional means of learning about those aspects through travel agencies or brochures. 
[bookmark: _Toc215449383]4.2 Instagram’s Influence on Tourist Decision-Making
Instagram is a determining factor affecting destination image and travelling desires. The heavy focus on the aesthetic visuals of the platform allows tourism organizations to present destinations in a dreamy and emotionally attractive way. The users often save destination posts as a reminder, browse travel pages to be inspired, and use hashtags and geotags to visit new destinations. Instagram is most suited in luxury tourism, resorts, experiential travel and lifestyle destinations.
The research findings also substantiate the fact that pictures of scenic scenery, cultural landmarks, accommodation amenities, and food attractiveness have a potent impact on perceptions that tourists place on the attractiveness of a destination. The visualization feature of the travel experiences to be experienced in future facilitates the motivation to travel and the confidence in the decision-making. Consequently, Instagram has a great impact on the destination image creation and a positive impact on the travel intention and booking behavior.
[bookmark: _Toc215449384]4.3 TikTok’s Role in Destination Discovery
TikTok has become one of the strongest tools to discover destinations especially among Generation Z and young millennials. However, even though Tik Tok is a relatively new platform compared to YouTube and Instagram, it has witnessed unprecedented growth since its introduction in 2016. The platform has more than one billion monthly active users across the world and around 70 percent of the users are below 34 years. This population monopoly renders TikTok particularly powerful among young shoppers.
Based on platform data, the presence of travel content on TikTok has grown by over 410 percent since 2021, as the platform gains popularity as a travel inspiration tool. Over 70 percent of the European users of TikTok claim to be ready to book a holiday, depending on the reviews posted on the app. Moreover, Gen Z users in the United States who use Tik Tok as a travel search engine are estimated to be more than 60 percent. The algorithm of Tik Tok, unlike other conventional search engines, is provided based on user activity, past viewing history, and geo-location. When a user searches for things like best attractions in Paris, this produces a ranked list of video suggestions, which further influences the exposure to other content in future searches through the process of algorithmic learning. These findings are supported by individual user experiences. As an example, Gen Mohacsy, a 25-year-old United Kingdom-based traveler, said that she mostly uses TikTok to make itinerary plans, and it can be more informative than the traditional review sites. 
TikTok is not only inspirational but it also impacts real travel behavior. In the United States, which has an estimated 150 million users, almost 60 percent of the respondents interviewed said that they got interested to visit a new destination because of watching travel videos. More to the point, approximately 35 percent or close to 52.5 million people have visited a new destination directly thanks to the Tik Tok content. The most affected group seems to be the millennials, as 45 percent of them indicate that they made their travel decisions based on what they learned about the destination on the platform (Tik Tok Influencing Americans Tourism Discovery, 2023). 
[bookmark: _Toc215449385]4.4 Visual Content and Travel Perceptions
Good visual information is very important in influencing emotional reactions and perception of destinations among the tourists. There are sunrise landscapes, food reels, adventure sports videos, cultural experiences and hotel walkthroughs that create impactful affective reactions on the viewers. Short travelling videos help the tourists to feel like they have been to destinations even prior to making real travel choices. These visual cues decrease the subjective risk and enhance familiarity of the destination.
The insights indicate that visual realism and experience authenticity are the main agents of engagement. Individuals visiting a specific destination are more willing to believe and connect with high quality content that does not focus on well-written advertisement work but rather the real experiences. Consequently, this has made visual storytelling one of the most powerful aspects of digital tourism communication.
[bookmark: _Toc215449386]4.5 Influencer Impact on Booking Behavior
Travel influencers contribute to influencing the choices of the people in making the booking as they promote destinations, accommodation, airlines, and experience in the tourism industry through sponsored partnerships. Influencers usually publish itinerary ideas, hotel ratings, discounts, and their own travel stories that explicitly urge their followers to take action. Hotel stays and airline collaboration have been identified to give rise to high conversion rates, especially when influencers are considered as coming out as credible and authentic. Influencers with more followers are much more engaged than those with less followers, despite their posting frequency as it can be seen in Figure 3 (Khan and Rehman, 2024). 
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Figure 3 (Khan & Rehman, 2024)
[bookmark: _Toc215449387]4.6 Trust, e-WOM, and Engagement
Tourists trust peer reviews more than brand advertisements. Engagement metrics such as comments, shares, and likes act as indicators of credibility.
Table 1 Impact of social media and Influencers on Travel Booking Decisions in Selected Markets (Adams, 2025)
	Market / Group
	Behaviour Measured
	Statistic

	UK Adults
	Used TikTok for holiday inspiration
	23%

	UK Adults (TikTok users)
	Booked a trip due to TikTok content
	18%

	U.S. Gen Z
	Booked a trip after influencer promotion
	22%

	U.S. Millennials
	Booked a trip after influencer promotion
	32%



Table 1, that shows booking behavior in chosen markets is another supportive fact of conversion effect of influence of social media. In the UK, 23 percent of adults are using Tik Tok to plan their holidays and 18 percent of those users have gone ahead to make a booking. In America 22 percent of Gen Z users and 32 percent of millennials have booked a trip after receiving a recommendation on social media by an influencer (Adams, 2025). 
[bookmark: _Toc215449388]4.7 Customer Loyalty and Post-Trip Sharing
Post-trip sharing is also important in enhancing the relationships between travel brands and tourists. Once the journey is over, tourists post photos, videos, reviews, travel stories on social media. This after purchase information is part of destination image reinforcement and has an effect on expectation of future travelers.
The results demonstrate that the loyal customers interact online with the tourism brands many times by tagging the destinations, providing feedback, and becoming members of digital brand societies. This active interaction forms the circle of inspiration and influence, according to which pasts travelers influence the choices of new tourists. Consequently, post-trip sharing is a major source of digital word-of-mouth and long-term customer loyalty in the tourism sector.
[bookmark: _Toc215449389]5. Discussion 
The results of this paper affirm that Instagram and Tik Tok dominate the modern tourism decision-making process at both pre-travel and post-travel levels. The findings are highly consistent with the theoretical models on tourism consumer behaviour and online communication. The impact of graphically oriented platforms on tourist perception, desires, and behaviors speaks of the transformative age of information searching, assessing and forming trust during the digital age.
The great impact of Instagram on the development of destination image is consistent with the Theory of Planned Behaviour (TPB). Attitudes, subjective norms, and perceived behavioural control affect behavioural intention according to TPB (Khan and Rehman, 2024). The research results show that the use of Instagram plays a critical role in influencing the attitude of tourists using aspirational visual information that comprises scenic landscapes, luxury accommodation, and experiential travel imagery. These visuals create an emotional appeal and positive anticipation that consequently heighten the intention to travel. 
The impact of Tik Tok, in its turn, can be interpreted in terms of the Social Influence Theory and electronic word-of-mouth (e-WOM). The algorithmic flow of viral content on the platform facilitates conformity to new travel trends in which users are driven by trendsetters and peer behaviour. The Findings revealed that a significant percentage of Gen Z and millennials make their destination booking after engaging with the content of Tik Tok, and the platform has a high level of normative influence ( Tik Tok Influencing Americans Tourism Discovery, 2023; Adams, 2025). The social proof is enhanced by the viral characteristics of Tik Tok content as high-engagement rates are interpreted as a marker of truth and desirability. These findings validate the previous studies that emphasize the strength of peer pressure and algorithmic reinforcement in forming digital consumer behaviour (Kumar, 2024; Cheong et al., 2023).
The findings also show that visual storytelling has emerged as the most significant persuasive aspect in tourism communication. The high-quality pictures and short video represented the material that impacted the emotional reaction, the destination attractiveness, and the trust directly. It can be aligned with the mental imagery theory and communication theory in the background of the Instagram engagement study by Blanco-Moreno et al. (2024) and that indicates that images focused on places of interest and those that involve people have greater engagement. Visual realism minimizes perceived travel risk and allows the tourist to mentally simulate the experiences, increasing the intention to visit. 
The ability to influence through marketers became one of the most influential booking behaviour drivers. The results showed that the influencer credibility, the number of followers, and perceived authenticity have a major impact on travel choices, aligning with the earlier studies by Shetye et al. (n.d.) and Mokhare et al. (2025). The impact in Figure 3 also supports the idea that the level of audience trust and social authority has more power than the amount of content posted. It was specifically the micro-influencers that were identified as creating more trust because they are more emotionally connected with their followers. Nevertheless, the growing commercialization of influencer material provokes strong ethical questions, such as sponsored posts without disclosure, fake reviews, and experiences. Such practices destroy consumer trust and negate the principles of transparency that digital marketing is supposed to have.
The key pillars of digital tourism decision-making were seen to be trust and e-WOM. The Findings showed that peer reviews are more reliable than formal brand messages which are in line with the previous studies of Oza (2023). Word-of-mouth is fast and influential in diffusion of information with electronic word-of-mouth being a powerful influencer on destination perception and buying intentions. Nevertheless, the rising danger of fake reviews, paid recommendations, and algorithm manipulation, which do affect the credibility of the information and may harm the tourists, is also a point of the discussion. This is a threat of a big reputation to tourism brands and a regulation issue to platform governance.
Social media was likewise discovered to improve the overall tourist experience greatly through provision of planning tools, assistance in navigation, peer recommendations and real time updates. Travelers also use platforms to get restaurant recommendations, places to see, mode of transport, and some emergency information during their travel. The sharing of experiences after traveling in the form of reviews and visual posts will lead to the establishment of digital memory and social interaction, which supports the branding of destinations. These results confirm the digital transformation of tourism presented by Abebe and Lecturer (2024) who found social media to be one of the largest megatrends that changes tourism operations and its management.
Nevertheless, in addition to these advantages, some challenges in the organization were noted. The fact that platforms like Tik Tok and Instagram are highly data tracked and geolocated presents a threat to privacy. Algorithms can push certain destinations more than others resulting in overtourism, environmental destruction, and social-cultural stress on the residents. The exposure of viruses to the destinations may overwhelm the weak ecosystems and local infrastructure, especially in emerging tourist destinations. It has already been witnessed in TikTok-based travel booms, where a dramatic surge in popularity interferes with sustainable tourism planning (Elliott, 2024).
[bookmark: _Toc215449390]6. Conclusion and Recommendations 
This paper comes to the conclusion that Instagram and Tik Tok have become inalienable digital communication devices in the modern tourism sector. Instagram and Tik Tok are the main drivers of formation of destination image and aspirational visual storytelling and spontaneous discovery of destination travel behaviour, respectively. The two platforms play a crucial role in influencing tourist trust, engagement, decision-making, and customer loyalty, which proves their primary role in the current tourist marketing approaches (Adams, 2025; Abebe and Lecturer, 2024).
It is also established in the study that social media affects all three phases of the tourist decision making process which includes before the trip, during the trip and after the trip. The perception and booking behaviour of tourists are all influenced by visual content, credibility of the influencers and electronic word-of-mouth. Simultaneously, the results show that there are significant obstacles, such as misinformation, ethical concerns, threats to privacy, influencer overstatement and overtourism, that need a responsible form of government and need to be addressed through a sensible approach towards digital strategy.
[bookmark: _Toc215449391]6.1 Managerial and Strategic Implication.
Social media have helped tourism businesses to promote themselves with ease, reach out to their consumers directly, promote their products at low costs, and get real-time consumer feedback. Nonetheless, the strategy of digital tourism communication needs to be successful over time and not in short-term engagement maximization. The brands should also be able to align the marketing goals to the ethical communication principles.
[bookmark: _Toc215449392]6.2 Strategic Recommendations
To begin with, tourism brands need to focus on genuine user-generated content rather than overly commercialized influencer campaigns since authenticity has been proven to be a more effective factor in building trust and involvement (Shetye et al., 2025). Second, to strictly observe the data protection and privacy rules, artificial intelligence-based personalization must be applied to adjust travel recommendations and content suggestions. Third, crisis management and reputation management should be included in the social media ownership of the brands to react quickly to misinformation and negative publicity. Fourth, there should be active promotion of the message of sustainable tourism to reduce overtourism and promote responsible travelling behaviour, particularly in those destinations where the virus is exposed to. Lastly, the tourism organizations are encouraged to always use performance analytics and social listening to track the engagement, indicators of trust and the behavioural feedback to optimize the campaigns constantly.
[bookmark: _Toc215449393]6.3 Future Research Directions
The next step in the research would be using primary data collection techniques such as surveys and interviews with different age groups and cultures as it will help to gain more psychological insights into the digital travel behaviour. Comparison of emerging platforms and cross-cultural tourism markets would become more insightful in terms of the investigation of the changing trends in digital communication in the global tourism industry.
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Fig 1: Instagram Influencer
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The period before starting a journey that someone goes through. It entails the following steps: (1) introducing travel
demands or wishes: (2) gathering information and evaluating it is based on the overall tourist industry and product
image. including the targeted tourism location. actvities available there, the ideal time to vacation. and how o get
there: and (3) making a decision sbout the rip. which may include buying some items that need to be purchased
beforchand.

During-Trip
“This i the time when tourists engage in tourism. which involies consuming goods associated o it including hotel

transportation. attractions. and food. It also entails looking for more information on the range of tourism-related goods
ailable in a certain location.

Post-Trip

“The duration of a seres of travelrelated activities. It s, in essence. the phase of  tourist's journey when they retum to
their home country. During this phase, travelers' esperiences are reviewed, and they are given the opportunity to
express their opinions on specific experiences, as well as on the overall activities and sources. to serve as the

foundation for future decisions. Additionally. the assessment influences potential travel behavior. Tourists may recall
their eperience for upcoming travel plans depending on how satisfied they were with thei trip
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