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SOCIAL MEDIA IN TOURISM: OPPORTUNITIES AND CHALLENGES
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ABSTRACT

Social media has developed into a platform that makes it simple to exchange various types of
information as well as engage in business-related exchanges. This paper gives a general summary of
social media's opportunities and challenges in the tourism sector. In recent years, social media has a big
impact on the travel and tourism sector. Now, tourists have a platform to engage with one another. They
can share their travel experiences on social media sites like Facebook, Instagram, and Twitter. This has
changed how individuals plan and book their vacations and increased the amount of user-generated
material utilising social media. However, also prompts questions about privacy, authenticity, and the
influence of social media on local communities.
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Introduction

Websites and social media offer a lot of information on experiences and reviews of the location,
property, amenities, and restaurants in the tourism business. (Manap Khairul Hilmi A., 2013). Social
media is a medium that enables open, online information exchanges through user dialogues, interactions,
and the exchange of synthetic content. It also plays a bigger part in informing the general public. Social
media has developed into a platform that makes it simple to exchange information and participate in
discussions. Social media is also considered to be a message-sending tool chain that will be
continuously shared by others. Mobile devices and social networking sites serve as the foundation of
social media marketing. The social media platforms offer a platform for communication between
manufacturers and consumers. Communication between the two is much easier than with conventional
advertising. Social networking sites act as the digital equivalent of word-of-mouth. Word of mouth now
has a powerful voice and a large audience because to the internet's capacity to interact with billions of
people globally. The user has the option to post and reshare content about the products on social
networking sites, allowing for the promotion of the products. By repeating the message, the user's
connections can see it, expanding its audience and attracting additional customers to the
product/business. The social networking sites aid in creating virtual communities that enable users to
communicate their needs and wants and values online.

Literature Review

A popular venue for sharing information is social media. Increasing numbers of individuals are
using social media to share reviews, ratings, and their holiday-related experiences (Nikita Singhal, 2018).
Social media offers a range of channels for many stakeholders to interact and share information. Tourism
businesses must establish some sort of framework or guidelines before utilising social media due to its
dynamics and viral potential. The tourist department can use social media to access all information,
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including special events, locations, and trip narratives (text and video). The tourism agency should also
make sure that problematic elements are kept to a minimum (e.g., inadequate information and lengthy
response times), as doing so will encourage visitors to post positive ratings on customer review websites.
The ministry of tourism should also create stronger guidelines and procedures for using social media to
reach existing markets. It might result in the dynamic development of better services based on the
preferences of travellers (Rathore, A. K., Joshi, U. C., & llavarasan, P. V. 2017). Information plays an
important role in the tourism business, which is among the most promising industries in the world. In
recent years, the way that travellers use this information to plan their trip has transformed. The broad
development of information and communication technology, particularly in the tourism industry, was one
of the reasons that influenced this shift. In today's dynamic market environment, distribution strategies,
marketing activities, diversification strategies, and food quality are becoming a greater significance.
Thanks to social networking technology, the world has changed in the twenty-first century. Social
networking sites may create new avenues for consumer and company marketing and commerce
(Vukasovi, T. 2015). Due to social media, customers now have more possibilities for online social
interaction. Consumers utilise social media, similar to online communities, to publish content and connect
with other users.

Objectives of the Study

. Major Social Media tools in Tourism.

. Opportunities and Challenges of Social Media in Tourism.

Social Media Tools

) Facebook: You may connect and share content with family and friends online easily with the

help of Facebook, a social networking site. Mark Zuckerberg founded Facebook in 2004 while
he was a student at Harvard University. It was first made for college students. Anyone over the
age of 13 with an active email address was able to sign up for Facebook by 2006. With more
than 1 billion users globally, Facebook is the biggest social network in existence right now.
Tourism businesses now find it much simpler to reach passengers thanks to Facebook. They
just launched a new programme called Trip Consideration to help travel agencies in focusing
their efforts on Facebook users as soon as they decide to travel in the future, even before
they've chosen where to go.

) Instagram: Kevin Systrom and Mike Krieger developed Instagram, which introduced in October
2010.Systrom sold Instagram to Meta (Facebook's parent company) for one billion dollars in
cash and stock. Instagram has a big number of active users (1 billion per month), which
contributes to its popularity and high engagement rate. Platform users typically engage in
communication in order to learn new things an d receive suggestions from friends, people they
follow, companies, and influencers. This has undoubtedly benefited the tourism industry, which
increasingly posts original content to Instagram and reposts visitor experiences to show off the
variety of the location.

) WhatsApp: Platform users typically engage in communication in order to learn new things . It
enables users to share photographs, documents, user locations, and other content in addition to
text and voice messages, phone conversations, and video calls. The client application for
WhatsApp is available on PCs and works on mobile devices. To sign up for the service, you
must have a mobile phone number. WhatsApp developed a separate business app called
WhatsApp Business in January 2018 that can communicate with the main WhatsApp client.
Beyond physical information centres, the WhatsApp Business Solution gives local tourism
bureaus the chance to develop a more direct and personal relationship with tourists.

) You Tube: Platform users typically engage in communication in order to learn new things a
Registered users of the well-known video sharing website YouTube can upload and distribute
videos to anybody with access to the site. Additionally, these videos can be shared and posted
on other websites. Former PayPal workers started working on YouTube in 2005, and Google
acquired the company the next year (2006). In both media and advertising, it has had a
significant effect. Travellers use the Internet to not only plan and book trips, but also to make
sure their trip is ideal. Look up "travel hack videos" to find how many there are. YouTube also
includes travel-related vlogs (video blogs), in addition to reviews, suggestions, and how-to
videos, travel tours and footage, and official travel brand videos.
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Opportunities of Social Media in Tourism

. Marketing: Social media sites like Twitter, Facebook, and Instagram are effective tools for
promoting travel destinations, goods, and services. Tourism companies can utilise social media
to produce and distribute interesting content, such pictures, videos, and tales, that highlights
their products and draws in potential clients.

. Engagement Customers: Social media enables tourist firms to communicate with and establish
relationships with their customers in real-time. Businesses can demonstrate that they value their
consumers by responding to their comments, inquiries, and concerns and giving them a better
tailored experience.

. User-Generated Content: Social media users frequently share their travel experiences on
these platforms, which creates a useful source of UGC that travel agencies can leverage to
market their services. Businesses can highlight the genuine experiences that their customers
have had with their products and services by reposting user-generated material.

o Influencer Marketing: The tourism industry recently experienced a rise in the use of influencer
marketing. Tourism businesses can work together with social media influencers to advertise their
services and get in front of more people.

) Customer Feedback: Social media platforms provide customers a way to express their
opinions regarding tourism services. Businesses can utilise this input to enhance their goods
and services and enhance the consumer experience.

o Branding: In the travel and tourist sector, social media can become a potent instrument for
brand building. Businesses may have a strong online presence and position themselves as
industry leaders by sharing interesting information and connecting with customers.

In conclusion, social media offers tourism enterprises a range of opportunities to market their
brand, communicate with customers, sell their products, and develop user-generated content.

Challenges of Social Media in Tourism

Social media has revolutionized the way people travel and share their experiences with others.
However, it has also presented some challenges for destination tourism. Here are some of the
challenges:

) Overcrowding: Social media can create a buzz around a destination, leading to a surge in
tourism. This can lead to overcrowding, which can have negative impacts on the environment,
local infrastructure, and the quality of the tourist experience.

. Overtourism: Social media can also contribute to over tourism, where the number of tourists
overwhelms a destination's capacity to handle them sustainably. This can lead to environmental
damage, strain on resources, and conflicts with local residents.

. Pressure to create "Instagrammable" experiences: Social media has created a culture of
"Instagrammable" experiences, where tourists prioritize getting the perfect shot for their social
media profiles over experiencing the destination. This can lead to a homogenization of tourism
experiences and a loss of authenticity.

) Cyberbullying: Social media has also created new forms of bullying and harassment, including
cyberbullying. Tourists who have negative experiences at a destination may use social media to
spread negative comments and reviews, leading to reputational damage.

. Privacy Concerns: Social media can also raise concerns about privacy, as tourists may
unwittingly share personal information or their location with strangers, leading to safety concerns

Conclusion

Today, tourists mainly depend on social media in search of information about their destinations.
The use of social media has had a major effect on how people plan their leisure and vacation activities.
Social media platforms are used by tourists for informational searches, experience sharing, and decision-
making. The promotion of sustainable tourism is greatly aided by social media platforms. Through a
variety of social media channels, travellers develop and distribute destination tourism information, which
has a big impact on where they decide to go. More and more customers use the tourist information on
social media as a key resource when selecting their travel destinations.
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