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Abstract

The development of the tourism industry is influenced by many factors, including social

media. Nowadays, social platforms play a significant role in the process of traveling.

In today's reality, the tourism sector is a crucial source of income for any country, including
the private sector. As a result, it is perceived as a marketing product, which highlights the
necessity of involving public relations, marketing, and the creative industry in the development

process.



The aim of this research is to explore the role of social media in the development of the
tourism sector, and to examine the significance of online media from the perspectives of travel

enthusiasts and professionals in the field (representatives of the tourism sector).

To investigate this issue, I developed a two-stage research design and conducted an analysis

of the results.

In the first stage, through an online survey, the influence of social media on the decision-
making process related to tourism was assessed. The study revealed how media platforms affect
tourists' decisions and behaviors, and to what extent they use online media when choosing

destinations, accommodations, or activities.

In the second stage, I conducted in-depth interviews in the form of surveys and discussions
with industry professionals—representatives of hotels and travel agencies, marketing and sales
personnel, and tour guides. The main goals of this part of the study were to analyze the practical
use of social media strategies and to explore industry professionals’ attitudes toward the influence
of social media. Specifically, how important it is to publish content on online platforms for

promoting tourist destinations.

I also analyzed and described the research findings, and found the process of listening to

practical examples particularly insightful.

Based on the work and research, it was confirmed that professionals recognize the
significant importance of social media for the development of the tourism sector, and travel

enthusiasts actively use social platforms both for planning their trips and for gaining inspiration.

The goals were achieved, as it became clear that without online media, the promotion of

tourist attractions is unimaginable.
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