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INTRODUCTION
Since the rise of the Internet in the early 1990s,
the world’s networked population has grown
from millions to billions. Over the same period,
social media have become a fact of life for civil
society worldwide, involving many actors regular citizens, activists, nongovernmental
organizations, telecommunications firms,
software providers, governments etc.

• The social media is an important aspect of tourism industry.
It provides to the tour operators a multitude of tools
through which they can influence consumer perceptions,
tools that are easy to use, have low costs but can at the
same time, if not properly used to negatively affect
consumers.

• Social media provides information for travelers on the
destination and the touristic enterprises located at such
destination and contains the opinions and experience of
people who have traveled there, affecting the decisionmaking process. On the other hand, tourism enterprises are
able to reach the ideas and opinions of the travelers on their
experience via social media and thus understand their
customers better and gain a competitive edge in the market.

CONCEPTS AND THEIR PARTICULARITIES
IN ROMANIA
Nowadays, the terms “tourism” and
“tourist” can be appreciated as
international terms and are used, in
most modern languages, in the
designation of travel and, of course,
people traveling
for tourism
purposes.

Social media are online platforms that facilitate global
collaboration and sharing amongst users. It includes
websites and other online tools (called social networks)
that enable people and organizations to get, create, and
share content by interacting with others about topics of
common interest.

THE RELATION BETWEEN
SOCIAL NETWORKS AND
TOURISM
o Technological

advancement has contributed to
fundamental changes in the tourism industry
and helped people to make a travel decision.
Nowadays, tourists have more confidence in
the opinions of other people who have
traveled to a certain country, area, only using
social networks.

o Tourism industry relies mainly on information
and communication technologies for
promotional activities, sales or development
of customer relationship.

•

When it comes to travel and decision
making, we can remember the saying "A
picture is worth 1,000 words". Instagram is
based on images, and a really good photo,
which conveys a state, if it’s accompanied
by a short story, can make the difference
between going over it without mattering
and making a travel decision.

•

People started using social networks in
as many ways as possible. For example, on
Facebook, before the appearance of the
“Marketplace” sales function, people
created groups for the purpose of selling.
For example, at local level (Mureș county),
we have many groups, such as: “Buy Sell
Mureș”, “Mureș Market”, “Announcements
Mureș”, each of them having thousands of
members.

CASE STUDY - SAMPLE PRESENTATION

CASE STUDY - FINDINGS

We’ve also used the chi square test to see if there are certain statistical
correlations between various variables and the conclusions were as follows:

•

the hypothesis "There are no significant differences between age and
the temptation to go on a trip because of a photo seen on a social network"
was rejected, the value of chi square (36,685) being higher than the
likelihood ratio (26.12);

•

the hypothesis "There are no significant differences between age and
posting holiday photos on social networks" was rejected, the value of chi
square (17,068) being higher than the likelihood ratio (16,811);

•

the hypothesis "There are no significant differences between marital
status and the use of hashtags" was rejected, the value of chi square (2,835)
being higher than the likelihood ratio (2,705).

CONCLUSIONS
• Statistics show that people are each day more and more present in the online
environment and on social media, share their vacations, opinions, ideas and
criticisms through them, and in response, social networks have "adapted" and they
give us what we are interested in, observing our past actions or coming with new
and more attractive facilities.

• Online platforms, such as social networks, blogs, video, audio, or knowledge
sharing platforms, are considered as marketing tools because they offer both the
possibility to promote products and services and also to obtain precious information
about the needs and behaviour of consumers.

• Today, social media has a significant impact over the tourism industry, most of the
time, the user generated content is more important than any official information, so
it’s crucial for any company to develop a solid and effective social media strategy.

According to our study, the profile of the person who’s influenced by social
networks in making a travel decision is: woman, aged between 18-29 years old,
employed and unmarried, lives in urban area and graduated a University. She
spends around 2-5 hours a day on social networks, does not follow travel
agencies on social media, was tempted or traveled because of a photo seen on
Facebook and Instagram, follows on Facebook pages / travel groups, was not
tempted to buy an offer posted on social networks by a travel agency, did not
have a planned vacation during COVID-19, but plans a trip to relax after the
restrictions imposed by the authorities will be lifted, posts on Facebook and
Instagram holiday photos, specify location in social media posts, and don't use
the hashtag option.
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THANK YOU!
ANY QUESTIONS?

