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ABSTRACT 
 

Internet access has resulted in the rapid development of social media, bringing together users 

from around the world. Everything from leisure to travel and tourism is impacted by social media. It was 

the purpose of this research to find out what role social media has had in influencing people's holiday 

destination choices and how they make those decisions. Using sub-goals to focus on how travel and 

decision-making were impacted during Covid - 19, social media marketing has become effective.  

Research shows which social media platforms are used the most regularly. Where they acquire 

their inspirations for the next location. Travel plans are affected by social media. From where they get 

the information about their destination. Marketers acknowledge the importance of social media 

marketing. How social media is being used by marketers to attract customers before and during COVID-

19 and the tactics used by marketers. As the value of reading reviews grows, examining facts before 

acting is crucial. The study found that participants were more confident in TripAdvisor and 

Booking.com than other sites. Despite the low average, social media messages influenced individuals' 

holiday plans. Most participants relied on social media, search engines, and family/friends for 

information. Covid-19 impacted some participants' local and foreign decision-making. These studies 

showed how social media and other variables impact vacation decisions. It allows marketers to develop 

and distribute content with a bigger audience to penetrate foreign markets and retain advertising amid 

the Covid-19 epidemic. "Social media marketing" includes sponsored ads and other paid promotions. 

Effective "boosted" posts. Too much information causes people to lose interest in a trip, according to 

interviews. Facebook tends to target an older demographic, whereas Instagram's following is younger. 

Hotel marketing materials must be informed and interesting to be successful. It lets marketers tell 

whatever story they want. The marketer may utilise social media to create useful content and advertise 

their product or service. A questionnaire was conducted with the local population via social media 

platforms and interviews were conducted with local marketers of five- star hotel and DMO. 

 

 

Key Words: social media, Marketing, Tourisms, Destination, Decision-making. 



    
 

 
 

ACKNOWLEDGEMENTS 
  

I would like to express my greatest gratitude for this thesis was made possible by my research 

tutor Mr. Martin Debattista and his direction, help and support were essential. It was a joy to learn from 

him. Thank you for all you have done for me, which has also helped me focus on my research and 

achieve my goal. Sincere thanks to my family for their unwavering support during the process of 

achieving this goal. Last but not least, I would like to thank everyone who contributed to my academic 

success and assisted me in completing my degree. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



    
 

 
 

 

Table of Contents 

ABSTRACT .............................................................................................................................................................. 3 

ACKNOWLEDGEMENTS ..................................................................................................................................... 4 

List of Tables............................................................................................................................................................. 7 

List of Figures ........................................................................................................................................................... 8 

Chapter- 1.0 Introduction........................................................................................................................................ 1 

Chapter- 2.0 Literature Review .............................................................................................................................. 3 

2.1- Impact of Social Media platforms on Tourism .......................................................................................... 3 

2.2.1- Different social media and uses. ........................................................................................................... 4 

2.2.2 - Influences on tourists’ content sharing. .............................................................................................. 5 

2.2.3- Social media Statistics............................................................................................................................ 5 

2.2.4- Malta Tourism Authority (MTA) on social media marketing. .......................................................... 6 

2.3- Demographic of tourists using internet and social media. ........................................................................ 6 

2.4- Destination Marketing on social media and its influence on Tourists. .................................................... 7 

2.4.1- Visual Destination Marketing ............................................................................................................... 8 

2.4.2- Destination Marketing and DMO’s ...................................................................................................... 9 

2.5- Effects of Covid-19 on Travel and Tourism how travel and decision making were influenced during 

covid - 19. .............................................................................................................................................................. 9 

Chapter- 3.0 Methodology ..................................................................................................................................... 13 

3.1- Summary ...................................................................................................................................................... 13 

3.2- The purpose and research approach ......................................................................................................... 13 

3.3- Research Design .......................................................................................................................................... 13 

3.4- Methods used ............................................................................................................................................... 14 

3.5- Selection of Participants ............................................................................................................................. 15 

Chapter- 4.0 Analysis and Discussion of the Results .......................................................................................... 16 

4.1- Tourists’ destination selection Questionnaire. ......................................................................................... 16 

4.2- Summary of Questionnaire results ............................................................................................................ 31 

4.3- What role does visual marketing play in your social media strategy?................................................... 32 

4.4- How are you using social media to cater for potential visitors’ needs and interests? .......................... 33 

4.5- What are you doing to persuade viewers to select, view and share your content? ............................... 34 

4.6- What strategies do you find most effective to increase sales? ................................................................. 35 



    
 

 
 

4.7- Did your social media strategy change during the Covid-19 Pandemic? If yes, in what way? ........... 35 

4.8- What is the biggest challenge that most social media practitioners have? ............................................ 37 

4.9- What online platforms does the business mainly focus on in context of social media marketing? 

What type of content do you find most effective to increase exposure?........................................................ 38 

4.10- Which platforms are you finding the most productive, either in return on investment (ROI) or in 

engagement? ....................................................................................................................................................... 39 

4.11- Are you refreshing your social media marketing strategies with a more modern concept? If yes how 

often? ................................................................................................................................................................... 40 

Chapter- 5.0 Summary of the interviews ............................................................................................................. 41 

5.1- Summary of interview with the marketing department of a destination marketing organization 

responsible for the local area............................................................................................................................. 41 

5.2- Summary of interview with marketing department of a Five-star Hotel. ............................................. 41 

5.3- Summary of interview with Marketing department of DMO who takes are of foreign affairs. ......... 42 

5.4- Similarities in the interview results and discussion of the results. ......................................................... 43 

Chapter- 6.0 Conclusion and Recommendations ................................................................................................ 45 

6.1- Research Limitations. ................................................................................................................................. 46 

6.2- Recommendations ....................................................................................................................................... 46 

Chapter- 7.0 References: ....................................................................................................................................... 48 

Chapter- 8.0 Appendix: ......................................................................................................................................... 57 

8.1- Questionnaire screenshots: ........................................................................................................................ 57 

8.2- Consent Forms ............................................................................................................................................ 63 

8.3- Interview Questions .................................................................................................................................... 67 

 

 

 

 

 

 

 

 

 



    
 

 
 

List of Tables 

           Table 1: Pre- Covid-19 travel frequency representation.............................................. 17 

Table 2: Social Platforms representation. ..................................................................... 18 

Table 3: From where Tourists get inspiration representation..................................... 19 

Table 4: Review of destination representation. ............................................................. 20 

Table 5: Reliability of reviews of different website representation. ............................ 22 

Table 6: Representation of participants scale of how influenced they are with information 

provided on social media. ................................................................................................ 22 

Table 7: Changes in participants itinerary because of social media representation. 23 

Table 8: Where tourists do their research for their future location representation. 24 

Table 9: Scale of Covid-19 effects on future trips. ........................................................ 25 

Table 10: To determine whether individuals are being impacted by Covid-19 ......... 26 

Table 11: individuals who went on a local vacation.................. ………………………31 

 

 

 

 

 

 

 

 

 

 



    
 

 
 

List of Figures 

Figure 1: The world’s most used social 

platforms………………………………………………………………………………..……..21 

Figure 2: Common words in responses to Question 

14…………………………………………………………………….…...…………………….28 

Figure 3: Questions number 14 full 

answers………………………………………………………………….…….……………….29 

Figure 4: Questions number 14 full 

answers……………………………………………………………………………..………….30 

Figure 5: Questions number 14 full 

answers…………………………………………………………………………..…………….31 

Figure 6: Questions number 14 full 

answers……………………………………………………………………..………………….31 

  



    
 

1 
 

Chapter- 1.0 Introduction 

Technology and tourism have come a long way and with the turn of the century they are 

more intertwined than ever before. The introduction of the internet has revolutionized a lot of 

different industries, especially the tourism industry. It has connected the world, it has brought 

globalization the trading and sharing of skills, ideas, cultural ways, data, and information 

countries together. Technology has created a new life one can call it a second life on the internet. 

Thanks to the internet, social media has exploded companies such as Facebook which has 2.9 

billion users around the world (Kemp, 2022). With the help of modern devices such as mobile 

phones, desktop computers, laptops, smart watches, and tablets also having internet wherever 

one goes people became very dependent on such devices especially when it comes to deciding a 

destination to travel to. People now a days do not realize how influential social media has 

become in order to look up a destination. In this post-modern era when an individual decides to 

travel the first thing he would do is search for the destination on the internet.  

Decision-making is a process that all travelers do and in all its phases, social media 

serves as a main source of information. The process involves the design, use, and evaluation of 

tourist goods, with information serving as a key component throughout (Briandana and Dwityas, 

2022). Nowadays, the tourist industry relies on information and communication technology for 

promotional activities, sales, and customer connections, and one of the most prevalent methods 

to communicate is through social media. When a tourist is deciding on a place, the most crucial 

information comes from internet influence. The link involving travel and technology is deeper 

than before, with companies increasingly using social media to advertise their products and 

engage with customers in a more personal and intimate way. Because of the internet's 

pervasiveness in modern life, social media may be one of the most effective techniques for 

destination marketing and advertising. Social media has been demonstrated to be an effective 

tool for communication, quickly spreading over the region. Visitors are among the businesses 

that have reaped the most benefits from the internet, though as a result, social media has become 

an integral component of any local or national tourist promotion and planning. The study will 

look at the role and impact of various social media platforms when it comes to selecting a tourist 

location. This study will also investigate how social media has influenced decision making and 

the factors that influence how people choose their vacation destination. The study will 
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investigate what makes social media marketing so effective nowadays with sub-goals focusing 

on how travel and decision making were influenced during Covid - 19. 
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Chapter- 2.0 Literature Review 

2.1- Impact of Social Media platforms on Tourism  

The phrase "social media" can be defined as Internet-based channels that allow 

individuals to engage and selectively self-present in opportunistic ways, either in real-time or 

asynchronously. User-generated material and the sense of engagement with others are valuable 

to both large and limited audiences (Carr, and Hayes, 2015). Social media is internet-based and 

allows users to quickly exchange content such as personal information, documents, films, and 

images via electronic means. It may be characterized as a combination of connections, behaviors, 

feelings, attitudes, and interactions between customers and brands in which there is 

multidirectional communication and experience sharing using enhanced communication methods 

(Mróz-Gorgoń, and Peszko, 2016.). Today, the internet is used by 5 billion people worldwide, 

accounting for 63 % of the global total. Internet users are also increasing, with one of the most 

recent data suggesting that the world's online population increased by about 200 million in the 

year leading up to April 2022 (Datareportal, 2022). According to estimates, there will be 4.65 

billion social media users worldwide in April 2022, accounting for 58.7% of the entire global 

population. Social media user counts have also increased in the recent year, with 326 million 

active users joining the platform since from period last year (Datareportal, 2022). What this 

means is social media has gained a lot of popularity in the last few years as it has integrated into 

our everyday life. It was found out that people spend an average of 2 hours and 27 minutes using 

social media every day. It provides the opportunity for its users to meet new people, upload 

pictures and videos, join groups and organizations, and create professional networks. People seek 

information about all sorts of things they evaluate and make a decision (Paul, Roy, and Mia, 

2019).  

According to Stackla, 86 % were enthusiastic in each place after viewing user-generated 

material about it. According to SocialToaster, 84% of millennials are likely to decide their own 

holiday depending on another's social post. Social advertising may be an efficient way to raise 

brand recognition and target a specific population that is likely to engage in your goods and 

services (Parks, 2020). It was also found out that, 49 % of Americans think Facebook is the 

social media network that most encourages them to travel. As per Smart Insights, 55 % of 

individuals enjoy social pages relating to upcoming vacations and one in every five tourists uses 
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social media to evaluate their vacation arrangements (Parks, 2020). TripAdvisor is now typically 

used to read comments regarding destinations and other products such as restaurants, hotels, 

attractions, museums, tours and work as a review and standards method for tourists. Thanks to 

this tourist can have some sort of expected experience with the help of pictures, sounds and 

videos shared through social media beforehand (Pabel and Prideaux, 2016). 

2.2.1- Different social media and uses.  

In a separate study it was identified, 36.5% of individuals use social media for ideas and 

inspiration for travelling, while 60% share images from their travels on social media each week 

over a million travel related searches are being done, so whether we are planning a trip or taking 

a holiday, travel and social media are inextricably linked (Temblador, 2022). How has this 

changed tourism? Social Media is being used to search, manage, distribute and categories travel 

stories. Travel bloggers use Blogger and Twitter, communicate through Facebook and 

TripAdvisor, Media sharing on YouTube, Pinterest, snapchat and TikTok. Most of the young 

generation tend to rely on social media when choosing a destination and it is also common that 

they are inspired by a post shared on social media by someone who travelled to a destination 

(Roth, E., 2022). Other social media which are popular are Foursquare, Trover, spotted by locals 

and Couchsurfing. These have various uses to maximize one’s experience at a certain destination 

(Roth, E., 2022). 

Social media is utilized in a variety of ways, both for leisure and for business. Social 

media may be utilized to improve the effectiveness of a company's present marketing strategy 

(Dallimore, 2011.). In recent years, social media has changed the way we communicate and 

interact with one another. Various social media sites drew people of all ages to participate. The 

constant evolution of mass communication has had an impact on how businesses connect with 

their consumers especially in the tourism industry (Yao, 2016,). Tourism businesses are using 

social media as a method to reach out to more clients. Tourism is becoming more popular as a 

result of social media. Tourism and hospitality social media have developed enormously in the 

recent decade as a result of technological advancements such as Web 2.0. Thanks to these 

platforms, the tourism businesses increase their rating and recognition among the tourism 

industry in order to attract mass travelers (Mkono, and Tribe, 2017.). These platforms include 
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social Media sites such as Facebook, YouTube, Instagram, Twitter, LinkedIn, WhatsApp, 

Pinterest, and Reddit (Walsh, 2021). 

2.2.2 - Influences on tourists’ content sharing. 

In a study done by Arica et al., according to the findings, environmental, relational, and 

security issues influenced travelers' willingness to share their vacation experiences on social 

media, however personal concerns did not. Awareness of environmental issues was the most 

effective strategy to reduce participant sharing. This implies that improving environmental 

elements will enhance the likelihood of tourism consumers sharing material. Smaller measures 

toward improving security and privacy concerns will also increase the likelihood of sharing 

material on social media (Arica et al., 2022). It was also found out that the motives of charity, 

personal satisfaction, and self-actualization had a beneficial influence on visitors' willingness to 

share their trip stories on social media. Personal fulfilment and self-actualization were the most 

significant driving elements. These findings indicate that sharing behaviors may not be 

observable when people do not believe social media content posting is valuable in terms of 

achieving their own objectives (Arica et al., 2022). 

2.2.3- Social media and travel statistics. 

Different social media have different effects on the decision-making process in a survey 

by WeSwap found out that 28% of Millennials prefer to use social media and is trusted more 

over other sources such as magazines, television, Google, and TripAdvisor reviews (Haines, 

2022). In a NYU study it shows 59% of families use travel websites such as TripAdvisor and 

Expedia were resources they used for information or inspiration for choosing a destination and 

what to do, while 10% said Instagram, 74% said search engines, 51% said travel review 

websites, 30% said social media, 12% said travel agents, and 8% said blogs (NYU, 2019). 

Travelers in order to plan their leisure travel, 58.2 percent of travelers preferred to use any user-

generated content, 32.5 percent preferred hotel reviews, 29.6 percent preferred travel reviews of 

destinations, 30.8 percent preferred reviews of restaurants or activities, 13.5 percent preferred 

travel itinerary or blogs, 33.3 percent preferred Facebook, and 26.3 percent preferred group 

discount websites. 
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2.2.4- Malta Tourism Authority (MTA) on social media marketing. 

In regards of adapting to changes in digital communication and social media platforms, as 

well as the shift in tendencies toward individual tourism, the MTA views these changes as 

possibilities rather than challenges (Vladimirova, 2011). In this regard, MTA has developed 

additional efforts for participation in new media, web portals, and e-marketing, prompting the 

construction of a digital asset management system. MTA developed an online web content 

management system that includes a library of high-resolution pictures and videos of the Maltese 

Islands. These are accessible to the public and some were developed to assist future travelers, 

tour operators, and journalists to attract more tourists. Anyone can use the website to download 

whatever content they require, whether as a keepsake or for commercial purposes (Vladimirova, 

2011). 

2.3- Demographic of tourists using internet and social media. 

In a study conducted by (Ansted and Anandkumar, 2016) it was found that tourists during 

the pre-trip preparation who are between 20 – 30 years old are the most likely to use social media 

websites such as photo and video sharing and social networking and the least likely to use review 

sites. People over the age of 40 are more likely to use review websites. During the trip 20 – 30 

were more likely to use social media platforms and the 40 – 50 group were the least likely to use 

social media but were more likely to use review sites and in post trip younger people are more 

likely to use social media to share their travels and 30-50 were more likely to use review sites 

post trip. In a separate study that was conducted by (Fotis, Buhalis and Rossides, 2012) it was 

revealed that 78% of the participants after the trip used social media mainly to the purpose of 

sharing photos and experiences with family and friends. Before the travelling stage 45% of the 

participants used social media in order to search for ideas where to go for a holiday were as 42% 

used social media to look up attractions and activities that can be done at the destination. During 

the holiday 50% of the participants said they used social media to stay connected with their 

family and friends were as 30% used social media to look up holiday related information only 

17% used social media during the holiday to post comments and reviews of their experience.  

(Simms, U Gretzel - Enter 2013 Conference on Information and …, 2013) Did a survey 

with a sample size of 2526 individuals and it was found that 57.4% of the participants have used 

online generated content such as social media websites for planning their latest trip. It was also 
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found that when travelling to an international destination there was a use of social media 

especially with Generation Y which was born in 1983 onwards were more likely to use social 

media from three different studies, we can see a pattern were social media has been a major 

influence when planning, during and after the trip was done. (Pabel, Prideaux, 2016) conducted a 

study to understand the use of social media in tourism pre planning information search and it was 

found that out of 986 participants 27% used social media specially to look up information 

regarding the destination. The top websites used out of those 27% were TripAdvisor with 73.5%, 

followed by Travel blogs with 45.5%, Facebook 42.2%, Twitter 4%, Flickr 3.3%, and other 

websites which added up to 6.2%. In the same study it was also found the top three most popular 

social media sites used were TripAdvisor with 49.1%, Travel blogs with a 29.9% and Facebook 

16.5%. 

2.4- Destination Marketing on social media and its influence on Tourists. 

Destination marketing and management may be defined as a dynamic, visitor-centered 

strategy to a location's economic and cultural growth that balances and combines the interests of 

tourists, service providers, and the communities. Destination marketing is a marketing strategy 

used in the tourism industry that includes advertising a specific area and its benefits rather than a 

company's product or service. The primary goal of destination marketing is to raise client 

awareness and interest in the place prior they visit (Team, 2022). The development of marketing 

and destination management has tremendously aided the tourist industry's continued growth 

throughout the years. Population increase, economic wealth, corporate expansion, and age-

related travel habits, as well as social elements such as culture, the internet, and social media, all 

assist the tourism sector shape and adapt in response to the demands and desires of today's 

travelers, who are spoiled for choice and made todays tourism marketing and highly competitive 

one (Wang, 2011.).  

Now a days destination marketers have great tools, better than ever with the help of social 

media, it is a current way to reach out to customers. With all the user generated media it is 

becoming increasingly easy and quick to look up a destination and interact directly with various 

businesses to help the individual decide on a location and get the best possible outcome 

(Olanrewaju et al., 2020). With the help of social media marketers can influence the masses as 

the goal of destination marketing is to attract the attention of the customers to come to their 
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destination. In a study it was found that businesses will clearly sell their destination across many 

social media channels in order to obtain a cost advantage over conventional marketing and 

advertising techniques. This is done by sharing messages from other customers, promotional 

information, business activities shared online and by sharing comments and likes (Olanrewaju et 

al., 2020). A study by Fink et. Al (2018) was conducted to find out the long-term impact of 

social media marketing with celebrity endorsement and it was found that this approach has 

proven that it can be long lasting investment as much as four years which makes it an immensely 

powerful tool. This method can be applied to a destination in order to increase the purchasing 

intent of destinations (Fink et al., 2020.). 

Destination marketing uses the emotions of potential customers because the strategy is 

based on selling the experience and makes them think of what it can be like if they decide to go 

and to boost the reputation and interest in the set destination (Team, 2022). It was found that 

social media has elevated the manner on how marketing of a destination is done it allows the 

tourist to communicate with not just the destination prior visits but also with other tourists who 

had visited the place beforehand thanks to this the tourist can acquire large amount of 

information and opinions regarding the place. Such information can be gathered by Posts, 

blogging, sharing of experiences, photos, and ideas (Kiráľová and Pavlíčeka, 2015). The way to 

market has changed because of the internet. The tourism industry has changed to be both the 

information provider and the sales channel. By marketing images, videos, and other information 

portals of destinations through social media tourists from all over the world can examine them 

and be influenced to visit the destination (Kiráľová and Pavlíčeka, 2015). 

2.4.1- Visual Destination Marketing 

There are many factors to consider when deciding where to go on vacation, and one of 

the most significant factors is the perception of a place by the public. This perception is known 

as the "tourist destination image" (TDI). The competitiveness of destination tourism is enhanced 

by a positive tourism image, which boosts visitor loyalty and satisfaction and supports the long-

term growth of tourist destinations (Xiao, Fang, and Lin, 2020). It is becoming increasingly 

common for travellers to post their trip stories on social networking sites like Facebook and 

Twitter social networking sites (SNSs). Travel images have been uploaded by users to the 

network in the tens of millions. Consequently, scientists are increasingly focusing their attention 
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on SNS images to better comprehend TDI. SNS has more images of tourist sites than search 

engines, and these photos may be utilised to objectively portray their image (Zhang,'et al.). 

Affective destination images and pleasant emotions are more likely to impact purchase decisions 

in advertisements. Images of locations have always been used to convey experiences and feelings 

and influence consumers in the tourist industry. A location's decision-making and behavioral 

processes are more intimately linked to its affective destination picture (Griffin 'et al.).  

2.4.2- Destination Marketing and DMO’s 

With all these changes in marketing destinations Destination Management Organizations 

(DMO) had to change their strategies. The Destination Marketing Association International 

describes DMO as an entity that represents a specific location and assists in the development of 

communities with the help of travel and tourism policies and regulations (Pabel, and Prideaux, 

2016). It is increasingly noticeable that DMO’s need to incorporate social media in their 

marketing strategy. Such DMO are also responsible for advertising destinations, attracting new 

events, conventions, economic advantages of tourism to other countries (Pabel, and Prideaux, 

2016). The introduction of social media has changed how tourists research and decide on 

destinations. For someone who has never visited the destination they would search on the 

internet for their main source of information through mass media platforms (Echtner & Ritchie, 

1991). At this stage, the tourist is being influenced by the Destination image provided. The 

Internet has made the destination image more dynamic given the option to review other users' 

opinions and content sharing (Hunter, 2016). By having online information influencing the 

destination image as a result DMO’s can use the visitor's participation in the development of the 

destination image by delivering important and fair information in a way which is easily 

understood by the masses through proper marketing of the destination so DMO must encourage 

tourist to stay engaged with content creation particularly on social media (Molinillo et al., 2018). 

2.5- Effects of Covid-19 on Travel and Tourism how travel and decision making 

were influenced during covid - 19. 

The WHO designated Covid-19, a worldwide pandemic, in March 2020. Many countries 

responded by closing their airports and restricting travel as much as possible. This had drastic 

effects on the travel and tourism industry. International tourists had between 70-75% negative 

growth and there are 100 – 120 million direct tourism jobs at risk (Dong-Shang, C., 2021.). 
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Tourism has been one of the industries most impacted by the COVID-19 epidemic, with 

significant economic and social consequences. As per the UNWTO World Tourism Barometer 

(January 2021), foreign inbound tourism has dropped by 74% from about 1.5 billion in 2020 to 

381 million in 2019, the lowest percentage ever recorded. Although all areas have been severely 

impacted, Asia and the Pacific have suffered more than any other, with an 84 % fall in foreign 

visitors, followed by the Middle East and Africa, with a 75 % decline. It is estimated that 

international tourist arrivals would take 2.5 to 4 years to recover to pre-crisis levels. Airlines' 

financial losses are anticipated to exceed USD 370 billion because of the drop in commercial 

flights, with Asia/Pacific accounting for 32% of the losses, followed by Europe (27%), and 

North America (24%) (CCSA, 2021). According to the ICAO projections (March 2021), 

worldwide passenger numbers in 2021 would be 44 to 56 percent lower than in 2019. This 

decrease in passenger would result in an additional USD 281 to 351 billion losses in gross 

passenger operation revenues for airlines. 

According to the most recent available statistics, global inbound tourism more than 

doubled with +130%) in January 2022 relative to 2021. There are 18 million additional visitors 

reported globally during the first weeks of this year, which meets the overall rise for the entire 

year of 2021. While these numbers show the upward trend that began last year, the rate of 

recovery for January has been slowed by the appearance of the Omicron variety and the 

reinstatement of travel restrictions in certain areas. Despite a 71% drop in 2021, overseas visitors 

in January 2022 stayed 67% under pre-pandemic figures (UNWTO, 2022). 

According to the National Statistics Office (NSO) in Malta inbound tourists in February 

2020 was of 145,821 of which 143,353 came by Air transportation (NSO, 2022), this statistic is 

pre- covid as the first Covid-19 case in Malta was recorded on 7th March 2020 (Times of Malta, 

2020). Comparing the inbound visitors' statistics of February 2021, it fell to 9,151 a drastic 

change from the previous year and later in February 2022 there is a recovery going up to 65,101 

from 2021 to 2022 (NSO, 2022). During this time, new Covid-19-related restrictions were 

enforced in Malta, which had a direct impact on travel and tourism not just for residents but also 

for international visitors. Between March 8th and March 21st, 2020, a series of inbound flights 

were terminated, first from Milan and then throughout Italy. All passengers flying in from all 
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destinations were asked to stay in quarantine for 14 days upon arrival, and eventually all flights 

from/to all destinations were suspended (NSO, 2022).  

This is an unprecedented moment where a virus has not just affected travel and tourism 

but all types of industries around the world (Dong-Shang, 2021.). Scholars believe that such an 

event was inevitable because adding the factors of globalization and the middle class travelling 

everywhere global tourism and population movement has resulted in further spreading of the 

virus (Wen, J., Kozak, M., Yang, S. and Liu, F., 2020). Following the decrease of Covid-19 in 

specific locations, tourism began to recover, with hotels, tourist destinations, restaurants, and 

transportation reopening. Nonetheless, a second wave has caused tourism activity to decline in 

several regions. (Collins-Kreiner, and Ram, 2020).  

This threat to the tourism industry has altered all travel-related decisions in an instant. 

Comparing covid-19 pandemic with previous pandemics, the severity of this pandemic is much 

greater on most of the world’s markets. Governments had to do lockdowns, quarantines, reduce 

inbound and outbound tourism and introduced that a vaccine is needed in order to travel. In 

different research it was found that local people of tourist destinations had mixed feelings and 

fear of the infection with lack of regard for the economic consequences of not having tourists. It 

was found that risk perceptions had some sort of an influence on the quality and safety of a place 

which resulted in a negative impact on tourists (Godovykh, M., Ridderstaat, J., Baker, C. and 

Fyall, A., 2021). Even though it has been said many times that the tourism industry is an 

exceptionally resilient one and it has the capacity to change, adjust and recover from 

catastrophize the problems that covid –19 has brought put the whole sector in a stress test 

(Vărzaru, A. A., Bocean, C. G., & Cazacu, M. (2021)). According to a study in South Korea the 

cancellation of tours, having facilities closing, access denied to tourism sites and the constant 

changes to air and sea itineraries were the most severe repercussions of Covid-19 in relation to 

local and other tourism destinations. Understandably the choice of travel during a pandemic is 

limited and hard but according to this study people's sensitivity towards the virus has decreased 

with time and the mass media has had a significant impact. It was found out that thanks to the 

advancements of vaccines and the spread of positive information by the media had increase the 

confidence of people to start travelling again. It also implies that appealing tourist places or items 

that appeal to visitors' inner requirements are essential to their success. Marketers must therefore 
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provide tailored or customized tourism products and services to gain visitors' interest (Wang, J., 

Choe, Y. and Song, H., 2021). 

International tourism commenced its recuperation in January 2022, producing better 

results than in the previous year. In January 2021, global visitors more than doubled 130%, with 

a rise of 18 million (UNWTO, 2022). This is also the same growth as in the entire year of 2021 

against 2020. Despite the positive findings, the Omicron variation as well as the reinstatement of 

travel restrictions in numerous places slowed the rate of recovery in January (UNWTO, 2022). 

According to research done by TripAdvisor 65% of leisure travelers did not travel at all 

internationally in 2020 but 47% of the global travelers said they would travel abroad in 2021. It 

was also found that 30% of all respondents said that they have no intention of traveling in 2021 

(TripAdvisor, 2022). According to TripAdvisor, in 2021 between the months of January and 

April most hotel searches for trips were for domestic location whereas international trips were 

more sought after between the months of May – December. A report by Forbes said that Post – 

Pandemic indication show a “revenge spending” behavior is one of the factors that show that 

industry is recovering (Bird, 2022). In a similar survey by TravelPulse indicates that there is a 

Pent-up demand for travel because of stay-at-home orders (Janeen, 2022). It is interesting to 

notice in a Study done by TripAdvisor in 2021 said that the Covid-19 vaccines that the 

government are rolling out are having a direct influence on the rate of recovery of leisure 

travelling. The result was that around 77% of the participants said they are more willing to travel 

abroad if they took the vaccine and 86% for domestic travel. After receiving the vaccine, it was 

found out that 34% of the participants in the US are more confident in taking an overseas trip in 

2021 (TripAdvisor, 2021).  
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Chapter- 3.0 Methodology 

3.1- Summary 

In this Chapter the research methods used and procedures in order to conduct this study 

are as follows. The data collection methods, the design and the analysis of the data are also 

explained in detail. In this research quantitative data was collected through online- based 

questionnaires, an interview with the marketing department of a 5-star hotel and interviews with 

Malta Tourism Authority (MTA) representatives. All data collected was analysed throughout. 

The results of the data are later explained. 

3.2- The purpose and research approach 

The purpose of this study is to identify how social media impacted the decision making 

of an individual when choosing a destination and what factors are important in making social 

media tourism marketing effective. 

1. To identify the role and impact of various social media platforms when it comes to selecting 

a tourist location.  

2. To identify how social media has influenced decision making and the factors that influence 

how people use social media to choose their vacation destination.  

3. To investigate how social media marketing is being used to influence destination choice by 

hotels and DMO’s  

4. To understand how travel and decision making were influenced during Covid - 19. 

 

3.3- Research Design 

The data was collected through an online based questionnaire using a random sampling 

method. Some of the questions in the questionnaire were designed to collect data in order to 

identify which social media platforms were being used by the participants in order to research 

their next destination. What factors are important for the participants when choosing a 

destination such as online reviews and how important they are and how reliable these websites 

are. The data was collected through an interview with the marketing department of one five-star 

hotel and two interviews with two different people from MTA, one responsible for international 

digital marketing and the other local digital marketing. The questions were well thought out and 
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the aim of these questions was to collect data from the marketing departments of different 

businesses regarding the use of digital marketing such as social media marketing in order to 

attract and influence an individual in choosing a destination. An element of Covid-19 questions 

can be found in both the questionnaire and the interview questions. A summary of each interview 

is presented and comparison and discussion of the interviews with the literature review and the 

questionnaire results was done. Furthermore, this research will help the reader to have a better 

understanding of what the consumer uses.  

This type of tool was chosen above other tools because it is a method which is fast, 

accurate and data is easier to collect for this type of research. The tool used to conduct the 

questionnaire is Microsoft Forms. It is a web-based form builder that allows people to create 

surveys, polls, and quizzes straight in their website. Users may design party invites and basic 

text-based surveys for offices, schools, and institutions. Users can select a template or create a 

new framework with their own options. It provides six response types, including multiple-choice, 

rating, written replies, and so on. Users can export data to Microsoft Excel. Microsoft Forms 

may be constructed straight in the browser. Microsoft Forms has an easy-to-use interface and 

may be used by amateurs. Microsoft Forms are available for free with a Microsoft 365 

subscription. SurveyMonkey is available as free and premium. 

Links of the questionnaire were shared in various places such as social media platforms 

on the survey information regarding the purpose of the research can be found so that participants 

knew for what reason they were filling the questionnaire. Simple English was used so that any 

person that does the questionnaires regardless of their education would be comfortable when 

filling the questionnaire. 

 

3.4- Methods used 

The survey consisted of 9 multiple-choice questions, 2 demographic questions, 2 open-

ended questions and 3 rate questions. The aim was to conduct a survey of 150 individuals. The 

survey was created on Office Forms and distributed electronically via shares and emails. The 

data collected from the first three questions of the survey pertains to the demographic of the 

participants. The rest of the questions of the survey were designed to understand the influence of 



    
 

15 
 

various social media platforms when gathering information regarding a destination, the influence 

and reliability of various websites that provide information and review information of 

destinations, The influence of Covid-19 in decision making regarding vacation destination 

selection. The individuals are anyone who is from the young and older generations that use social 

media and other websites in their travel selection and who have travelled in the last few years. 

The interview consisted of 9 questions, and they were designed to be all open-ended to give the 

liberty of expression with no constraints to the interviewee and to gather as much information as 

possible regarding the subject. 

 

3.5- Selection of Participants 

The questionnaire was shared on social media platforms for anyone to fill in the criteria 

to fill it in such as young and older generations that use social media and other websites in their 

travel selection and who have travelled in the last few years would be enough as criteria to 

participate within a few weeks more responses were being done in order to maximise the number 

of participants. The questionnaire was not limited to local people, but also international people 

could complete the questionnaire. The total number of responses was 100 individuals. All the 

participants were told on the questionnaire description that the information provided by them 

was all confidential and anonymous. Three five-star hotels were contacted and two destination 

management organizations (DMO) via e-mail. Only one five-star hotel and one DMO accepted 

for the interview. The selection process of the hotels was done by researching the top 10 hotels in 

Malta recommended by TripAdvisor as for the DMO research was conducted on a search engine 

and contacted the relevant DMO’s 

Before collecting the data, participants who took part in the interviews agreed and signed 

a consent form in order to use the data provided for this research. The data collection period was 

around 40 days long. All survey responses were done online, and the interviews were done in 

person and the location according to where the interviewee wanted. 
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Chapter- 4.0 Analysis and Discussion of the Results 

4.1- Tourists’ destination selection Questionnaire. 

The questionnaires were completed by N=100 participants in total. The questionnaire 

questions are available in the appendices. More than half (59) of the 100 replies were from 

women, whereas just (38%) of the comments came from men. One percent of the participants 

identified as non-binary, while two percent of the participants preferred not to disclose their 

gender at all. Referring to Questions: 1,2 and 3 these are all demographic in nature Gender, age, 

and degree of education. 

The surveys were disseminated via a variety of online platforms, there may be a 

correlation between the age discrepancies and the distribution method used. In the study, 43% of 

participants were between the ages of 17 and 25, and 30% were between the ages of 26 and 35. 

The average age of the participants ranged from 36 to 45 years old, making up about 18% of the 

total. Participants aged 46 to 55 made up 5% of the sample, however there were none beyond the 

age of 65. 

Referring to question 3 about their educational level, 2% went to elementary school, 6% 

went to secondary school, 11% acquired a Diploma MQF 4, and 28% obtained a Higher national 

diploma. With 39 percent of respondents, the most generic form of education was a bachelor's 

degree, followed by 13 percent who had a master's degree, and just 1 percent who had a Ph.D. 

According to the World Bank's database of economic growth collected from officially recognised 

sources, Malta's labour force with higher education (percentage of total workforce with higher 

education) was 86.46% in 2020. The World Bank acquired actual statistics, statistical data, 

estimates, and forecasts for Malta's working population with advanced education (% of total) in 

May 2022. (Economics, 2022). 

Referring to question 4 17% of respondents said that they travelled less than once a year, 

35% stated that they travelled at least once a year, and 31% stated that they travelled twice a year 

The average number of trips per year was three for 10% of those who travelled, and four for 6% 

of those who travelled. Among those who responded, none travelled more than five times a year, 

and just one percent travelled more than five times a year overall. 
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Travel Frequency Number of responses Percentage% 

Less than once a year 17 17% 

Once a year 35 35% 

Twice a year 31 31% 

Three times a year 10 10% 

Four times a year 6 6% 

Five times a year 0 0% 

More  1 1% 

Table 1: Pre- Covid-19 travel frequency representation. 

 

In Table 2 the most common response was Facebook with 78% of the respondents using 

it, Instagram with 76% usage, LinkedIn with 48%, only 9% use Snapchat, 5% use Twitter, 

YouTube with 57%, TikTok with 22%, and Pinterest with 24%. When comparing data acquired 

with data discovered by Datareportal in January 2022, one can observe the parallels of Facebook, 

Instagram, and YouTube being among the four most popular social networks in the globe. 

Social Media Platforms Number of responses Percentages% 

Facebook 78 78% 

Instagram 76 76% 

LinkedIn 48 48% 

Snapchat 9 9% 

Twitter 5 5% 

YouTube 57 57% 

TikTok 22 22% 

Pinterest 24 24% 
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Table 2: Social Platforms representation. 

 

       Figure 1: The world’s most used social platforms source: (Datareportal – Kemp, 2022). 

 

Referring to table 3, the purpose of this question was to elicit a concept and a knowledge 

of where people acquire their original ideas or inspiration. 67% stated that they are motivated by 

family and friends. It can be shown that word of mouth is a highly common approach for people 

to be inspired since they may acquire first-hand knowledge from someone who has already 

visited that location. travel agency pages, 18% said they get inspiration from influencer pages, 

15% said they get inspiration from travel online advertisements, 40% said they get inspiration 

from seeing Instagram Hashtags, 17% said they get inspiration from travel blogs, books, and 

magazines, 26% said they get inspiration from YouTube videos, 16% said they get inspiration 

from Pinterest boards, the second most common was from Google search with 58% of people 

searching online and 20% said they get inspiration from Pinterest boards. Temblador conducted a 

survey in 2022 and discovered that 36.5% of people use social media to acquire travel ideas or 

inspiration, while 60% post travel-related content like photos and videos. 
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From where they get 

inspiration 

Number of Participants Percentages% 

Family and friends 67 67% 

Travel agency page 10 10% 

Influencer page 18 18% 

Travel online advertisement 16 16% 

Instagram hashtags 40 40% 

Travel blogs, books, and 

magazines 

17 17% 

YouTube videos 26 26% 

Pinterest boards 16 16% 

Google search 58 58% 

Other 20 20% 

Table 3: From where Tourists get inspiration representation. 

 

Referring to Table 4 the question asked was from a scale of 1- 10 (10 being the highest) 

how important are destination reviews for the participants and the average answer is 7.13 out of 

10. As customers become increasingly resistant to traditional marketing methods, peer-to-peer 

online evaluations are becoming more essential. Infact the most common answer for this 

question was 8/10 which amount to 24% of the total responses. There are several studies that 

have shown reviews have become an important aspect for example it was found that when online 

reviews were negative individual had a sense of distrust towards the destination (Su et al., 2021). 

Another study indicates that the greater the quality of the information that the individual 

retrieves, the further they regard the service to be of excellent quality, which will also contribute 

to customer experience. The findings also show that trust influences two forms of behavior 

which are recommendation adoption and word-of-mouth (Filieri, Alguezaui, and McLeay, 2015). 

This indicates that people tend to read the reviews and if they had a pleasant experience, they 

would share it with others this also correlates with the results of table 6 as the most common way 

to get inspiration for their next destination people talk with friends and family. 
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Review scale Number of Participants Percentage% 

1 5 5% 

2 1 1% 

3 2 2% 

4 2 2% 

5 7 7% 

6 11 11% 

7 15 15% 

8 24 24% 

9 13 13% 

10 12 12% 

Table 4: Review of destination representation. 

 

Peer-to-peer material on these websites is important since consumers are only looking for 

trustworthy and authentic information about their location. Referring to Table 5 79% of 

Facebook users said that the reviews are very reliable, 51.5% said that the reviews are somewhat 

reliable, 24.8% said that the reviews are neither reliable nor unreliable, 11.9% said that the 

reviews are somewhat unreliable, and only 3% said that the reviews are not reliable at all. One 

percent of Expedia users thought the reviews were extremely trustworthy, while another 40.6% 

thought they were somewhat reliable, another 34.7% thought they were neither reliable nor 

unreliable, and 9.9% thought they were completely unreliable. Most participants believe 

TripAdvisor reviews to be trustworthy, with 30.7% saying they're extremely reliable, 51.5% 

saying that they're a little dependable, and just 1 percent saying they're completely unreliable. 

According to Yelp, 49.5% of the reviews were neither trustworthy nor unreliable, 33.7% were 

somewhat reliable, and 5.9% were entirely unreliable. 24.8% of those polled said Booking.com 

was very dependable, 47.5% said it was moderately reliable, and just 1% said it was completely 

untrustworthy. For 50.5% of Kayak's users, reviews are neither trustworthy nor dependable; 

5.9% feel they are absolutely unreliable. There were 18.8% of reviews that were highly 

trustworthy, 38.6% of reviews that were fairly reliable, and 3% of reviews that were not at all 

reputable for Airbnb. Reliability scores for the Google search engine range from very dependable 
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(19.8%) to somewhat reliable (41.6%) to completely unreliable (2%). 49.5 percent of reviews 

came from Hotels.com, which regarded them as neither reputable nor unreliable. Only 45.5% of 

customers at Cheaptickets.com agreed that the reviews were either credible or unreliable. 

Findings show that TripAdvisor and Booking.com are the most trusted sources of online reviews, 

with TripAdvisor having the highest percentage of participants who rated it as both "extremely 

reliable" and "somewhat reliable," while Booking.com had 24.8% of participants who rated it as 

"very reliable." When it comes to making travel arrangements, research shows that other people's 

recommendations have an impact, and most review readers think they're a great way to learn 

about holiday destinations and services and to avoid places they would not like (Gretzel, and 

Yoo, 2008). It is widely accepted among reviewers who read the content that reviews increase 

confidence and help reduce risk by making it easier to imagine what a destination is like before 

visiting. Decision in the end processes may be made more efficient by using reviews, which 

make it less likely that a decision would be regretted later. It is also possible to tell whether 

websites are known to the participant based on the proportion of "very reputable" ratings they 

received from Yelp and Kayak as well as hotels.com and cheaptickets.com. 

 Not 

reliable 

at all 

Very 

unreliabl

e 

Somewhat 

unreliable 

Neither 

reliable nor 

unreliable 

Somewhat 

reliable 

Very 

reliable 

Facebook 3% 1% 11.9% 24.8% 51.5% 7.9% 

Expedia 2% 2% 9.9% 34.7% 40.6% 10.9% 

TripAdvisor 1% 0% 2% 14.9% 51.5% 30.7% 

Yelp 5.9% 1% 5.9% 49.5% 33.7% 4% 

Booking.com 1% 1% 11.9% 13.9% 47.5% 24.8% 

Kayak 5.9% 2% 8.9% 50.5% 29.7% 3% 

Airbnb 3% 1% 6.9% 31.7% 38.6% 18.8% 

Google Search 2% 2% 4% 30.7% 41.6% 19.8% 

Hotels.com 5% 3% 5% 49.7% 33.7% 4% 

Cheaptickets.co

m 

5% 5% 9.9% 45.5% 31.7% 3% 
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Table 5: Reliability of reviews of different website representation. 

 

Referring to table 6, the average of 100 replies is 6.50 out of 10 points. The higher the 

number, the more affected you are. Twenty-four percent of those who took the test received an 

8/10. This large sample size implies that individuals are influenced by the information they 

discover on social media platforms like Facebook and Twitter. A study by Scholfield found that 

40% of UK residents aged 18 to 33 said they choose their next vacation based on how Instagram 

able it would be. This shows that the younger generation is influenced by the information 

provided and gives more importance to what they expect at the destination in order to look better 

on social media. When it comes to vacation destinations, it's all about how "Instagram able" they 

are. Only 48 percent of respondents were inspired to travel by material published by influencers 

or celebrities in a Stackla poll, whereas 86 percent of respondents were inspired to travel by 

content shared by family and friends (Noston, 2022).  

Review scale Number of Participants Percentage% 

1 3 3% 

2 5 5% 

3 5 5% 

4 4 4% 

5 11 11% 

6 8 8% 

7 18 18% 

8 24 24% 

9 8 8% 

10 5 5% 

Table 6: Representation of participants scale of how influenced they are with information 

provided on social media. 

 

Information on whether participants modified their travel plans because of social media 

posts may be found in Table 7. This information is essential since people prefer to study areas to 

visit before they go abroad and while they are there, which is why this knowledge is essential. If 
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these 100 participants' schedules were altered as a result of information they received on social 

media about a certain location, the results of this study will demonstrate how they were affected. 

18% of those who took part in the survey either did not know or did not remember making any 

changes to their previous vacation because of social media. Most respondents (39%), or the vast 

majority of those who responded, did not modify their intentions. For 36% of the Participants, 

some of their initial intentions were amended as a result of the meeting. Because of information 

gained via social networking sites, 4% of participants had their plans significantly changed, and 

3% had their plans entirely altered, according to the study. 

 Number of Participants Percentages% 

I do not know; I do not recall 18 18% 

My initial itinerary was not 

altered 

39 39% 

In the initial travel vacation 

itinerary, I made a few 

adjustments 

36 36% 

The initial travel itinerary 

was significantly altered 

4 4% 

My initial travel plan was 

totally altered 

3 3% 

Table 7: Changes in participants itinerary because of social media representation. 

 

Table 8 questioned participants where they do their research for their destinations. This 

information is critical because it provides readers with an understanding of the methods used by 

participants to conduct research. Search engines including Google, Bing, Baidu, and Yahoo 

(Forsey, 2018) accounted for 77% of all participants in the study and were the most often used 

method of finding information. Social media is the second most preferred source of information 

for 68% of the participants. Families and friends are the primary source of information for 52% 

of individuals. TripAdvisor and Expedia accounted for 44% of the findings. National Geographic 

travel stories make up only 7% of all travel articles, whereas travel blogs like Jones around the 

globe make up 15%. The majority of the younger generation relies on the internet to get 
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information, except for family and friends, according to the findings of this study. There are also 

three additional popular methods: using social media, using search engines, and using travel-

related social media platforms like Facebook and Twitter. With the ability to see what other 

people think and share their own information, Hunter (2016) discovered that the Internet has 

given the destination a more dynamic image. DMOs may exploit the involvement of visitors in 

the construction of the destination image by presenting vital and fair information in a manner 

that the public can readily understand by having online information influence the destination 

image (Molinillo et al., 2018). Using various social media platforms may have varying impacts 

on the decision-making process. When it comes to information, 28% of Millennials trust social 

media more than other sources, including periodicals, television, Google, and TripAdvisor 

(Haines, 2022). 59% of families use travel websites like TripAdvisor and Expedia for 

information or inspiration when picking a destination and activities to do, according to an NYU 

study, while 10% use Instagram; 74% use search engines; 51% use travel review websites; 30% 

use social media; 14% use travel agents; 8% utilise blogs; (NYU, 2019). 

Different Sources of 

Information 

Number of Participants Percentage% 

Social media (Facebook, 

Instagram 

68 68% 

Travel blogs (Jones around 

the world, Expert Vagabond) 

15 15% 

Search Engines (Google, 

Bing, Yahoo) 

77 77% 

Social Travel website 

(TripAdvisor, Expedia) 

44 44% 

Magazines (National 

Geographic) 

7 7% 

Wikitravel articles 0 0% 

Family and Friends 52 52% 

Table 8: Where tourists do their research for their future location representation. 
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Question 12 is about Covid-19. Because it has caused significant disruption to the tourist 

business over the previous two years, with travel limitations and all of the varied municipal 

restrictions in various locations, it is critical to acquire information about the situation on the 

ground. On a scale from 1 to 10, with 10 being the greatest, the participants were asked how 

much they believe Covid-19 would have an impact on their future international travel. This 

question had an average score of 6.52/10, which is more than 50%. The most often given 

response was 7/10, with 24% of those who took part in the survey stating that Covid-19 would 

have an impact on their future travel plans in some way. "Low rating (1-4)" was selected by 11 

percent of those who responded. What this demonstrates is that individuals continue to believe 

that Covid-19 will have an impact on their vacation plans in some way. It should also be 

considered that as time progresses, more limitations will be lifted by other nations and travel will 

become more convenient, therefore it is projected that this finding will be less when applied to 

future study. Using their study findings, González-Reverté et al. (2022) discovered that shifts in 

the way certain travelers travel might be interpreted as an adaptive and transient response to the 

impact danger of catching the disease. 

Rating Score Number of 

Participants 

Percentages% 

1 5 5% 

2 2 2% 

3 3 3% 

4 6 6% 

5 11 11% 

6 10 10% 

7 24 24% 

8 16 16% 

9 7 7% 

10 8 8% 

                       Table 9: Scale of Covid-19 effects on future trips. 
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Table 10 is a straightforward yes/no question. The query was whether they had had a 

vacation or vacationed abroad since the onset of the Covid-19 epidemic. The findings reveal that 

most participants (60%) said that they had not been outside of the country since the pandemic 

began, while 40% stated that they had travelled outside of the country since the outbreak began. 

 Number of Participants Percentages% 

Yes 40 40% 

No 60 60% 

Table 10: To determine whether individuals are being impacted by Covid-19 

 

Answering "Yes" to the preceding question prompts the discussion to continue with 

"Open-Ended Question 14." The issue was whether or if their decisions were influenced or 

impacted by the circumstances of the countries, they visited during Covid-19, and if so, how. 

One person responded, “Not at all, it feels like Covid doesn’t exist here” referring to the nation 

the participant was in. Another replied,  “Not really. I did not make any changes in relation 

to my visit except for following what the requirements are and obey them.” Another participant 

said, “Not really I simply checked if there will be anything open for activities which there was, 

bars closed a bit earlier and the vaccine certificate was more enforced than it was locally but 

otherwise not much effect.” “I was not comfortable going to certain areas heavily hit by Covid” 

other participants said. As can be seen from the responses, the severity of the limitations imposed 

by the destination country is a major factor. In this example, a person proactively undertook 

research to limit the impacts of covid-19 before travelling by confirming ahead of time what was 

open and what was not. 57.5% of the participants reported being influenced in some form. As 

one person said,  “Yes, it did because we had a few trips planned and they had to be 

cancelled because of restriction in the amount of people in the group” another stated, “It 

influenced me since some of the countries which I wanted to visit had very serious restrictions.” 

“Yes, since I made the decision to travel, I researched certain places and landmarks that were 

on social media, to get information about any restrictions/ documentation I needed. I also read 

comments to see what people that were also travelling had to say about the safety of the place” 

one traveller said in an email. According to one comment, “It was a bit of a hassle as I could not 

go in some places” while another said, "It was very safe." Moreover, half of the participants 
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(55%) claimed that Covid-19 had an impact on their trips, while the other half (45%) said that 

they had no impact or were just mildly affected. Interesting to see that 12 respondents which 

sums up to 30%, mentioned restriction in their answer one could say that restriction was the main 

cause of disruptions in their travels. 

 

                        Figure 2: Common words in responses to question 14 
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                  Figure 3: Screenshot of question 14 and answers 
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               Figure 4: Screenshot of question 14 and answers 
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               Figure 5: Screenshot of question 14 and answers 

 

 

        Figure 6: Screenshot of question 14 and answers 
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Table 14 is a yes or no question, and it is a follow-up question for people who answered 

"NO" to the inquiry about travelling abroad since Covid-19 got underway. The issue in this 

instance is whether the tourist choose to go on a local vacation since they did not go on a foreign 

holiday during Covid-19. For this question, there were 60 replies, 20 of which said that they had 

had a local vacation, and 40 of which stated that they had not taken a local vacation at all. 

 Number of Participants Percentages% 

Yes 20 20% 

No 60 60% 

Table 11: individuals who went on a local vacation. 

 

The last question, number 16, was a continuation of question 15 for individuals who had 

replied "yes" to the prior question about whether they had had a local vacation. If the Covid-19 

situation in their local area had an impact on or impacted their choice as to where to go, they 

were asked this question in response. After analyzing all of the responses, the most frequent 

response was "No," with 16 respondents stating that Covid-19 had no impact on their local 

vacation. Twenty percent of the responses indicated that they had chosen to stay at a hotel. There 

were four people who said that they had been impacted by Covid-19, and they stated that they 

were: "Yes, we mainly stayed in public spaces as opposed to restaurants/bars..." and that they 

were "Yes, because of the Restrictions." 

 

4.2- Summary of Questionnaire results 

Survey participants are mostly young, educated people who like travelling once or twice 

a year, according to the results of the surveys. They are all internet users, and they utilise a 

variety of social media platforms on a regular basis, according to the statistics. In order to find 

out more about a potential vacation spot, most people consult with close friends and family or 

look it up on the internet. As the importance of reading reviews rises, it is becoming more vital to 

examine information before acting on it. Participant confidence in social travel websites like 

TripAdvisor and Booking.com was shown in the research to be higher than other websites. Even 

though the average was not very high, participants were swayed by social media posts and 
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altered their initial holiday plans as a result. Social media, search engines, and family/friends 

were the primary sources of information for most participants. According to the collected data, 

Covid-19 had an impact on certain participants' decision-making, both domestically and 

internationally. These findings gave the researcher a glimpse into how people's holiday choices 

are influenced by social media and other factors. 

 

4.3- What role does visual marketing play in your social media strategy? 

The aim of this question is to understand how much importance they are giving to visual 

marketing as according to the literature found The Internet has made the destination image more 

dynamic given the option to review other users' opinions and content sharing (Hunter, 2016). 

According to research on consumer behaviour, people get their knowledge from a variety of 

sources, both local and global, while making travel plans. Research has shown that the most 

significant information to users in the initial stages of planning a vacation is information that 

describes the experiences that may be had at a place via the use of words and visuals (Lončarić, 

Bašan and Marković, 2013). Interviewee 1 described visual marketing as an imperative role. 

Their main aim is to catch the eye of the tourists, they also redesign the main website to make it 

more visually appealing and less text heavy.   “So, visual marketing plays an imperative 

role, our main aim is to catch the eye of the tourists”.” So, our aim is to provide the users with 

an idea of what Malta has to offer so as to encourage them as much as possible to visit.” 

Interviewee 2 said that visual marketing is very important. She also said that unless you 

don’t have effective visuals the strategy in terms of promotion is not effective. She believes it 

needs to be a mix of static images and videos.  “Visual marketing is very very important in 

terms of social media because unless you have effective visual your strategy in terms of 

promotion is not that effective if it is only words that you are pushing out there if it's only a 

message it is not effective if its only visual it is not that effective either it needs to be a balance 

between the two. But the visual has to be very effective, very clean, sharp and I believe it needs 

to be a mix of static imagery and visuals.”  

Interviewee 3 said that when it comes to visual marketing, they try to convey the 

sensations that they are trying to get the visitors triggered to choose their destination as opposed 
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to competitors. So, for the most part, the visuals themselves must look authentic. They do not 

have to look acted out or fake and colorful to be eye catching. By showing enough details about 

the background of the location for the visit there to also start painting a good picture in their 

mind of what the destination might look like. From the data provided, all three interviewees 

agree that visual marketing is an essential part of digital marketing in order to attract visitors. 

 

4.4- How are you using social media to cater for potential visitors’ needs and 

interests? 

Interviewee 1 said that “in terms of social media, I am more in charge of creating 

sponsored ads campaigns on Facebook and Instagram”. The aim to target potential specific 

users is that they cannot do a one for all approach, but it needs to be targeted at a specific group 

of people and by doing so it will help you generate a good return on investment (ROI).  

Interviewee 2 had a similar answer depending on the promotion they base their target 

audience this means they select specific group of people as well. “So, we do work with social 

media platforms we normally base a whole plan depending on the promotion we are pushing out 

and that is where the strategy falls into place to have the particular social media platforms you 

want to use.” 

Interviewee 3 For the visitor's needs, usually they tend to go for the aspect of showing 

either the different activities that they may be doing in Malta or different gastronomy they have a 

very gastronomy in Malta and fresh Mediterranean diet. “So basically, we try and paint a full 

picture of the diverse products on offer. So usually in our campaigns, they are geographically 

targeted, and segment driven.” According to literature the major goal, according to most DMO 

marketers, is to provide visitors with a true sense of what the place is like (Ružić and Biloš, 

2010). 

The results from Question 11 of the survey show that 68% of respondents use social 

media to research their destination, which is in line with what was indicated in Interview 1 and 2 

by running Facebook and Instagram ads campaigns or more specific promotion in order to attract 

visitors. 
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4.5- What are you doing to persuade viewers to select, view and share your content? 

The aim of this question is to understand what the marketing team of the hotel and the 

DMO are doing to get their content shared. Interviewee 2 said  “I believe that even though 

the main aim is to promote your services it must be engaging and interesting, so it is not only an 

advertisement you are pushing out there. The visual needs to be story we are basing a lot our 

promotion on telling a story, basing it on local flares, flavors and traditions combined with what 

we offer.” “Creating engagement exercises such as contests but doing them in a fun and elegant 

way” as said in literatures Destination marketing uses the emotions of potential customers 

because the strategy is based on selling the experience and makes them think of what it can be 

like if they decide to go and to boost the reputation and interest in the set destination (Team, 

2022).  

Interviewee 1 said  “We tend to target by age as well. So, let's for example, certain ads 

for instance, on Facebook, obviously, we're going to target people who are older whereas on 

Instagram younger people, the demographics and we tend to try to experiment in terms of how 

much we're going to spend for each and every market” and “The difference between digital and 

traditional marketing is the digital now we have the option to cater it to create ads, which are 

specific for tourists.” According to respondent 1, they target by age, which is why they utilise 

numerous social media platforms to appeal to and persuade certain people. According to the 

questionnaire, the majority of respondents were young, although 27% were above the age of 36, 

and 78% use Facebook and 77% use Instagram that is why interviewee 1 said “For instance, a 

party advert would likely yield a negative ROI among elder demographics, so it is imperative to 

target wisely”. 

Interviewee 3 said they try to get the message across to all types of visitors from larger 

European countries and they also cater for north America and Asia. He said that one of the 

messages that they try to send is that there is so much to do on the island, and you can go from 

point A to B across the island within 45 minutes as he said it “So it's already a diverse product 

or others for instance, in the morning you could be in Golden Bay, spending the afternoon 

swimming and sunbathing. And in the evening, you could be having a very nice lunch dinner in 

violet are in one of the very good restaurants and there are no available there.”  
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4.6- What strategies do you find most effective to increase sales? 

Interviewee 1 said  “In our case, Malta is our product. When we run campaigns 

online, we make sure to track everything using Google Analytics, GTM, etc. These tools allow us 

to determine which buttons are being clicked the most, which offers are performing best, pages 

tec. We also do ab testing when running sponsored ads with different images/ videos.” 

Interviewee 2 said social media marketing is a mix of several techniques including paid 

advertising and boosted posts, amongst others. In order to be successful, promoted posts must be 

accompanied by articles that relate to or at least provide a preview of the topic. A survey 

indicated that at least 43% of consumers judged their travel decisions based on what they saw on 

social media and as said by the interviewee "Boosted posts are incredibly effective". 

Interviewee 3 said  “Whenever we have a campaign, or even on our website, we try 

and have a good call to action. With the advent of our new website, as well, we now have the 

facility for booking your trips via the widget we installed from Skyscanner. Okay, so even us as 

visit Malta, we are constantly trying to increase sales. In terms of the overall strategy. Again, we 

target the right audience. So, for example, we're constantly checking out the industry and what's 

going on and what's happening. So even during the time of the air, we know who to target, be it 

for example, young couples, or young groups or be it the slightly older families, maybe with two 

young children or even like the pensioners.” All interviewees, hotel and DMO try to select their 

best segment of the market to attract it does not matter if they are local or foreign and they all use 

tools such as Google analytics to help them see their performances. 

4.7- Did your social media strategy change during the Covid-19 Pandemic? If yes, in 

what way? 

Because of Covid-19 it is clear that the tourism industry got heavily hit. This had drastic 

effects on the travel and tourism industry. International tourists had between 70-75% negative 

growth and there are 100 – 120 million direct tourism jobs at risk (Dong-Shang, C., 2021.). 

During this time, new Covid-19-related restrictions were enforced in Malta, which had a direct 

impact on travel and tourism not just for residents but also for international visitors all 

passengers flying in from all destinations were asked to stay in quarantine for 14 days upon 

arrival, and eventually all flights from/to all destinations were suspended (NSO, 2022). 



    
 

36 
 

Interviewee 1 said that “Since the airport and posts closed, we had to shift our strategy to an 

awareness one. Building awareness among the users to show them that Malta exists. When we 

started easing restrictions again, we started converting our campaigns to traffic ones, trying to 

push potential Travellers to book tickets and visit our islands.” 

Interviewee 2 said that “social media was considered as a supporting system rather than 

a main lead to generate traffic. However, because covid-19 hit and obvious the property and 

services were limited if not closed at a certain time social media was more focused more and 

everything was being diverted to social media than digital marketing. Where we could properly 

track because nothing else was happening. Return in terms of engagement. Return in terms of 

interest and return in even revenue so we could understand how important than an again social 

media at this point and in fact post covid our main focus in terms of budget being spent are 

mainly on digital media and main highlight on social’s.” According to literature a Forbes’ 

research showed one of the signs that business is rebounding from the pandemic is a "revenge 

spending" tendency (Bird, 2022). Tourism began its recovery in January 2022, with much better 

results than in the previous year. The number of visitors from throughout the world increased by 

18 million in January 2021, a 130% increase (UNWTO, 2022). As many as 77% of those 

surveyed stated they would be more likely to go overseas or domestically if they had had the 

vaccination (TripAdvisor, 2021). 

Interviewee 3 said  “Yes, it's changed a lot. Because at the start of the COVID 

pandemic, we talked about the shift from conversion campaign into an awareness campaign. So 

okay, we're happy to say that we never stopped our marketing activities, never. Even during 

COVID, like from day zero, where we went into a partial lockdown here in Malta. We never 

stopped our campaigns never. So, we kept going on with an awareness campaign. So that we 

keep more of them top of the mind for whenever they may come in hand for when we reopen. We 

did a very good job as well with our overseas offices and representatives. We have four overseas 

offices in the four main markets, so it's in UK, Italy, Germany, France. And then we have two 

separate offices in Switzerland and Austria. We have our representatives. So, we did a good 

exercise where we regrouped, and we checked all the assets we had in terms of videos and 

photos. We started planning campaigns where we could keep our potential visitors interested. 

The first thing we did was we went live with gastronomy campaign. Where We Were inviting 
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guests, potential guests to try out Maltese recipes. We also had hosted a while back, general 

Cataldo from Jamie Oliver's room. We also shared recipes, where he was also trying Maltese 

recipes, but with a different spin with some Italian influences as well.” All three teams have 

changed their method of marketing during covid-19 like for example the five-star hotel 

recognised the importance of social media marketing shifting it from a supporting to the key role 

and DMO changing from a conversion campaign to an awareness one. It is interesting to see that 

they all changed to their respective needs depending on the situation. 

 

4.8- What is the biggest challenge that most social media practitioners have? 

Interviewee 1 said when it comes to them,  “I believe it is measuring ROI. Well, we are 

talking about selling Malta. As a DMO we link to various third parties and therefore it is very 

difficult to measure how many users converted. From our end, we can tell how many users were 

redirected to the website, or how many users clicked a button, a specific offer etc. But once they 

go off our website, we must ask third parties to provide us with the data, which is at times very 

difficult to obtain.” 

Interviewee 2 on the other hand said   “at least in our case, is how to kind of not 

make it too busy there is a word eliminate noise. The noise in the sense of on social you have a 

lot that is going on now in a particular case like this one where a hotel has empile services and 

amenities that are being promoted can create a disruption between one promotion and another 

when it’s on the same business page.” There is a lot of competition, and They believe that is a 

major challenge as well. One must invest even though it is much more cost-effective to promote 

digital marketing, especially social media. Trends change constantly, so you must be aware of 

what is going on around you and what you can do to capitalize on it and turn it into a promotion 

for a certain service. 

Interviewee 3 said  “Whenever I'm planning a campaign, they show enough details 

and information for visitors about the destination without it seeming too busy. Without, you 

know, giving them too much information, and they start forgetting what they're trying to 

understand about the destination.”  Finding out what is going on in the business is a problem 

since you must be on top of everything. In addition, one must take more notes from the industry 
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here than our rivals do. As a result, during the shoulder months, they look at what Greece and 

Cyprus are doing with Croatia and the South of France, while in the off-season, they look at what 

big metropolitan destinations are doing. Interviewees 2 and 3 had similar challenges as they both 

mention not making the information provided not too busy/noisy. They both find it challenging 

since they must be at the top of their game and they both mention competitors but interviewee 2 

is referring to the local one and interviewee 3 internationally. 

 

4.9- What online platforms does the business mainly focus on in context of social 

media marketing? What type of content do you find most effective to increase 

exposure? 

Interviewee 1 said  “From our end, I mainly use Facebook and Instagram. I think 

Videos perform better for awareness campaigns, whereas images perform better for traffic 

campaigns with CTA’s.” 

Interviewee 2 said  “In terms of what online platforms to use in our case, for example 

the most effective local market is Facebook because Facebook here on the island is still number 

one. You don’t put it on Facebook or Instagram you are going to reach a certain amount of 

people and certain amount of age group, but you will not reach the full spectrum. But Instagram 

is very effective, and we do push on it, and it is on the increase so those are the main two.” 

Interviewee 3 said  “In terms of the platforms, it's a good mix of both Facebook and 

Instagram, for the most part, you know, usually Facebook, it's better for the older generations. 

Let's say 40 Plus ages, and Instagram is better for the 40 minus let's say. In terms of 

effectiveness, it depends on the targeting. So, if you're doing a paid campaign, it's solely a matter 

of your targeting score, reaction and who you're targeting. And if the message you're trying to 

convey to those targets is what they're trying to look for. What content is most effective for 

parents in the eye? We're constantly looking for new mediums for new photos for new images 

and videos. By comparing the data all 3 marketers use similar social media platforms interviewee 

2 also mentioned they use LinkedIn for business and corporate. They use these platforms 

because they are the most popular on the island this can also be confirmed from the data 
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collected from the questionnaires 68% of the participants use Facebook or Instagram to gather 

information also 78% use Facebook daily, 76% use Instagram, 46% use LinkedIn. 

 

4.10- Which platforms are you finding the most productive, either in return on 

investment (ROI) or in engagement? 

Interviewee 1 said  “In terms of increasing ROI, we use Facebook and Instagram to 

redirect traffic to the VisitMalta website. We also collaborate with several influencers and 

journalists, to further increase our brand exposure. Campaigns are also launched with various 

OTAs (Online Travel Agency) such as Expedia etc. We also have several partnerships, such as 

the one with Manchester United, who even promote VisitMalta through their own social media 

platforms.” 

Interviewee 2 said  “It is definitely Facebook and Instagram. Twitter here in Malta 

doesn’t really work it did never pick up. We do have a Twitter account and we do post randomly 

but we don’t get much of a return because obviously as we said we main push the services rather 

than the actual hotel as a product because the hotel is a brand, and it is supported with the 

brand marketing. Other thing that is very important interns of social media marketing is 

collaborating with effective influencers because I wanted to mention it earlier and partner up 

with other platforms example, we find a food blog that is very effective on Instagram we 

collaborated with these kinds of pages before so we partner up to promote something in a 

particular outlet or a service so that is definitely very important in the social media strategy.”  

Interviewee 3 said  “So, on that aspect, Facebook is easier. Because on Facebook, it's 

easier to get conversions. As you know, it's a bit more old school as opposed to Instagram, 

Instagram, on the other hand, it's, it's nicer visually. So, you use a good mix between both” and 

“we do tend to target the same people. For example, the younger demographics, we still target 

them on Facebook.”  

They clearly utilise Facebook and Instagram, which is in line with the survey's findings 

that 68% of respondents use social media to study a trip, of which 78% use Facebook and 77% 

use Instagram. In addition, 74% of respondents are under the age of 35. This technique has 

shown to be a long-lasting investment for as much as four years, according to research by Fink et 
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al. (2018) that used influencers or famous individuals to find out the long-term effect of social 

media marketing with celebrity endorsement as both interviewees 1 and 2 mentioned that they 

work with influencers or collaborating with some group or page such as Manchester United or 

the food blog in order to increase their exposure. 

 

4.11- Are you refreshing your social media marketing strategies with a more 

modern concept? If yes how often? 

Interviewee 1 said  “We try to keep up to date with technology as much as possible. 

We are quite a young team, so that obviously helps. From my end, I love reading a lot on digital 

marketing, watching YouTube videos etc.- that is how I keep learning at the end of the day.” 

Interviewee 2 said that they strive to stay aware of developments, events, and trends by 

doing in-depth research. W. To be honest, when they first began using social media, a post was 

basically simply a phrase. There's a lot of work to be done since they included interactive videos 

for customers as well. As they previously said, the most essential thing is that one stays on top of 

the newest trends and does not lose out on business because someone else will.  

Interviewee 3 said they always keep tabs on what is going on and what is hot. It is a lot of 

work to take care of themselves. In other words, anytime they run a campaign, such as with 

Expedia or Skyscanner, they assist them in promoting their products on their various social 

media sites. It is all about collaboration and learning from other people and organisations, so if 

they see someone doing something good on their Facebook page, or Instagram page, or YouTube 

channel, they try to host them, because they are always cooperating and sharing their knowledge 

with others, and that is how they come up with fresh content on a regular basis.  

All three interviewees try to keep up with the changing technologies and it is very 

important. As interviewee 2 said there would be another business who would do it and take your 

work. 

 



    
 

41 
 

Chapter- 5.0 Summary of the interviews 

5.1- Summary of interview with the marketing department of a destination 

marketing organization responsible for the local area. 

Visit Malta's primary goal is to attract tourists to the Maltese Islands so that they may 

plan a vacation there. They just revamped the site to make it less text-heavy and more visually 

appealing. It is critical to focus on a narrow subset of customers when developing a campaign. 

An advertisement for a party, for example, would certainly have a negative return on investment 

among the elderly. Measurement of ROI, in their opinion, is the best way to increase ROI. Since 

the airport and posts were shut down, they had to change our approach to one of awareness. 

Increasing user awareness of Malta's existence. In order to encourage more visitors to come to 

our islands, they began changing the campaigns to traffic-oriented ones. As a DMO, they have a 

lot of third-party links, so it is tough to tell how many people really made a purchase. They 

mostly utilise Facebook and Instagram to drive traffic to the VisitMalta website from their side. 

In addition, they work with a variety of media and influencers to spread the word about the 

company. Various OTAs, like Expedia, are also used to launch campaigns. They make every 

effort to stay abreast of technological advancements. 

 

5.2- Summary of interview with marketing department of a Five-star Hotel. 

The importance of visual marketing in social media cannot be overstated. Without 

excellent visuals, the promotion plan will be ineffective. If only words are used to send out a 

message, this will not be successful. If only visuals are used this will not be effective either. 

They believe part of promotion is about creating stories, which they do via the use of local 

cuisines and traditions blended with what they have to offer. Using the service to develop 

entertainment and engaging in activities, such as competitions. It is a combination of a few 

things, including social media postings, that have been enhanced. It used to be that social media 

was only employed as a support system, rather than a primary source of visitor generation. Their 

primary focus going forward will be on digital media, with a particular emphasis on social 

media. 
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As far as they are concerned, the greatest problem is figuring out how to keep it from 

becoming too hectic. Because Facebook is still the most popular social media platform on the 

island, it serves as an excellent example of a successful local marketing strategy. Facebook is not 

the best way to have their message out to many people. Instagram, on the other hand, is quite 

effective, and as a result, they are seeing a surge in its use. It is essential to keep up with the 

newest trends and follow what is popular. Co-operation with successful influencers and the use 

of other social media channels like Facebook and Instagram are essential. Another important 

aspect of social media marketing is collaborating with effective partnering with other platforms, 

such as Instagram, to promote something in a specific outlet or a service, so that is definitely 

very important in the strategy overall. 

  

5.3- Summary of interview with Marketing department of DMO who takes are of 

foreign affairs. 

The goal of Malta Tourism is to serve both those who have already decided to visit Malta 

and those who are still deciding. For those who have already made the decision to visit Malta and 

have already supplied the required information. There is a lot of usage of social media in general. 

For both sponsored and organic pieces, journalists and social media are being employed. It is 

their goal to convey to tourists from all over the world that Malta is a must-see destination, 

particularly for those travelling from other European nations as well as North America and Asia. 

They also be reopening in Australia this summer since their service measures have been eased. 

There are a lot of activities to do in Malta and the Maltese islands, and they are all within 

a short distance of one other. MTA's marketing approach is regionally and demographically 

tailored. Unless it is a low-level awareness campaign, 90% of their efforts will contain a solid 

call to action. As campaigns, they do their best to generate a lot of traffic to their website. 

Despite this, they switched from a conversion effort to an awareness campaign during the 

COVID outbreak. Regrouping and checking all their assets were a useful exercise. As a result, 

they began developing campaigns aimed at retaining visitors' attention. They launched a culinary 

campaign as their first step. When it comes to marketing to younger generations, how can you 

divide down a location into smaller demographic groups? Short trips, history, culture, and 

cuisine may be more appealing to the more mature traveller. Whereas if they are younger, one 
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could be more interested in a more active vacation. It is a nice combination of Facebook and 

Instagram in terms of platforms. All that matters is the colour of the photos themselves since 

they are so vibrant. Showing a picture of, say, the Blue Lagoon, a beautiful beach, or the skyline 

of Valletta is about as good as it gets. 

Checking out the current trends, they are always aware of what is going on around them. 

MTA wants tourists to book flights and stay in our hotels. They also included a widget from 

Skyscanner to their new website, so tourists can use it to plan their vacations. Every day, they 

keep a close eye on the industry and what is occurring. The older families with two small 

children or even the retirees are easy targets for them since they know who to target even while 

the air is still blowing. The sniper method is what they normally go with. For instance, they are 

interested in properties located within a 100-kilometer radius of the airport. So, if people reside 

near to the airport, they have decent airline connections to Malta. It is how they capitalised and 

they also launched in their four primary areas. They have a Maltese language campaign in the 

UK, Germany, and Italy where they are tutoring people some of the most common Maltese 

phrases, and they chose them specifically for those markets. 

 

5.4- Similarities in the interview results and discussion of the results. 

• Representative of DMO which took care of local tourism market is referred to as 

Interviewee 1 

• Representative of the Five-star hotel is referred to as interviewee 2 

• Representative of DMO taking care of foreign affairs is referred to as interviewee 3 

• They collaborate with influencers, celebrities, or groups like Manchester United or a food 

blog to increase their exposure. 

• All 3 marketers utilise Facebook and Instagram. 

• Interviewees 2 and 3 had similar difficulty in keeping the material supplied simple. 

• Covid-19 has modified marketing strategies for all three teams. 

• Each interviewee, hotel, and DMO tries to target the best market niche for new clients. 

• All three participants believe that visual marketing is critical to attracting visitors. 
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Data from the interview has shown that the way one markets a destination, being a hotel 

or a country, is constantly changing. To answer what makes social media so effective from the 

data collected one can see that social media has a lot of different uses. It lets the marketer create 

and share content to larger audience to be able to access markets in other countries and to keep 

advertising even during Covid-19 pandemic. Data have shown how "social media marketing" 

encompasses a wide range of techniques, including paid advertisements and other forms of paid 

promotion. Posts that have been "booted" are very effective. From the interviews it was also 

found if too much information is provided to the individual, they will lose interest and stop 

learning about the destination. From the data collected it showed how social media such as 

Facebook is used, they tend to target the older demographic, but on Instagram, the audience is 

mostly younger. In order to effectively market the hotel's services, promotional materials must 

not only be informative but also entertaining. It provides the marketer with the freedom to tell 

any tale they choose. The marketer may use social media to develop meaningful content and 

promote their product or service in accordance with the demands of the customer. 
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Chapter- 6.0 Conclusion and Recommendations 

This chapter will conclude the study with the key research findings in relation to the 

research title social media in tourism marketing: Tourists’ destination selection, aims and 

research questions, as well as the value and contribution. It will also give recommendations and 

propose opportunities for future research. 

Research questions 

• How has social media impacted the decision making of an individual when choosing a 

destination? 

• What are the factors in making social media marketing effective? 

Sub- topics 

• what role social media platforms had when choosing a destination, how it has influenced 

decision making when choosing a destination.  

• How Covid-19 has influenced decision making. 

The study aimed to investigate how social media impacted decision making of an 

individual when choosing a destination, what factors make social media marketing effective with 

sub-topics about the role of social media in destination selection and the influence of Covid- 19 

and the results indicate the following 

• Most popular social media usage. 

• From where they get inspiration. 

• The effects of social media on travel plans. 

• From where they get the information. 

• How Covid-19 changed where and how individuals take a vacation. 

• Marketers acknowledge the importance of social media marketing. 

• How marketers use social media to attract individuals before and during Covid-19. 

• The strategies marketers use 
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The decision making of an individual when choosing a destination is influenced by 

tailored experience for specific segments on social media, Participants value destination reviews. 

Participants would rather use the internet to research for their next destination. Covid- 19 has put 

limitations on both the travellers and Marketers, and it also affected their decision- making. 

This research will contribute to the current literature about the influence of social media 

in the decision- making of individuals when choosing a destination, the effects of Covid- 19 on 

tourism industry, how it influenced individuals and how social media marketing is influencing 

destinations. 

 

6.1- Research Limitations. 

While doing the research the constraints that the researcher has experienced were the lack 

of willingness from businesses to do an interview with the marketing team or getting a reply very 

late into the research. Another constraint that he faced during the interviews was issues with the 

recording device, which was solved and fixed in no time and continued with the interviews. 

Other constraint that was faced regarding the questions of the questionnaire where several 

changes were made but eventually, got the definitive version during the data collection responses 

were slow but with more sharing on different platforms more responses were gathered. 

 

6.2- Recommendations 

Regarding social media marketing the author would recommend that  

• Business such as hotels and DMO would investigate other social media platforms not just 

Facebook and Instagram even though they are the most popular examples of such social 

medias are TikTok which is extremely popular with the young demographic, Snapchat is 

another platform which is widely used globally and has great potential to promote fun 

exciting things on it. 

• As a recommendation for future studies regarding social media marketing, I would 

suggest focusing as well on other niches of the tourism industry such as scuba diving 

businesses, Agri-tourism, Archi tourism, gastronomy tourism and gambling tourism.  
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• Research as well would be different as the Covid-19 situation would be more at ease with 

less restriction everywhere, showing how the industry has recovered from this situation.  

• Also expanding the study in quantitative and qualitative terms is necessary.  

• There ought to be further investigation on the role of social media in destination 

selection, which might be useful in the development of information strategies through 

social media. 
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Chapter- 8.0 Appendix: 

 

One can find screenshots of 

the questionnaire questions that all 

of the participants have filled in 

online via the link. Additionally, 

one can find the questions that have 

been used for the interviews as well 

as the consent forms that have been 

signed by the interviewees. 

8.1- Questionnaire screenshots: 
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8.2- Consent Forms 
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8.3- Interview Questions 
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