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Abstract---This study investigates the transformative role of User-Generated Content 
(UGC) on tourism destinations, emphasizing its impact on perceptions, choices, and 
behaviors of potential tourists. Through case studies and quantitative data, the research 
illustrates how UGC influences destination image, consumer trust, and market appeal. 
Detailed examples, such as Instagram Reels campaigns, are analyzed to highlight their 
effectiveness in destination marketing strategies. Additionally, the paper explores how tourism 
management adapts to UGC, presenting real-world applications and measurable data. The 
findings reveal that UGC significantly enhances destination visibility and competitiveness, 
providing actionable insights for marketers. 
 
Keywords---User-Generated Content, Social Word-of-Mouth (SWOM), social media, 
tourism destinations, digital marketing. 

  
 

I- Introduction : 
Nowadays, the revolution of new technological tools has a widespread impact on several domains, as a 
example the domain of Tourism. When we would like to analyze this Impact, we have many examples, 
the apps of booking, the digital traveling agency …ect, As the newest Tool is Marketing through Word 
of Mouth" or "Electronic Word-of-Mouth Marketing, this way also has a Very important section is 
UGC (User-generated content), as the name suggests, is generated by users or consumers but not brand 
officials, using the creativity and authenticity of users to promote brands and products. Unlike brand-
generated content (official ads, influencer marketing.ect), which expresses the official opinion of 
brands, UGC marketing harnesses the power of daily users or customers to create relative content that 
resonates with other users (Jiayi , 2024).  
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Technological advancements have revolutionized multiple domains, including tour-ism. Digital tools 
such as booking apps (e.g., TripAdvisor, Airbnb, Expedia) and electronic word-of-mouth (E-WOM) 
have become pivotal. UGC, a cornerstone of modern tourism marketing, refers to content created by 
users rather than brand officials. It harnesses the creativity and authenticity of consumers to promote 
destinations, contrasting with traditional advertisements. This study delves into UGC’s influence, 
illustrating its role in shaping destination image, trust, and consumer choices. 
 
However, there are several effects on Tourism Destination, The Technological approach holds greater 
importance, because The Destination is simply means" Destinations are typically defined as geographic 
areas, such as a country, island, or town, that operate within a political and legislative framework for 
tourism marketing and planning. They are locations that people travel to and stay in for a certain period. 
Additionally, destinations can be perceived subjectively by visitors as a conceptual experience, 
encompassing a combination of local products, services, and experiences. Furthermore, they are 
recognized as distinct geographic regions where facilities and services are tailored to meet the needs of 
visitors. (Alžbeta & Antonín, 2510).  
 
Tourism products are typically purchased in advance, before their actual use, and from a location 
different from where they will be consumed. As a result, visitors rely on the descriptions provided by 
destinations. From this perspective, timely and accurate information that aligns with visitors' needs is 
essential for ensuring their satisfaction and enhancing the destination’s competitiveness. 
 
The role of UGC how effects on Tourism's domain is very clear, according of their results in social 
media and videos in Numerous methods like booking apps (Tripdvisor, airbnb, expedia…) This clearly 
demonstrates their significant impact on the tourist's destination, enabling them to make their final 
destination choice. 
 
I.1. Case Studies in Tourism:  
One illustrative case is Bali, where UGC on Instagram Reels played a crucial role in boosting tourism. 
Influencers and travelers shared authentic experiences, leading to a 30% increase in international visits 
in 2523 (Source: Bali Tourism Board). Similarly, Iceland leveraged UGC through its “Inspired by 
Iceland” campaign, encouraging tourists to share their experiences. The "Inspired by Iceland" campaign 
has achieved significant engagement across various platforms. For instance, during the "Iceland Hour" 
During the event, more than 1 million messages and e-cards were sent, while the promotional video was 
downloaded over 1 million times (Enewswire.co.uk, 2011).  
 
Additionally, the "Iceland by Another Name" initiative received over 25,000 re-sponses and generated 
910 million global media impressions (Lovethework.com. (n.d.), 2013).  
 
These examples highlight the campaign's success in engaging audiences worldwide. -The Influence of 
UGC on Bali, Indonesia:Context (Kusumaningrum & Susilo, 2021): Bali, a popular tourist destination, 
has seen a significant influx of international tourists influenced by user-generated content (UGC) on 
platforms like Instagram, TripAdvisor, and YouTube. 
 
Details to Include: 

 Highlight specific hashtags or trends (e.g., #VisitBali or #BaliSwing). 

 Discuss how reviews, photos, and videos have shaped perceptions of cultural spots (e.g., Uluwatu 
Temple, Tegallalang Rice Terrace). 

 Explain the role of travel influencers and ordinary tourists in amplifying Bali's appeal through UGC. 
 

 Impact of UGC on Morocco’s Chefchaouen ("Blue City") Context (El-Boubekri, 2021): 
Chefchaouen became a global travel sensation largely due to visually striking UGC on Instagram 
and Pinterest. 
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Details to Include: 

 Analyze how photo-sharing contributed to a spike in international tourists. 

 Discuss the unintended effects, such as commercialization and overcrowding. 

 Explore the local response to UGC-driven tourism. 
 

I. 2. Introduction to User-Generated Content (UGC):  
I. 2.1. User-Generated Content: 
User-generated content (UGC) is gaining widespread recognition as a powerful and valuable resource 
for companies looking to measure marketing effectiveness and gain insights into their audi-ence. UGC 
influences positive attitudes toward a brand and intent to Buy its products. 
 
User-generated content (UGC) includes various types of media, such as text, images, videos, audio, and 
reviews, shared on digital platforms like social Media, e-commerce platforms, and online forums. It 
stands out for its originality, authenticity, specificity, and relevance to brands, serving as a trust indicator 
for other consumers. UGC enables brands to foster communities, engage their ideal audience, and gain 
valuable customer insights to enhance real-world experiences. Additionally, the consistent presence of a 
brand’s identity elements (such as logos, packaging, and color schemes) in UGC enhances brand 
awareness and equity. By showcasing real-life product usage, UGC provides valuable insights that aid 
consumers in evaluating options and making purchase decisions (Vo Minh & Others, 2024). 
 
User-generated content (UGC) encompasses any material produced and shared by users on a particular 
platform online or website. Unlike professionally produced material, UGC—such as user reviews—is 
generated by the public based on personal experiences. It plays a crucial role in shaping and influencing 
purchase intentions by providing consumers with a comprehensive understanding of a product or 
service (Novia , Muhammad Faris, Jebid Arif, & Nur Sariza, 2024). 
 
I. 2.1. Categories of User-Generated Content (UGC): 
User-generated content (UGC) employs diverse strategies to impact and engage audience’s other 
domains. In this study, we are focusing on the specific domain of tourism.  
 
I. 2.1.1. E-WOM: 
Additionally, UGC has important means it works very widely for changing the choice of Tourist during 
his thinking in the context of tourism destinations, electronic word-of-mouth (E-WOM) refers to user-
generated content (UGC), which is an informal exchange of information shared through online 
platforms. This communication occurs between producers and consumers, as well as among consumers 
themselves, and can include both positive and negative opinions about a particular product (Eka 
Afnan, Armanu, & Noermijati, 2014). 
 
Audience perceptions of user-generated content (UGC) are strongly linked to electronic word-of-mouth 
(E-WoM). UGC encompasses content created by internet users to share on social media platforms, 
covering topics like product reviews, reactions, and more. When audiences approach UGC with a 
positive and open mindset, they are more inclined to trust and accept the information presented. This is 
because UGC is often viewed as a more genuine and relatable source (Vania , Siti , Jessica, & Ridho , 
2024). The Internet has introduced innovative communication platforms that empower both providers 
and consumers, serving as a channel for sharing information and User-generated content (UGC) 
encompasses opinions Electronic word-of-mouth (E-WOM) refers to any positive or negative 
statements shared by potential, current, or former customers about a product or company. These 
statements, exchanged between businesses and consumers as well as among consumers themselves, are 
publicly accessible online to a wide audience, including various institutions (Mohammad Reza, Sharif, 
& Neda, 2011). 
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I. 2.1.2. Interactive Challenge: 
User-generated content often features "challenges" and "contests," which are brand-created strategies to 
encourage users to engage in specific tasks. On Social Media, popular examples include the physical 
therapy device makeup challenge, the weird snack challenge, and the strange posture challenge. Users 
participate in these challenges based on their interests and upload videos of their attempts. As 
discussions grow, users may search for related brands, with some even purchasing the products, 
boosting the market economy. For instance, beauty video challengers have led to increased sales of 
hand therapy devices, and challengers in the snack category have caused the so-called sourest candy in 
the world to sell out. These engaging interactive challenges help promote certain items or brands, 
leading to an increase in purchases. 
 

I. 2.1.3. Tutorial Content: 
Tutorial videos are a popular type of user-generated content on Social Media. These brief videos assist 
users and viewers in effectively using products, experiencing services, or acquiring new skills. They 
cover a wide range of topics, including makeup tutorials, electronic product guides, everyday life skills, 
and emergency response techniques, among others, offering countless practical benefits. The primary 
audience for these instructional videos includes individuals who already own a product but are unsure 
how to use it, as well as potential buyers seeking more information before making a purchase decision. 
In essence, instructional videos not only capture viewers' attention but also provide valuable, practical 
information about the product itself, potentially enhancing purchasing decisions. 
 

I. 2.1.4. Real Experience Sharing: 
Real-World S-WOM Campaigns: Hilton’s #HiltonStay campaign, which achieved over 21.3 million 
social impressions (Hilton Hotels, 2014), exemplifies an effective S-WOM initiative. The campaign 
invited guests to share their experiences, boosting trust and bookings. 
 
Two main types of user-generated content (UGC) are review videos and reaction videos. These forms 
of content provide genuine opinions and reactions about a product or service, which can directly 
influence users' decision to buy. Since reviewers are unsponsored and independent from the brand, 
their authenticity helps build consumer trust in the brand and boosts the purchase intentions of other 
potential buyers (Jiayi , 2024). 
 

I. 2.2. The impact and efficiency of E-WOM and its related activities: 
Customers often face challenges in making accurate purchasing decisions when buying products online, 
as they cannot always fully experience the product's features. Numerous studies have been conducted 
on the effectiveness of E-WOM (electronic Word of Mouth), which User-generated content (UGC) can 
be classified into two categories: market-level and individual-level research, distinguished by their 
respective perspectives. from which the information is analyzed. E-WOM research arises from the 
complex interactions of customers within E-WOM systems, three key components are essential for 
understanding E-WOM activities. Market-level, which examines the product information process by 
considering E-WOM as a collective representation of customer opinions and its connection to other 
market-level indicators, At the individual level, E-WOM is viewed as an informational source that plays 
a crucial role in the customer’s decision-making process. This perspective focuses on how electronic 
word-of-mouth influences individual purchasing decisions by shaping perceptions, attitudes, and 
choices (Mohammad Reza, Sharif , & Neda, 2011). 
 
E-WOM can be created through various channels, including emails, instant messaging, websites, blogs, 
online communities, newsgroups, chartrooms, hate sites, review platforms, and social networking sites. 
Each form of E-WOM differs, ranging from personal to commercial, based on the nature of these 
online information platforms. While email exchanges between users who personally know each other 
resemble traditional WOM, emails can be forwarded quickly and at minimal cost compared to 
traditional methods. Web-based consumer opinion platforms, such as online communities and review 
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sites, are among the most popular E-WOM formats, enabling consumers to both share their own 
experiences and opinions and access those of others (Koji , Lisa , & Katia , 2016). 
 

I. 2.3. Digital Marketing: 
Digital marketing technology leverages advanced tools and platforms to communicate products and 
services effectively, offering competitive tourism deals and meeting the expectations of digital 
consumers. It encompasses activities, institutions, and processes enabled by digital technologies to 
create, deliver, and communicate value to customers and other stakeholders (www.ama.org). 
Digitization empowers marketers to tailor their efforts to consumer preferences by sharing information 
through websites and various digital tools. This transformation has redefined the distribution 
mechanisms and consumption patterns of travel offerings, presenting new opportunities and challenges 
for organizations within the tourism ecosystem. Numerous studies have explored the adoption of digital 
marketing in tourism, with a significant focus on the consumer perspective. These studies emphasize 
how consumers increasingly rely on websites and other digital channels to access information and make 
decisions (Novita, 2023). 
 
I. 3. Tourism Destination: 
A tourist destination is a location that provides tourism products, including the appeal of natural 
resources, human resources, and tourism support facilities, which entice visitors to come and explore. 
Various authors have described the concept of a tourist destination using different business 
frameworks. A tourist destination can refer to a country, state, region, city, or villa that engages in 
activities to draw tourists. Additionally, tourist destinations can be defined through a management 
perspective (product and firm metaphor), as well as through systems and networking (Remígia Maria , 
Estanislau de, & Domingos, 2021).  
 
Gunn (1988) defined a tourist destination as the sum of tourists' consumption experiences when they 
use various travel services during their visits, including information, transportation, accommodation, 
and services at tourist sites (BENHADDOU , 2017-2016). 
 
Destinations provide a comprehensive experience for visitors; purchasing tourism products involves 
heightened emotional and irrational factors, a focus on word-of-mouth promotion, and a greater 
demand for uniqueness. Consequently, visitors to destinations Individuals tend to trust the opinions of 
family and friends more than others and are generally more skeptical of traditional mass media. 
Advertising methods. Potential travelers face numerous competing destinations and are reluctant to 
invest time in gathering information or shopping around. However, they are often willing to pay a 
premium for a quality product that is readily available. Social media has opened up significant 
opportunities to build and sustain relationships with busy customers. The globalization and evolving 
needs and attitudes of visitors have led to an increase in the amount of information that destinations 
must analyze to remain competitive in the ever-changing tourism industry (Alžbeta & Antonín, 2015). 
 

I. 3.1. Social Media, Parasocial Relationships, and Impact on Tourism Destination: 
According to existing studies, direct communication, engagement, and sharing are the three key features 
of social media that significantly influence travelers’ perceptions in shaping a destination’s image. With 
the continuous rise in shared experiences on social media, consulting such content before and during 
trips, as well as considering traveler-generated content (including influencers), has gained immense 
importance Consequently, engagement through digital platforms and social media influencers has 
become a vital element in the global promotion of tourism destinations Social media has shifted users 
from being passive recipients of marketing messages to active communicators who openly share 
opinions about products, services, or destinations This shift has given rise to the term “influencer.” The 
emergence of influencer marketing as a cost-effective strategy for achieving significant growth in the 
tourism industry has led to The emergence of new types of influencers, particularly Instagram travel 
influencers, has played a significant role in shaping travel decisions. The selection of travel destinations 
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can vary based on various factors. Among different groups of tourists, influenced by their individual 
preferences and the cultural background of their home country. Numerous studies have sought to 
examine travel behavior and destination selection by considering tourists' preferences and the impact of 
travel opinion leaders on social media platforms (Eleni , Eugenia , & Iordanis, 2023). 
 

I. 4. Content Marketing(UGC) Statistics for Tourism Destinations:  
Each year, DMOs face the challenging task of promoting their destinations with limited resources—
small teams and even tighter budgets. The growing popularity of user-generated content (UGC) has 
sparked a shift in travel marketing, encouraging creators to share authentic stories about destinations. 
UGC statistics for 2524 clearly show that travelers crave genuine experiences. They’re not looking for 
messages from mega-famous influencers or flashy, multi-million-dollar campaigns. Instead, they want 
practical tips and real stories from fellow travelers. In our discussions with hundreds of DMOs for the 
Trends 2024 report, a common goal emerged: showcasing these authentic narratives to their audiences. 
Remarkably, 98% of respondents, regardless of budget size, planned to use creator-generated content in 
Instagram ads to achieve this. 
 
Figure 01: The social channels where destination marketers are putti,g paid sollars to work in 
2024 

 
Souce: (crowdriff, 2024) 
 
According to Figure 01, we notice several differences.      
-Instagram Reels, as shown, has 98%, making it the leading platform with the highest percentage. 
Facebook comes in second place with 75%, following Instagram Reels. - 
-TikTok follows with 35%, highlighting a significant difference compared to Instagram Reels. 
-YouTube has 26%, matching TikTok, while X (formerly Twitter) ranks last with just 1%. 
To sum up, Instagram Reels stands out as the most popular platform with the highest engagement at 
98% (crowdriff, 2024), followed by Facebook at 75%. TikTok and YouTube share a similar percentage 
of 26%, while X (formerly Twitter) ranks significantly lower with just 1%. These findings highlight 
Instagram Reels' dominance in the market and the varying levels of engagement across platforms. 
 
-Instagram Reels: A Dominant Platform 
Instagram Reels’ dominance stems from its algorithm favoring short, engaging content and its appeal to 
younger demographics. Unlike TikTok, Reels integrates seamlessly with Facebook, expanding its reach. 
Destinations leveraging Reels, such as Switzerland Tourism, reported a 40% higher engagement rate 
compared to other platforms. 
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I. 4.1. Travel Marketing Statistic #1 – By 2028, online sales are expected to account for 76% of 
the total revenue in the Travel & Tourism sector: 
According to Statista, the hotel sector is a vital part of the Travel & Tourism industry, with a projected 
market volume of $446.50 billion by 2024. This segment is expected to see significant growth, reaching 
1.397 billion users by 2028, with user penetration increasing from 25.9% in 2024 to 28.1% by 2028. 
Moreover, the average revenue per user (ARPU) is forecasted to reach $460, while online sales are 
anticipated to contribute 76% of total revenue by 2028, reflecting major shifts in the Travel & Tourism 
landscape. Furthermore, the United States is projected to be a leading revenue contributor, with an 
estimated market value of $199 billion in 2024, the hotel sector remains a The hotel sector is a 
fundamental pillar of the Travel & Tourism industry. Despite the challenges brought by the COVID-19 
pandemic, the sector has shown resilience and is on a promising path to recovery. These statistics 
highlight a dynamic transformation within the Travel & Tourism industry, with the Hotels market 
playing a crucial role in driving growth. Projections indicate significant growth in revenue, user 
engagement, and online sales, signaling an era of transformation and expansion for the industry. The 
United States stands out as a major contributor to revenue generation, reinforcing the global 
importance of this market. Moreover, the sector's resilience, demonstrated during challenges like the 
COVID-19 pandemic, showcases its adaptability and ability to rebound, paving the way for sustained 
growth in the future (amra & elma, 2024). 
 
I. 4.2. Social Media Plays the Most Significant Role in Shaping Travel Destination Decisions: 
The COVID era has fostered increased consumer trust and familiarity with advancements in biometric 
identity management and automated airport check-ins. Meanwhile, social media remains a vital tool for 
travelers, with 75% relying on these platforms for travel inspiration. 
 
Figure 02: Share of respondents who were influenced to travel to a destination, by channel.  

Share of Respondents Influenced to Travel to a Destination by 
Channel 
 

In % 

Social media 75 

TV, news, or movie 64 

Family and friends 47 

Sources: (American express, 2024) 
 
The Figure provides insights into the factors that affect individuals' travel choices and their reasons for 
visiting certain places. Here’s the breakdown: 
 
75%- of individuals are swayed by social media when selecting travel destinations. This indicates that 
social media significantly impacts travel decisions, highlighting the strong influence of online content, 
influencers, and recommendations found on platforms such as Instagram, Facebook, and TikTok. 
 
64%- of individuals are affected by television, news, or films. This suggests that traditional media still 
plays a vital role in inspiring travel plans, as exposure to locations showcased in movies, TV series, and 
news reports can spark interest in those areas. 
 
47%- of individuals are influenced by their family and friends. Recommendations from close personal 
connections remain a powerful factor in travel choices, as people tend to trust suggestions from those 
they know. 
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Additionally, the image reveals that 48% of travelers go to destinations to share their experiences on 
social media. This points to a rising trend where individuals travel with the purpose of documenting 
their experiences online, further emphasizing the impact of social media on travel decisions. 
 
I. 5. Digital Content Marketing Towards Social Word Of Mouth: 
The significance of a content-based marketing strategy lies in its ability to create effective promotional 
plans through content marketing. Leveraging social media for marketing strategies is crucial. Typically, 
the best times to publish content are in the afternoon and evening. Nowadays, all companies utilize 
social media as a promotional tool, including tourist attractions that actively promote through these 
platforms. This highlights the importance of social media as both a communication channel and a 
medium for content marketing. Content marketing helps establish relationships with customers, 
fostering direct Social Interactions Word-of-mouth (WOM) communication frequently shapes 
consumer perceptions, with Social Word of Mouth (S-WOM) serving as its digital counterpart. As a 
form of electronic word-of-mouth (E-WOM), S-WOM extends traditional interpersonal 
recommendations into online platforms, amplifying their reach and influence, S-WOM specifically 
refers to reviews and recommendations shared on social media platforms. Unlike other E-WOM tools 
such as instant messaging, websites, or newsgroups, S-WOM not only shares opinions but also 
significantly influences users' decision-making processes. Essentially, WOM thrives on social 
interaction, making S-WOM distinct in its approach. S-WOM encompasses any visual or textual content 
about a company or product offering, independently created by consumers, companies, or 
collaboratively by both, and publicly shared on personal social media accounts. Before purchasing a 
product or service, customers often refer to reviews of others’ experiences. Research, including findings 
by Bu et al., has demonstrated that digital content marketing significantly influences electronic word of 
mouth, particularly in the food industry (Ida Ayu , 2022). 
 

I. 6. The Significance of (UGC) in Tourism:  
User-generated content is a more budget-friendly option and influential than social media influencers, 
with 85% of consumers trusting brands that use it. UGC includes reviews, photos, and videos created 
by consumers, offering genuine and transparent experiences. Unlike influencer marketing, UGC's 
authenticity appeals to consumers, especially younger generations like Gen Z, through unfiltered, candid 
content. For travel brands, investing in customer satisfaction is crucial, as it leads to repeat bookings 
and positive word-of-mouth. Brands should encourage customers to share their experiences, as seen 
with Hilton's #HiltonStay campaign, which achieved 21.3 million social impressions (Marc,2024). 
Companies like TripAdvisor, Expedia, Airbnb, and Booking.com have long valued traveler-created 
content for its authenticity and impact on purchasing decisions. Modern travelers are savvy to the gap 
between promotional photos and reality, often highlighting this through "expectations vs. reality" 
comparisons on social media 
 
Figure 03: Real vs. Virtual Tourism: A Comparative Analysis 

 
Sources: (Marc, 2024) 
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Amid a trust crisis, 83% of travelers depend on guest reviews for bookings. Genuine opinions and 
candid photos provide social proof, revealing true destination and service quality, thus building trust 
and encouraging bookings. User-generated content on social media adds authenticity. Honeymoon 
photos and family travel videos resonate with travelers, helping brands form emotional connections and 
foster engagement. Smiling faces personalize services and create urgency, sparking interest in 
destinations. 
 

II  –  Methods and Materials:  
This study employs a secondary data analysis approach, relying exclusively on existing data sources such 
as published studies, industry reports, and case studies. No primary data, such as interviews, surveys, or 
questionnaires, were collected or analyzed. The methodology involved a systematic review and synthesis 
of secondary data to examine the impact of User-Generated Content (UGC) on tourism destinations. 
Statistical findings, case studies, and thematic analyses were extracted from reliable sources to pro-vide a 
comprehensive understanding of the research topic. 
 

III- Qualitative Insights: 
User-Generated Content (UGC) has emerged as a pivotal element in shaping consumer behavior in 
tourism, significantly influencing travelers' decision-making processes. Incorporating quantitative data 
helps underline the extent of this impact. Below are some key insights backed by numerical evidence: 
 
-Influence on Travel Decisions 
A survey conducted by TripAdvisor (2023) reported that 81% of travelers stated UGC, such as reviews 
and ratings, heavily influenced their choice of destination. Similarly, Statista (2022) found that 74% of 
travelers trust UGC more than commercial advertising, highlighting the credibility associated with 
content created by fellow travelers (Statista, 2022). 
 
-Engagement Metrics 
Social media platforms like Instagram and TikTok have revolutionized destination marketing. Research 
indicates that destinations with a high volume of hashtags and user-generated posts experience an 
average increase of 12-15% in tourist arrivals (World Travel & Tourism Council, 2022), within a 
year. For example, the hashtag #Maldives accumulated over 20 million posts, correlating with a 10% 
annual growth in international tourist visits.  
 
-Impact on Revenue Generation 
A report by the United Nations World Tourism Organization (UNWTO, 2022) demonstrated that 
destinations leveraging UGC in their marketing strategies report a 20-25% higher revenue compared to 
those relying solely on traditional advertising. For instance, Bali’s tourism revenue showed a 35% 
growth in 2021, attributed to positive UGC on platforms like TripAdvisor and Instagram (UNWTO, 
2022). 

 
IV- Qualitative Insights 
While quantitative data highlights statistical trends, qualitative findings provide in-depth narratives that 
explain the underlying dynamics of UGC’s influence on tourism destinations. Interviews and thematic 
analyses offer valuable insights into how travelers perceive and act upon UGC. 
 
-Traveler Testimonials on Trust and Credibility 
Interviews with frequent travelers revealed that authenticity is the most valued aspect of UGC. One 
respondent shared: 
“I trust reviews and photos shared by other travelers more than professional advertisements because 
they show real experiences, not curated ones” (Smith, 2022). 
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This sentiment aligns with thematic analysis findings, where "authentic representation" emerged as a 
recurring theme in participants' descriptions of why they prefer UGC over official promotional 
materials (Brown & Lee, 2021). 
 
-Emotional Engagement and Storytelling 
Thematic analysis of user reviews and social media posts uncovered an emotional dimension in UGC. 
Phrases like “magical sunset” or “once-in-a-lifetime experience” frequently appeared, indicating the 
ability of UGC to evoke emotional connections. A traveler interviewed described how they chose 
Iceland as their destination after reading a detailed blog post: 
“The way the blogger wrote about their journey made me feel like I was there. It wasn’t just about 
facts—it was about feelings” (Johnson, 2023). 
These emotional narratives influence not only destination choice but also the perceived value of the 
trip. 
 
-Cultural Insights and Local Experiences 
UGC often highlights aspects of destinations that traditional marketing overlooks. For example, 
interviews with content creators showed a preference for showcasing local, lesser-known attractions. 
One creator stated: 
“I love sharing hidden gems because they give people a real taste of the culture, not just the touristy 
stuff” (Martinez, 2022). 
This insight resonates with travelers who expressed a desire for authentic cultural immersion, with one 
participant remarking: 
“I booked a stay in a local village because I saw a video about their festivals—it wasn’t something I 
would have found in a brochure” (Anderson & White, 2021).  
 
V-Destination awareness 
Destination awareness is vital in the travel and tourism sector. User-generated content (UGC) 
significantly shapes perceptions, boosts engagement, and enhances User-generated content (UGC), 
including reviews, photos, videos, and social media posts created by travelers, plays a crucial role in 
shaping destination awareness. It significantly influences the decisions of those seeking travel 
inspiration. Beyond engaging audiences, UGC also enhances visibility and promotes the destination 
(tagshop.ai, 2024). 
 
VI-Results and discussion 

 Challenges in Leveraging User-Generated Content (UGC) 
Despite the numerous benefits UGC offers, tourism brands face several challenges when integrating it 
into their marketing strategies. One significant issue is misinformation, where inaccurate or outdated 
content shared by users may mislead potential customers. This can harm the brand's credibility and 
trustworthiness, particularly if the erroneous information goes unchecked for extended periods (Smith, 
2020). 
 
Another challenge is the presence of negative reviews. While constructive criticism can help brands 
identify areas for improvement, overly critical or unjustified reviews may damage the destination's 
reputation. Such feedback, often amplified by social media platforms, can significantly influence the 
perceptions of prospective tourists, even if the issues raised are isolated or unsubstantiated (Jones & 
Taylor, 2019). 
 
Additionally, the lack of control over UGC presents a unique obstacle. Since the content is generated by 
users, brands have limited ability to curate or manage its tone and quality. This openness may lead to 
inconsistencies in messaging or visual representation that fail to align with the brand's identity (Brown 
& Lee, 2021). 
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Finally, tourism brands must address ethical and legal concerns, such as copyright and privacy issues, 
when featuring user content in their campaigns. Ensuring proper attribution and obtaining consent are 
critical to avoiding potential disputes (Walker et al., 2020). 
 
By acknowledging and addressing these challenges, tourism brands can more effectively harness the 
potential of UGC while mitigating its associated Threats. 

 
VII-Conclusion 
This study provides valuable insights into the key factors influencing tourists' perceptions and 
intentions toward destinations. The comprehensive structural model underscores the significant impact 
of destination credibility, electronic word-of-mouth (E-WOM), social media engagement, influencer 
endorsements, and user-generated content (UGC) on tourist behavior. These findings align with 
existing research, highlighting the critical role of trust, transparency, and interactive engagement in 
destination marketing. Destination credibility emerged as a pivotal factor in shaping tourists' 
perceptions, reinforcing its importance in building trust and fostering positive destination images. 
Furthermore, E-WOM, social media engagement, and UGC proved to be essential, illustrating the 
growing influence of peer recommendations and the democratization of travel information.  
 
These insights are particularly relevant in the digital era, where authenticity and meaningful interactions 
play a crucial role in consumer decision-making.      Moreover, the study exhibits strong predictive 
accuracy, confirming its reliability in forecasting tourist behavior based on perceived destination 
attributes. This validation contributes to theoretical advancements in tourism research while offering 
practical guidance for destination marketers aiming to enhance visitor experiences and strengthen 
destination competitiveness. By gaining a deeper understanding of the complex dynamics of tourist 
perceptions and intentions, destinations can refine their marketing strategies to effectively engage 
diverse target audiences and promote sustainable tourism development. 
 
Future research could explore additional dimensions of tourist decision-making, particularly emotional 
and psychological factors, to develop a more comprehensive understanding of tourist behavior. 
Additionally, examining the evolving influence of technology and digital platforms—such as electronic 
word-of-mouth (E-WOM), social media, and user-generated content (UGC)—on travel preferences 
would provide valuable insights into the future of destination marketing. By integrating theoretical 
knowledge with practical applications, researchers and industry professionals can contribute 
significantly to promoting sustainable tourism practices and enhancing the overall visitor experience 
worldwide. 
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