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Abstract 

 

Advertising in our days is moving to the social media since consumers are spending more 

and more time on such platforms that offer very customized information for each user. 

 

Facebook, for example, is trying to bring each person the most meaningful content, which 

means the advertising is ultra-customized based on the user activity and preferences, but 

this kind of personalisation can easily have an unpleasant side effect. 

 

The advertising for touristic destinations can become very complex by using fine-tuned 

campaigns triggered by user consumption patterns revealed in the digital world. 

By adding a button like “buy now”, the social media apps can easily integrate important 

ecommerce features, so the advertising of today is not only about presenting the content but 

also about instantly buying products and services. 

 

This paper highlights the way in which advertising messages emerging social media can 

quickly have a greatly improved success rate. 

 

Research methodology took as its starting point the findings of scientific studies published 

in the literature, the obtained results being interpreted from the perspective of the authors' 

personal considerations on the topic of the paper. 

 

The conclusions highlight the main trends related to increasing the success rate of 

advertisements in tourism by using social media and by choosing the most appropriate 

platforms, advertising methods and buying tools such as augmented and/or virtual reality 

that allow to experiment in advance a travel package, placing of advertising messages on 

the platforms with the greatest impact and including the direct purchase options inside the 

add, so that viewing the message can be immediately followed by the acquisition of the 

promoted services. 
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Summary 

 

Intrinsic factors are the ones that determine the decision to travel, while the choice of 

destination is predominantly influenced by extrinsic factors, so advertising campaigns that 

combine factors in both categories have the greatest chances to influence the social media 

user’s decision to buy the touristic packages. 

 

The main trends highlighted by the present research are: 

 

• Augmented reality allows the potential tourist to "verify" in advance the potential 

holiday destinations and to choose those places that best meet the intrinsic and extrinsic 

expectations; 

 

• The best touristic advertising is achieved through the combination of Facebook and 

Instagram, as a maximum penetration rate is achieved through a joint campaign running on 

the two platforms in parallel; 

 

• “Buy Now” buttons quickly increase the advertising messages efficiency since they 

remove any intermediate steps that involve leaving social platforms to other web sites that 

do not enjoy a good reputation, so the journey from viewing a destination to buying the 

touristic package becomes a very short and user-friendly one. 

 

Such a combination between social media, advertising and e-commerce, all together mixed 

in a single application, could be a real booster for the future of the tourism. 


