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Abstract 

The expansion of social networking platforms has fundamentally reshaped the way travel decisions are 

formed, particularly among younger consumers. Unlike traditional tourism promotion that relied on 

brochures, television campaigns, or travel agents, modern destination discovery increasingly occurs 

through algorithm-driven digital feeds. This study investigates how visual social media platforms 

influence travel intention among Generation Z consumers and evaluates the contribution of influencer 

credibility and AI-enabled customer interaction systems in strengthening tourism engagement. A 

descriptive research design was adopted, and primary data were collected from 15 respondents aged 

between 18 and 27 years through a structured questionnaire. In addition, a case-based assessment of Pista 

House was conducted to examine the impact of conversational digital automation. The findings reveal that 

visually dominant platforms significantly shape destination awareness, with 85% of respondents 

identifying Instagram as their primary inspiration source. Automation-based engagement further 

demonstrated measurable improvements in customer responsiveness and conversion. The study concludes 

that tourism enterprises must reposition themselves within a digitally immersive ecosystem centered on 

visual narratives, social validation, and real-time interaction. 

Keywords: Social Media Influence, Tourism Marketing, Generation Z, Digital Engagement, Influencer 

Credibility, AI Automation, Travel Intention. 
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Introduction 

Tourism continues to serve as a critical contributor to national income and employment generation. In 

India, the sector accounted for approximately 5.22% of GDP in 2024, reflecting its economic relevance. 

However, while destinations remain geographically constant, the mechanisms influencing destination 

choice have undergone rapid transformation. 

Contemporary travelers, particularly younger demographics, no longer rely predominantly on offline 

intermediaries. Instead, travel planning begins within digital ecosystems characterized by short-form 

videos, peer-generated imagery, and algorithmic content suggestions. Social media platforms function not 

merely as communication channels but as persuasive environments that shape aspirations and 

consumption behavior. 

The shift from traditional information search models to socially influenced digital exploration requires 

academic attention. Understanding how digital stimuli translate into actual travel intent is essential for 

tourism stakeholders seeking strategic alignment with evolving consumer behavior. 

Literature Review 

Technology Acceptance and Digital Convenience 

The adoption of travel-related digital platforms is often explained through perceived ease of use and 

functional utility. Social media applications simplify destination discovery through intuitive interfaces 

and personalized content delivery, thereby encouraging prolonged engagement and repeated exposure to 

travel imagery. 

Stimulus–Organism–Response Perspective 

The Stimulus–Organism–Response framework provides psychological grounding for digital tourism 

influence. Travel reels, destination vlogs, and influencer narratives act as environmental stimuli. These 

stimuli generate internal emotional states such as excitement, curiosity, or social comparison, which 

subsequently drive behavioral outcomes including trip planning or booking inquiries. 

Credibility of Social and Influencer Content 

Unlike conventional advertisements, influencer and user-generated content are perceived as experiential 

rather than promotional. Authentic storytelling and peer validation contribute to reduced uncertainty, 

especially among first-time or young travelers. Social proof, measured through likes, shares, and 

comments, strengthens perceived destination desirability. 
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Research Gap 

Existing research extensively documents digital marketing in large-scale international tourism and airline 

branding. However, limited scholarly focus has been directed toward regional heritage brands integrating 

AI-enabled conversational systems with tourism promotion. The intersection of culinary tourism, digital 

automation, and youth-driven platform engagement remains comparatively underexplored. 

Research Objectives 

1. To examine the influence of visual social media platforms on youth travel intention. 

2. To analyze the relationship between influencer credibility and destination trust. 

3. To evaluate the effectiveness of AI-based conversational automation in enhancing tourism-

related engagement. 

Hypotheses 

H1: Exposure to visual social media content positively influences travel intention among Generation Z 

consumers. 

H2: AI-enabled digital communication systems significantly improve engagement and conversion 

outcomes in tourism-related businesses. 

Research Methodology 

The study follows a descriptive research approach to capture current behavioral patterns. 

Primary Data Collection 

• Sampling technique: Convenience sampling 

• Sample size: 15 respondents 

• Age group: 18–27 years 

• Instrument: Structured questionnaire (16 items) 

• Mode: Online distribution 

Secondary Data Sources 

• Government tourism publications 

• Academic journal articles 

• Industry insights and brand case material 
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Analytical Tools 

Descriptive statistical methods such as percentage analysis and response frequency distribution were used 

to interpret survey findings. 

 

Data Analysis and Key Findings 

Platform Influence 

Platform Preference Percentage (%) 

Instagram 85 

YouTube 10 

Other Platforms 5 

The dominance of Instagram indicates the strength of image-driven and short-form video content in 

shaping travel aspirations. 

Influence of Digital Personalities 

Influence Factor Percentage (%) 

Influencer/Vlog Recommendations 62 

Peer Posts 23 

Brand Advertisements 15 

The data suggest that informal digital endorsements exert stronger influence than traditional brand-led 

promotions. 

Case Analysis: Digital Automation Impact 

Following the implementation of AI-supported customer interaction tools: 

• Average response time decreased from 8 minutes to under 1 minute. 

• Lead conversion reached approximately 34%. 

• Order volume increased by nearly 45% within two months. 
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Statistical Interpretation 

A positive association was observed between frequency of social media exposure and reported travel 

intent. Respondents who engaged with travel reels daily demonstrated higher likelihood of destination 

consideration compared to occasional viewers. 

 

Discussion 

The empirical findings support the argument that social media platforms act as behavioral catalysts rather 

than passive information repositories. The emotional triggers embedded within visually curated content 

create aspirational benchmarks that influence decision-making. 

Furthermore, influencer credibility appears to function as a trust substitute in digital environments where 

physical verification is absent. In the case of AI-enabled automation, responsiveness and personalization 

significantly enhanced user satisfaction and operational efficiency. 

The integration of visual persuasion and technological responsiveness forms the backbone of 

contemporary tourism marketing strategies. 

 

Conclusion 

The study establishes that social media ecosystems have redefined the architecture of tourism decision-

making among younger consumers. Visual immersion, peer validation, and automated interaction 

collectively shape destination perception and behavioral intention. 

Tourism enterprises must prioritize dynamic digital storytelling, strategic influencer partnerships, and 

real-time customer communication systems to maintain competitiveness. As digital consumption patterns 

continue to evolve, adaptive engagement models will determine long-term sustainability in the tourism 

sector. 
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Implications 

For Tourism Businesses: 

Investment in short-form video production and automated response systems can significantly enhance 

engagement metrics and consumer trust. 

For Policymakers: 

Encouraging digital adoption among regional tourism operators may strengthen local economic 

ecosystems and youth participation in travel markets. 

Limitations 

The study is limited by its small sample size and demographic concentration within the 18–27 age group. 

Additionally, findings are time-sensitive due to rapid technological and algorithmic changes in social 

media environments. Broader sampling and longitudinal research may provide stronger generalizability. 
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