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Abstract: This study explores the influence of social media on tourists’ decision-making
processes, focusing on Cape Verde as an emerging tourist destination. The aim is to
understand how social media platforms shape tourists’ perceptions and choices and how
demographic factors like age and education affect the selection of information sources.
A survey was conducted with 259 individuals intending to visit Cape Verde, employing
a non-probability convenience sampling method. Data were analysed using chi-square
tests to examine associations between age groups, education levels, and the use of social
media and information sources. The results reveal significant associations between age and
social media platform preference, with older tourists (44–79 years) favouring Facebook and
younger tourists (18–29 years) preferring Instagram and TikTok. Additionally, education
level influences the choice of information sources; higher-educated individuals are more
likely to use social media and conduct independent research, while those with lower
education levels tend to rely more on travel agencies and tourism fairs. These findings
highlight the importance of tailored marketing strategies that account for demographic
differences, offering practical insights for destination marketing organizations (DMOs) to
better engage with diverse tourist segments.

Keywords: social media; tourism marketing; Cape Verde; age groups; education levels;
destination choice; information sources

1. Introduction
The influence of Information and Communication Technologies (ICTs) on tourism

is undeniable, given the information-intensive nature of this sector, which heavily relies
on these technologies to promote and operate tourist destinations (Gretzel et al., 2015).
Tourism is a broad concept that encompasses various aspects, ranging from sustainability
to environmental and economic impacts (Melo et al., 2021). Within this context, social
media has emerged as one of the primary drivers of transformation, significantly altering
tourists’ behaviour and travel decision-making processes.

The importance of social media in tourism is well documented. Recent studies demon-
strate that the use of social media positively influences users’ attitudes toward travel choices
(Agung Sudarmanto, 2023), particularly on platforms like Instagram, which directly impact
vacation planning. Similarly, Liu et al. (2013) highlight that modern tourists increasingly
turn to social media as a primary source of information, radically changing their travel
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behaviours and decision-making processes. Furthermore, Kristanto et al. (2021) found that
social media positively impacts travel intentions, especially during challenging periods
such as the pandemic, when trust in destinations is crucial. Another key aspect is electronic
word-of-mouth (eWOM), which has become central to tourists’ decision-making processes.
Positive perceptions of eWOM, such as user-generated reviews and photographs, signifi-
cantly affect tourists’ well-being experiences (Li et al., 2022). According to Sharma’s (2022)
study, “The Influence of Social Media on Travel Decision-Making”, travellers increasingly
rely on such content to inform their destination choices.

Despite the growing body of research on the role of social media in tourism, there is a
notable gap in understanding how social media influences destination choices in the context
of Cape Verde, an archipelago off the western coast of Africa known for its paradisiacal
beaches and rich culture. Although Cape Verde has been heavily investing in tourism
marketing strategies (Furtado et al., 2022), little is known about the impact of social media
on the country’s appeal as a tourist destination. This study aims to fill this gap by exploring
how social media influences tourists’ decisions regarding Cape Verde and what types of
information visitors seek before travelling.

This research aims to investigate the role of social media in shaping tourists’ percep-
tions and choices, particularly in the context of Cape Verde. By addressing this gap, the
study contributes to the broader understanding of how digital platforms influence tourism
in emerging destinations. The novelty of this research lies in its focus on Cape Verde, a
destination that has not been extensively studied in the context of social media’s impact on
tourism. The findings are expected to provide valuable insights for tourism marketers and
policymakers, helping them leverage social media more effectively to promote Cape Verde
as a competitive tourist destination.

To guide this study, the following research questions are proposed:

RQ1: Is there a significant association between the age group of tourists intending to visit
Cape Verde and the choice of social media platform used to research the destination?

RQ2: Is there a significant association between the education level of tourists visiting Cape
Verde and their choice of information source for researching the destination?

These research questions aim to explore the demographic factors influencing the use
of social media and information sources in the context of Cape Verde, providing a more
focused direction for the study.

2. Literature Review
2.1. Tourism Marketing

Tourism heavily relies on marketing as a vital strategy to attract visitors and generate
revenue. Tourism marketing encompasses various initiatives and tactics that enable the
industry to position itself in distinct market niches (Quintero et al., 2022). According
to Abarca (2020), marketing strategies are essential for attracting tourists and increasing
revenue in the travel and tourism sector. Developing a tourism marketing plan should
include strategic objectives to enhance the destination’s reputation and attract more visitors.
Florido-Benítez (2022) expands this perspective, considering travel destinations, accom-
modations, travel services, and attractions as key components of tourism marketing. The
ultimate goals are to boost the economic benefits of tourism, attract more visitors, and
improve the overall tourist experience.

The fundamental characteristics of tourism marketing include a customer-oriented
approach, which focuses on understanding tourists’ behavioural traits, such as consump-
tion patterns, income levels, and product preferences, to meet their needs and desires
(Atakishiyeva, 2022). Tourism marketing employs the marketing mix, consisting of the four
Ps: product, price, place, and promotion. The product refers to the tourism experience,



Tour. Hosp. 2025, 6, 45 3 of 18

which includes the destination, accommodations, and other attractions. The price reflects
the cost of the tourism experience, which varies depending on demand, seasonality, and
other factors. The place involves the distribution of the tourism product, including direct
sales, online booking platforms, and travel agencies. Finally, promotion is the process
of presenting tourism products to potential visitors, playing a critical role in marketing
development strategies (Muraji et al., 2023).

Branding and positioning are also vital in tourism marketing, as they aim to create
and promote a distinctive and appealing image that differentiates a destination or product
from its competitors, attracting potential travellers (Florido-Benítez, 2022). In recent years,
the use of technology, including websites, social media, mobile applications, and email
marketing, has become increasingly important in promoting travel and tourism. These
digital and mobile marketing tools allow tourism professionals to customise their messages,
interact with potential visitors, and reach a global audience (Florido-Benítez, 2022). Market
research and analysis are essential to understand tourists’ demands, preferences, and
behaviours, informing marketing decisions and tactics (Atakishiyeva, 2022).

Experience marketing, which focuses on creating sensory, emotional, and cognitive
experiences, is another key component of tourism marketing. By providing unique and
memorable experiences that meet tourists’ needs and desires, destinations can enhance
travellers’ satisfaction and influence their decision to recommend or return to the location
(Pop et al., 2019). Market segmentation is equally important in the tourism sector, as it
enables businesses to tailor their offerings to the unique requirements and preferences of
different visitor profiles. This approach leads to greater customer satisfaction, loyalty, and,
ultimately, business success (Katsoni et al., 2013).

2.2. Social Media

Social media has revolutionised how businesses operate and interact with their cus-
tomers. These platforms have become essential tools for digital recruitment strategies,
particularly in the travel and tourism sector. By leveraging social media, companies gain
access to a broader pool of potential employees, enhancing the effectiveness of their hiring
practices (Oncioiu et al., 2022). Social media has also been instrumental in overcoming
regional barriers to global connectivity. For instance, it has been used to aggregate traffic
volumes, enabling small producers from developing countries to participate in global
supply chains (Kunaka, 2010).

The impact of technology and social media on the tourism industry is profound,
transforming how travellers book and experience their trips and how businesses operate.
The global economic environment, particularly the tourism sector, has significantly changed
due to Information and Communication Technologies (ICTs). These technologies offer
various tools, processes, and functionalities that facilitate strategic management and help
businesses gain a sustainable competitive advantage.

The adoption and use of e-commerce by tourism businesses have also been influenced
by Web 2.0. Consumers now rely on content from social media and interactive e-commerce
websites and traditional e-commerce platforms to shape their perceptions, preferences,
and value judgments (Maoneke & Isabirye, 2016). Today, tourists increasingly trust the
opinions of those who have previously visited a particular country or region. Social media
has gained popularity as a platform where consumers share their experiences, influencing
others (Morais et al., 2022).

The use of social media as a tool in the travel and tourism sector has grown signif-
icantly, impacting travellers’ choices of holiday destinations. One of the most popular
categories on Instagram is travel, which sparks users’ curiosity and motivates them to visit
specific locations (Morais et al., 2022). According to Azazi and Shaed (2020), social media
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substantially impacts tourism, as it fosters relationships, builds trust, and promotes mar-
keting activities. It helps hotels develop emotional connections with customers, improve
services, and enhance brand perception. Trust is crucial for the quality of information in
tourism, and travel service providers, such as Tourism Australia, actively promote their
activities on social media. Online community engagement is essential for decision-making
and the marketing strategies of tourism businesses.

The Internet and social media are increasingly influential in the travel sector, providing
data for product development and strategic improvement. However, they can also lead to a
loss of control over customer opinions. Businesses must respond to criticism to maintain the
trust of their followers in destinations. While social media facilitates access to information,
some visitors feel they spend too much time searching for it (Tanković et al., 2022).

Decision-makers are not typically independent; instead, they are influenced by the
opinions of others within their social media (Gai et al., 2023). Recommendations from
friends, family, and digital influencers significantly impact destination choices. This influ-
ence stems from the trust and credibility associated with these sources and the power of
social media platforms in shaping perceptions and attitudes towards different destinations.
Digital influencers, for example, have become a potent force in promoting products and
services, including tourist destinations. Platforms like Instagram enable influencers to
connect with millions of followers worldwide. A study analysing the activities of Chiara
Ferragni, a globally recognised influencer, concluded that her promotion of Italian cui-
sine and tourist destinations significantly influenced the appreciation of these locations
(Ingrassia et al., 2022).

In the post-pandemic era, the role of social media in shaping tourist perceptions has
become even more pronounced. Chen et al. (2023) emphasise the impact of short video
marketing on tourist destination perception, highlighting how platforms like TikTok and
Instagram have become essential tools for destination marketing. These platforms allow
the dissemination of visually engaging content that can significantly influence tourists’
perceptions and choices. Similarly, Rahman et al. (2023) explore the pathways to tourist
loyalty, emphasising the role of destination image, service quality, eWOM, and social media
in shaping tourist behaviour. Their findings suggest that social media influences initial
destination choices and fosters long-term loyalty.

Moreover, advanced technologies like sentence transformers have enabled researchers
to uncover tourist visit intentions through social media data. Fantozzi et al. (2024) demon-
strate how social media content can be analysed to predict tourist behaviour, providing
valuable insights for destination marketing organizations (DMOs). Additionally, Kim
et al. (2024) utilise geotagged image content from social media to classify coastal tourism
activities, further underscoring the importance of social media data for understanding
tourist preferences and behaviours.

The influence of social media marketing activities on followers’ purchase intentions
has also been explored in the context of the restaurant industry. Anas et al. (2023) highlight
how social media marketing activities, such as interactive content and influencer collabora-
tions, can significantly enhance followers’ purchase intentions. This finding is particularly
relevant for tourism marketing, as it suggests that similar strategies could be employed to
promote tourist destinations effectively.

According to Matikiti-Manyevere and Kruger (2019), social media significantly in-
fluences travel decision-making, as tourists search for information and share experiences.
Entrepreneurs in the tourism sector should be present on these platforms to establish
contact with potential customers and ensure accurate content about attractions and services.
This can increase visibility, reach a wider audience, and lead to an increase in bookings and
revenue. However, several studies have concluded that different generations use certain
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social media (Chang et al., 2023; Fedrina et al., 2021; Hysa et al., 2021). Based on this, the
following research hypothesis is proposed:

H1: There is a significant association between the age group of tourists intending to visit Cape
Verde and the choice of social media platform used to research the destination.

Travellers use social media such as Facebook, Instagram, and X with a travel theme to
interact with other travellers, share experiences, and obtain information (Sharma, 2022).
The interactive features of these platforms, which allow users to interact with travel-related
content and ask for assistance in real time, give the decision-making process a more
immediate and personalised feel (Sharma, 2022).

The education level significantly influences how individuals use social media to access
and evaluate information. Recent studies indicate that people with greater digital literacy—
often associated with higher levels of education—tend to be more critical and selective when
consuming information online, while individuals with less academic training may show
greater vulnerability to misinformation and the spread of unverified content (Hargittai &
Micheli, 2019; Guess et al., 2020).

Digital literacy involves not only the ability to use digital technologies, but also
the competence to assess the credibility of sources and understand the mechanisms for
disseminating information on social media (van Deursen & Helsper, 2018). In this sense,
research shows that people with a higher level of education tend to use social media more
strategically, using platforms such as Twitter, LinkedIn, and specialized Facebook groups to
research and update their knowledge (Kahne & Bowyer, 2017). In contrast, individuals with
less education may rely more on generalist social media as their main source of information
without resorting to additional checks (Allcott et al., 2019). Based on the above discussion,
the following research hypothesis is proposed:

H2: There is a significant association between the education level of tourists intending to visit Cape
Verde and their choice of information source for researching the destination.

3. Methods
3.1. Study Area

The Cape Verde archipelago, located off the western coast of Africa, comprises ten
islands, nine of which are inhabited. Known for its volcanic origins, the islands offer a
mix of long sandy beaches and mountainous landscapes, with the sea being a key natural
resource due to its rich marine life. Discovered in the 15th century, Cape Verde covers
4033 square kilometres and is characterised by a blend of Portuguese and Creole linguistic
and cultural influences (Correia et al., 2008; Carter & Aulette, 2009). Over the past decade,
Cape Verde has emerged as a significant tourist destination, driven by its strategic location
linking Africa, Europe, and the Americas. The inauguration of the international airport
and Hotel Morabeza in 1960 marked the beginning of a tourism boom, contributing to
sustained economic growth (Custódio & Nunes, 2019). The country is renowned for its sun
and beach tourism, mild climate, and welcoming culture encapsulated by the concept of
“Morabeza” (Custódio & Nunes, 2019).

Tourism demand in Cape Verde has grown at an average annual rate of 11.2%, attract-
ing European tourists and prompting studies on tourism development and community-
based initiatives (Rice et al., 2020; Sánchez-Cañizares & Castillo-Canalejo, 2014). However,
there is a lack of research on customer perceptions and satisfaction, particularly regarding
online reviews, which are increasingly important in shaping travel decisions (Oliveira et al.,
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2021). This gap highlights the need to further explore how digital platforms, such as social
media, influence Cape Verde’s appeal as a tourist destination.

3.2. Data Collection

This research employed a survey to deductively explore the perceptions of tourists
intending to visit Cape Verde. The survey was conducted using the Microsoft Forms online
platform. A pilot test was conducted in March 2024, involving 12 participants invited
to respond to the questionnaire. The average response time was 5.10 min, allowing for
feedback and potential improvements.

The final survey consisted of 10 questions (Table 1) and was administered anony-
mously based on the theoretical framework discussed in the literature review. It included
multiple-choice questions, checkboxes, and a five-point Likert scale and was divided into
three sections.

Table 1. Survey Operationalisation.

Variables Operationalisation Type Reference

Gender Male; Female; Prefer not to
answer Nominal

Adapted from Ghaly
(2023); Morais et al. (2022);

Tanković et al. (2022);

Country of Origin Open-ended - Raazim and Munasinghe
(2021)

Age (18–29); (30–43); (44–59); (60–79) Interval Adapted from Hysa et al.
(2021)

Education Level

Did not complete secondary
school; Secondary school;

Bachelor’s degree; Master’s
degree; PhD

Ordinal Adapted from Tanković
et al. (2022)

Occupation Employed; Student; Unemployed Ordinal Tanković et al. (2022)

Frequency of Social Media
Use

Once a week or less; Several times
a week; Once a day; Several times

a day
Ordinal Tanković et al. (2022)

Use of Social Media for
Tourism Information

Various Likert scale questions
assessing influence of social

media on travel choices
5-Point Likert Scale Adapted from Morais et al.

(2022); Paul et al. (2019)

Social Media Platforms for
Destination Research

Facebook; Google+; Instagram;
YouTube; Pinterest; Snapchat;
LinkedIn; TikTok; X; Tumblr;

Other

Ordinal Tanković et al. (2022)

Sources of Destination
Information

Travel agencies; Brochures,
newspapers, and tourism

magazines; Tourism fairs; Search
engines (e.g., Google); Social
media; Cape Verde Tourism

Portal; Recommendations from
friends or family

Ordinal
Adapted from Fernandes
et al. (2019); Morais et al.

(2022)

Evaluation of Cape Verde’s
Tourism Promotion

Very good; Good; Average; Poor;
Very poor Ordinal Adapted from Fernandes

et al. (2019)

Key Destination Attributes

Historical attractions;
Accessibility and transport;
Climate; Price; Festivals and

events; Gastronomy; Cultural
attractions; Accommodation

quality; Entertainment activities;
Natural attractions

Ordinal
Adapted from Tomigová
et al. (2016); Raazim and

Munasinghe (2021)
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A non-probability convenience sampling method was employed, targeting individuals
interested in visiting Cape Verde. This approach ensured accessibility and ease of data col-
lection while capturing relevant insights from potential tourists. Convenience sampling is
commonly used in tourism research due to its practicality and cost-effectiveness, especially
when targeting specific groups, such as potential tourists (Etikan et al., 2016). However, this
method has limitations, including potential sample representativeness and generalizability
biases. For instance, the sample may overrepresent individuals who are more active on
social media or have a higher interest in travel, which could skew the results. To mitigate
these biases, the survey was distributed across various online platforms and social media
channels to reach a broader audience.

Microsoft Forms was chosen for data collection based on its user-friendly interface,
ease of distribution, and ability to collect real-time responses. Microsoft Forms also allows
for anonymous responses, which can encourage more honest and candid feedback from
participants. However, using an online platform may introduce selection bias, as it tends
to attract respondents who are more comfortable with digital tools and have access to the
Internet. This could exclude older individuals or those with limited digital literacy. To
address this, the survey was designed to be simple and accessible, with clear instructions
and minimal technical requirements.

3.3. Survey Operationalization

The operationalization of the survey variables was designed to directly align the
dimensions under analysis with the study’s objectives. The selected variables reflect indi-
vidual factors, such as socio-demographic traits and behavioural aspects and perceptions
of using social media in choosing Cape Verde as a tourism destination. Various scale types,
including Likert, nominal, ordinal, and interval scales, allow for collecting a broad range of
information, incorporating both quantitative and subjective characteristics.

A total of 263 responses were collected, with 259 questionnaires deemed complete and
suitable for data analysis. The remaining respondents did not consent to participate in the
survey. The results were analysed using the statistical software JAMOVI, version 2.3.28.

4. Results
4.1. Sample Characterization

The sample consisted of 18.5% male and 81.5% female participants. Most respondents
belong to the 44–59 age group, representing 43.2% of the sample. The 30–43 age group is
the second most representative, with 25.1% of the sample. This is followed by the 18–29 age
group with 22.8% and those in the 60–79 age group with 8.9% of the sample. Thus, 91% of
the sample belongs to the 18–59 age group.

In terms of level of education, the majority of respondents have a bachelor’s degree,
representing (46.7%) of the sample. This was followed by participants with a master’s de-
gree (24.7%) and participants with secondary education (23.9%). Only a small percentage of
participants had not completed secondary education, as with participants with a doctorate,
with (2.3%) of both.

4.2. Use of Social Media

The patterns of social media use by the study participants in terms of time spent per
week reveals that the vast majority of participants (80.7%) access social media “several
times a day”, indicating a high level of engagement with these platforms and suggesting
that social media plays a significant role in the daily lives of the respondents. Social media
thus functions as an important information and organizational tool, facilitating information
gathering, contact, and decision-making, in line with the study by Tanković et al. (2022).
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Table 2 illustrates the information that social media users provide before choosing a
travel destination. The information sought on social media was evaluated using a 5-point
Likert scale (1—“Strongly disagree”; 2—“Disagree”; 3—“Neither disagree nor agree”; 4—
‘Agree’; 5—“Strongly agree”). With regard to the type of information sought on social media,
the items with the highest average values are “Social media can be useful for discovering
restaurants” (4.12), “Social media are very important for promoting tourism” (4.11) and
“Social media provide information on new tourist destinations” with an average of 4.8. The
items with the lowest average are: “Social media have a great influence when choosing
a destination” (3.30) and “The promotion of Cape Verde on social media influenced the
choice of destination” (3.30).

Table 2. Information searched on social media.

Items Average Median Standard Deviation

Social media provide information on “new tourist destinations” 4.08 4 1.102
Other people’s “travel reviews” on social media help me select
a destination 3.85 4 1.113

“Comments” and “replies” on social media provide
important information 3.90 4 1.026

The “videos” shared on social media influence me when
choosing a destination 3.93 4 1.099

The “images” of tourist sites shared on social media attract me
to visit that place 3.80 4 1.150

The information found on social media about tourism seems
reliable to me 3.42 3 0.955

Social media help me get information on tourism costs 3.51 4 1.118
Social media help me get information about travel routes 3.78 4 1.028
Safety and security problems in tourist destinations can be
identified through social media 3.38 4 1.133

Problems or risks in tourist destination can be identified
through social media 3.39 3 1.144

Social media can be useful for getting to know restaurants 4.12 4 0.962
You can get ideas about accommodation facilities via
social media 3.95 4 0.979

Social media provide information on transport infrastructure 3.55 4 1.079
Social media helps me choose the best time to visit the country 3.58 4 1.209
Social media helps me learn about culture and heritage 3.56 4 1.151
Social media have a big influence when it comes to choosing
a destination 3.30 3 1.208

Social media are very important for promoting tourism 4.11 4 1.023
The promotion of Cape Verde on social media influenced the
choice of destination 3.30 4 1.378

The reliability of the answers to the survey questions on information sought on social
media to visit Cape Verde was assessed using Cronbach’s alpha, which, with a value of
0.948, reveals excellent internal consistency.

With regard to the use of social media as a research tool to collect data on the Cape
Verde destination, Facebook accounts for 36.4% of all social media mentioned by respon-
dents, Instagram comes in second place with 22.3%, Google+ with 16.8%, YouTube with
13.1%, TikTok with 5.6%, Other (other social media such as Telegram, Reddit, TripAdvisor)
with 1.7%, Pinterest with 1.5%, LinkedIn with 1.3%, X with 1.0% and Snapchat with 0.3%.
Similar conclusions are presented in the study by Nag and Gilitwala (2023), in which the
most popular social media used to search for a particular destination are also Facebook
and Instagram.
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When asked about the sources they used to look for information before visiting Cape
Verde, respondents most often mentioned social media (24.4%), followed by Search Engines
(23.4%), Travel Agencies (18%), Recommendations from Friends or Family (15.5%), and the
Cape Verde Tourism Portal (7.3%). As our study highlights, the majority of respondents
seem to trust social media more than in previous studies, ranking social media as the first
source of information about the destination. This may be due to the increase in digital
influencers and authentic content, the greater credibility of online content, and the ease
of access and interactivity, allowing travellers to see photos, videos, and comments and
even communicate directly with those who have already visited the destination. In terms
of age, young people, especially the z and y generations, rely more on social media to make
decisions, including travel, indicating greater trust in social media among these age groups.

Regarding evaluating Cape Verde’s tourism promotion, 59.9%of those surveyed said
they had a favourable opinion, 17.4% rated it as very good, 2.5% as good and 32.8% as rea-
sonable. However, 7.3% of respondents did not have a favourable opinion of Cape Verde’s
tourism promotion, and 5% considered it weak or very weak (2.2%). The results align with
the studies by Fernandes et al. (2019), where respondents have a favourable opinion of
Cape Verde’s tourism promotion. Even so, a few respondents rated the promotion as weak,
indicating room for improvement. This shows that, despite the overall success, there is
further room to develop and vary promotional tactics to connect with a larger and more
varied audience.

4.3. Bivariate Analysis

For the inferential analysis of this study, several tests of independence or association
were conducted to determine whether there is an association between the most relevant
variables. In this context, the non-parametric chi-square test was chosen. Given the
qualitative nature of the data, they were organised into contingency tables, which compile
frequencies or counts of study classes, i.e., an ordinal scale. The chi-square test is a non-
parametric statistical test used to assess the independence between categorical variables,
establishing the null hypothesis of independence between the variables under analysis.
The null hypothesis (H0), which assumes independence between the analysed variables,
will be rejected if the obtained p-value is less than 0.05, thus suggesting a statistically
significant association.

The graphical representation of contingency tables was performed with mosaic plots
to visually compare groups.

According to the literature review, two research hypotheses were defined related to
the choice of information sources and the selection of social media platforms used by
individuals intending to visit Cape Verde:

H1: There is a significant association between the age group of tourists intending to visit Cape
Verde and the choice of social media platform used to research the destination.

H2: There is a significant association between the education level of tourists intending to visit Cape
Verde and their choice of information source for researching the destination.

To test H1, the relationship between respondents’ age groups and the social media plat-
forms used to research Cape Verde was analysed. A chi-square test of independence was
performed to examine the relationship between age groups and the choice of social media
platforms used for researching Cape Verde. The results indicate a statistically significant as-
sociation between age group and the choice of social media platform: χ2(3, N = 259) = 28.8,
p < 0.001 (Facebook), χ2(3, N = 259) = 15.7, p = 0.001 (Instagram); χ2(3, N = 259) = 30.8,
p < 0.001 (TikTok); χ2(3, N = 259) = 8.37, p = 0.039 (Other platforms).
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The chi-square test revealed a p-value below 0.05 for Facebook (p < 0.001), Instagram
(p = 0.001), TikTok (p < 0.001), and other social media platforms (p = 0.039), indicating a
statistically significant dependence between age group and social media choice. The results
confirm that choosing a social media platform for researching Cape Verde is significantly
associated with age group, validating Hypothesis H1.

Figure 1 represents a mosaic plot illustrating the association between age groups and
Facebook, Instagram, TikTok and other social media usage. Block sizes represent response
frequencies, and the colours indicate deviations from expected values: blue shades signify
observed frequencies above the expected, while red shades represent frequencies below
the expected. Mosaic plots (Figure 1) reveal that Facebook is predominantly used by older
age groups (44–79), whereas Instagram and TikTok are preferred by younger users (18–29).
Other social media platforms, including Telegram and TripAdvisor, show moderate use
among the 30–43 age group.
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To test H2, the relationship between education level and the sources of information
used (travel agencies, tourism fairs, and social media) was analysed (Figure 2). A chi-square
test of independence was also conducted to assess the relationship between education
level [Did not complete secondary school (B); Secondary school (S); Bachelor’s degree
(Ba); Master’s degree (M); PhD (P)] and tourism information sources, finding a statistically
significant association between Travel Agencies (p = 0.006), Tourism Fairs (p = 0.003), and
Social Media (p = 0.046). The results confirm a significant association between education
level and the choice of information source: χ2(4, N = 259) = 14.3, p = 0.006 (Travel Agencies);
χ2(4, N = 259) = 16.0, p = 0.003 (Tourism Fairs); χ2(4, N = 259) = 9.72, p = 0.046 (Social Media).

Mosaic plots (Figure 2) demonstrate that individuals with secondary education or a
bachelor’s degree are more likely to use travel agencies as an information source. Individu-
als with a doctorate or master’s degree rely less on tourism fairs, suggesting a preference
for independent research and social media. The use of social media as an information
source is more prevalent among individuals with a bachelor’s and master’s degree.

The results confirm that education level influences the choice of information source,
validating Hypothesis H2.
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5. Discussion
The patterns of social media use by the study participants indicated a high level of

engagement with these platforms, suggesting that social media plays a significant role in
the respondents’ daily lives. Paul et al. (2019) point out that most social media platforms
allow users to upload content such as photos, videos, comments and reviews, which can
be beneficial when choosing a destination. This is because many tourists rely on other
travellers’ experiences and posts on their social media to stay informed about the options
available in any destination. Tourists also gather information about transportation, routes,
accommodation, costs, safety, risks, and problems related to a tourist destination to make
rational decisions. When we compare our results with those of the study by Morais et al.
(2022), we notice a slight similarity: social media does have an influence when it comes
to choosing a destination, although it is not very representative. From the study’s usage
statistics, respondents use social media to search for new travel destinations and believe it
is crucial to promote them.

Regarding the sources they used to look for information before visiting Cape Verde,
when comparing our results with those of previous studies, it should be noted that there
is a divergence between the studies. Contrary to the results of Morais et al. (2022), which
show that the most popular sources of information are search engines, social media, and the
region’s official website, and the least popular are travel agencies and tourism fairs. In the
studies by Fernandes et al. (2019), users look for more credible information on the tourism
portal, travel agency, and family, friends, or colleagues and less credible information on
brochures and social media. Therefore, there seems to be a slight evolution in the source
of information search on social media over the years. As our study highlights, most
respondents seem to trust social media more than in previous studies, ranking social media
as the first source of information about the destination. This may be due to the increase in
digital influencers and authentic content, the greater credibility of online content, and the
ease of access and interactivity, allowing travellers to see photos, videos, and comments
and even communicate directly with those who have already visited the destination. In
terms of age, young people, especially the z and y generations, rely more on social media
to make decisions, including travel, indicating greater trust in social media among these
age groups.
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The results of the chi-square test of independence, performed to examine the rela-
tionship between age groups and the choice of social media platforms and to assess the
relationship between education level and tourism information sources, suggest that social
media preferences are influenced by age, with younger individuals favouring more visually
interactive platforms like Instagram and TikTok. At the same time, older users prefer
Facebook for information retrieval.

Facebook is more frequently used by individuals aged 60–79, 44–59, and 30–43 years,
confirming that older users tend to maintain personal connections and access information
through this platform. This result supports the study by Wang et al. (2024), in which
they state that Facebook remains relevant for older age groups, who use it, for example,
to maintain personal and family connections. Instagram is predominantly used by those
aged 18–29, supporting previous studies such as Varga and Gabor (2021) that indicate
its popularity among younger users due to its visual and interactive features. This age
group uses Instagram to connect with friends, follow influencers, and discover new travel
destinations, which aligns with the results. As expected, TikTok also showed a significant
association, being most popular among those aged 18–29. Other social media platforms,
such as Telegram, TripAdvisor, and Reddit, were more frequently used by individuals aged
30–43, possibly indicating a greater openness to experimenting with alternative platforms
beyond Facebook and Instagram. The study by Calvo-Porral and Pesqueira-Sanchez (2020)
highlights that the 30–43 age group tends to be more open to new technologies because
they are considered digital natives.

This generational divide can be explained by the socio-economic context of Cape
Verde, i.e., older tourists, particularly those from Europe, may prefer Facebook due to its
established user base and familiarity. Many of these tourists may be repeat visitors or
have cultural ties to Cape Verde, making Facebook a reliable platform for maintaining
connections and accessing travel-related information. Younger tourists, especially from
Generation Z, are drawn to visually oriented platforms like Instagram and TikTok. These
platforms allow them to explore Cape Verde’s beaches, festivals, and nightlife through
engaging content such as photos, videos, and influencer recommendations. The study’s
finding that younger tourists rely heavily on social media for travel inspiration reflects the
global trend of digital natives using these platforms to plan their trips.

The study also found that education level influences the choice of information sources,
with higher-educated individuals more likely to use social media and conduct independent
research. Individuals with higher education levels are more likely to have the digital
literacy skills needed to navigate social media and online resources effectively. They are
also more likely to value detailed, reliable information, which they can access through
blogs, webinars, and official tourism portals. This aligns with the study’s finding that
higher-educated tourists prefer independent research over traditional sources like travel
agencies. Tourists with lower education levels may rely more on travel agencies and
tourism fairs, as these sources provide a more structured and accessible way to plan their
trips. In Cape Verde, where tourism is a key economic driver, travel agencies play a crucial
role in catering to this demographic, offering packaged tours and personalised assistance.

Although the research was conducted with individuals from different nationalities
intending to visit Cape Verde, a reflection should be done on the socioeconomic context,
i.e., why these tourists behave in a certain way when choosing Cape Verde as a destination
and how Cape Verde’s socio-economic characteristics influence their choices. Cape Verde is
an archipelago located off the western coast of Africa, characterised by its small population,
limited natural and mineral resources, a significant structural trade deficit because of its im-
port of food and fuel, and its economy is mostly sustained by the service sector, representing
approximately 72% of GDP, especially tourism (21% of GDP) (Desenvolvimento Humano
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Integral, 2022). Cape Verde faces challenges such as economic vulnerability, reliance on
imports, and limited infrastructure, shaping how tourism is marketed and consumed.

This study reveals that social media significantly shapes tourists’ perceptions and
decision-making processes regarding Cape Verde. This finding aligns with global trends,
where social media has become a primary source of travel inspiration and information.
However, in the context of Cape Verde, the reliance on social media can be attributed to
several socio-economic factors, such as limited traditional marketing, diaspora influence
and youth and digital literacy.

Regarding limited traditional marketing, it is important to highlight that Cape Verde,
as a small island nation, may have limited financial resources to invest in large-scale tradi-
tional marketing campaigns. Thus, social media offers a cost-effective way to reach a global
audience, making it an attractive tool for promoting the country as a tourist destination.
The diaspora influence is also important. Cape Verde has a significant diaspora population
(33.7% of its total population), particularly in Europe and the United States: Portugal
(36.4%), the USA (19.2%), France (13.6%), and the Netherlands (6.5%) (Desenvolvimento
Humano Integral, 2022). Social media bridges the diaspora and their homeland, allowing
them to share their experiences and promote Cape Verde as a tourist destination. This
word-of-mouth marketing, facilitated by platforms like Facebook and Instagram, is partic-
ularly effective in attracting tourists with personal or cultural connections to the country.
The younger population in Cape Verde is also increasingly tech-savvy, with high levels
of engagement on platforms like Instagram and TikTok. This demographic is not only a
target audience for tourism, but they also act as digital ambassadors, sharing content that
showcases the country’s natural beauty, culture, and attractions. The study’s finding that
younger tourists (18–29 years) prefer Instagram and TikTok reflects this trend.

These outcomes are essential for developing more effective tourism marketing, par-
ticularly in relation to audience segmentation based on age groups and education levels.
The significant associations between age group, education level, and the choice of social
media platforms and information sources suggest that tailored marketing approaches are
necessary to effectively reach different demographic segments. For example, older tourists
may be more effectively reached through Facebook, while younger audiences may respond
better to campaigns on Instagram and TikTok. Similarly, individuals with higher education
levels may be more receptive to digital marketing strategies that emphasise independent
research and the use of social media, whereas those with lower education levels may benefit
from more traditional approaches, such as travel agencies and tourism fairs. These results
reflect the need for more segmented and tailored marketing strategies that account for the
characteristics and behaviours of different demographic groups. By aligning marketing
efforts with the specific needs and preferences of different demographic groups, Destination
Management Organisations (DMS’s) can enhance their reach and engagement, ultimately
driving more interest in Cape Verde as a travel destination.

For example, Cape Verde DMO can develop targeted social media campaigns in
different social media platforms. Knowing that older tourists (50+ age group) are more
active on Facebook, the DMO of Cape Verde can create specific campaigns for this group,
highlighting cultural aspects, local events, and authentic experiences that appeal to this age
group. For example, they could promote travel packages that emphasise cultural tours and
visits to historical sites. For a younger audience (18–29 years), the DMO can create visually
appealing campaigns on Instagram and TikTok, focusing on more dynamic activities such
as water sports, parties, and local festivals. Collaborations with digital influencers who
promote Cape Verde as a “cool” and youthful destination can be an effective strategy.



Tour. Hosp. 2025, 6, 45 14 of 18

The promotions based on education level can be aligned with higher education audi-
ences. This group may be more interested in detailed information about the destination
and conducting independent research. The DMO can create more informative content,
such as blogs, webinars, or e-books offering in-depth insights into Cape Verde’s culture,
gastronomy, and activities. Campaigns could also focus on promoting sustainability and
ecotourism, topics often valued by this segment. The DMO can also offer more interactive
content, such as quizzes about the history of Cape Verde, 360-degree immersive videos
of local landscapes, or augmented reality experiences that showcase the destination in
an innovative way. This type of content is highly appealing to those more familiar with
technology and seeking a more personalised experience.

For those with lower education levels, the DMO can invest in more traditional mar-
keting methods, such as advertisements in travel magazines or TV and radio campaigns,
highlighting affordable travel packages and the benefits of visiting Cape Verde. Addition-
ally, it is important to maintain a strong presence in travel agencies and tourism fairs, where
this audience may feel more comfortable when planning their trips.

The DMO can actively participate in tourism fairs, not only in Cape Verde but also in
key outbound markets such as Portugal and France. At these fairs, they can offer travel
packages that emphasise the ease and convenience of visiting Cape Verde, focusing on
safety, accessibility, and a hassle-free travel experience. Travel agencies can be an important
channel for this segment, especially if the offerings are simplified and readily available.

6. Conclusions
This study explored social media’s influence on tourists’ decision-making processes,

with a particular focus on Cape Verde as an emerging tourist destination. The findings pro-
vide valuable insights into the role of social media in shaping travel choices, the motivations
behind visiting Cape Verde, and the implications for tourism marketing.

Cape Verde is perceived as an attractive destination, particularly for tourists seeking
relaxation, cultural experiences, and natural beauty. Most respondents had a favourable
opinion of Cape Verde’s tourism promotion, with many highlighting the country’s climate,
cultural attractions, and gastronomy as key factors in their decision to visit. However,
the study also identified areas for improvement in Cape Verde’s tourism promotion. A
small but significant portion of respondents rated the promotion as weak or very weak,
suggesting that there is room for more targeted and diverse marketing strategies. This could
include leveraging social media more effectively, particularly through collaborations with
digital influencers and creating more engaging, visually appealing content highlighting
Cape Verde’s unique aspects.

The research aimed to test two key hypotheses: (H1) there is a significant association
between the age group of tourists intending to visit Cape Verde and the choice of social
media platform used to research the destination, and (H2) there is a significant association
between the education level of tourists intending to visit Cape Verde and their choice of
information source for researching the destination. The findings confirm that age and
education level significantly influence how tourists use social media and other information
sources. Older tourists (44–79 years) prefer Facebook, while younger tourists (18–29 years)
are likelier to use Instagram and TikTok. Additionally, higher-educated individuals are
more inclined to use social media and conduct independent research. In contrast, those with
lower education levels rely more on traditional sources such as travel agencies and tourism
fairs. These results highlight the importance of tailoring tourism marketing strategies to
different demographic segments.



Tour. Hosp. 2025, 6, 45 15 of 18

6.1. Practical Implications

The findings of this study have several practical implications for tourism marketing
in Cape Verde. Tourism marketers should develop age-specific campaigns to effectively
reach different demographic groups. For example, visually appealing content on Instagram
and TikTok can attract younger tourists, while Facebook can be used to engage older
travellers and the diaspora community. Collaborations with digital influencers can further
amplify these efforts. Cape Verde’s unique cultural heritage, including its music, cuisine,
and festivals, should be highlighted in marketing campaigns. Social media content that
showcases authentic experiences can appeal to tourists seeking meaningful and memorable
trips. To cater to high-er-educated tourists, Cape Verde’s tourism authorities should
provide detailed, reliable information through blogs, webinars, and interactive content.
Emphasising sustainability and ecotourism can also resonate with this demographic, which
often values responsible travel practices. For tourists with lower education levels, travel
agencies and tourism fairs remain important sources of information. Cape Verde’s tourism
marketers should ensure these channels are well equipped to provide accessible and
personalised assistance.

6.2. Limitations and Future Research

This study has some limitations that should be acknowledged. First, the sample size,
although sufficient for preliminary analysis, may not fully represent the diversity of tourists
visiting Cape Verde. Future research could expand the sample size and include a more
diverse range of respondents. Second, the study focused primarily on social media as a
source of information, but other factors, such as word-of-mouth recommendations and
traditional media, may also play a role in tourists’ decision-making processes. Future
research could explore the interplay between these different sources of information and
their combined impact on travel decisions. Additionally, future studies could conduct
exploratory and confirmatory factor analyses to assess whether the statements included in
the questionnaire allow for the creation of reliable and valid scales. This would provide
deeper insights into the underlying dimensions of tourists’ decision-making processes and
enhance the robustness of the findings. Finally, replicating this study in other emerging
destinations could help determine whether the findings hold true in different cultural and
geographical contexts.

By addressing these limitations and building on the findings of this study, future
research can further enhance our understanding of the role of social media in tourism and
provide valuable insights for destination marketing organizations worldwide.
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